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At Magazine Publishers Meeting .. . 


Myers Hits TV as ‘Risk,’ Supplements 
as ‘Trading on Magazines’ Stature’ 


‘Look’ Publisher Sees 
Magazines’ Ad Volume 
Near $1 Billion Level 


WHITE SULPHUR SPRINGS, W. VA., 
May 6—The Magazine Publishers 
Assn. wound up its 39th spring 
meeting here today with a great 
show of industry solidarity and an 
ominous snarl] for its competition. 

The solidarity—‘“unity without 
uniformity,” in Chairman Ford 
Stewart’s phrase—was_ evident 
throughout the sessions. The New 
Look in the magazine business 


calls for cooperation as well as) 


|for audited circulation, Mr. My- 
lers argued, and he asserted that 
if toll tv became a fact the adver- 
tiser would have a quite different 
view of the value of the medium. 

“And why shouldn’t the adver- 
‘tiser ask the consumer to pay part 
|of the cost of producing the values 
of tv programming,” he asked, 
“just as he insists that eur read- 
ers pay a substantial share of 
the costs of producing and dis- 
tributing the editorial contents of 
our magazines?” he asked. 

In tv, he pointed out, the ad- 


(Continued on Page 66) 


competition; integrated selling—| 


and _ federated effort—were 
stressed repeatedly by speakers in 
the liveliest MPA session in years. 

The snarl—topping a morning 
devoted to the selling activities 
of magazines—was delivered by 
Vernon Myers, publisher of Look 
and chairman of the planning 
subcommittee of the Magazine 
Advertising Bureau division of 
MPA. It was aimed at (1) tv au- 
dience research methods and (2) 
supplements. 


s Magazines get too little credit 


‘Congress Unit Seen 


Creating New Postal | 


Ford, Lever Top 


Bill Ike ‘Can Sign’ 


| WasHINGTON, May 9—Strong 
| indications that President Eisen- 
| hower will sign the postal rate 
| increase bill, rather than veto it 
las previously forecast, were given 
|by a congressman after a White 
| House visit today. 

| Rep. Robert J. Corbett (R., Pa.), 
| (Continued on Page 127) 


Chait Blasts “You Auto Buy’ 
as Insulting, Sophomoric’ Appeal 


New York, May 9—Automobile 
and perfume advertising were 
walloped here yesterday by Law- 
rence G. Chait, direct mail coun- 
selor. 


He told the Hundred Million) 


Club of New York that the “Auto 
Buy Now” campaign was “soph- 
omoric,” and he called Lanvin’s 
ads for Arpege “amoral.” 


Mr. Chait said he had “found a| 


notable lack of enthusiasm for the 
much-touted phrase, ‘You auto 
buy now.’ As a matter of fact, 
people everywhere seem to be al- 
most insulted by this slogan,” he 
said. ‘“‘No mail order writer could 


. last out the week if he used the | 


kind of sterile thinking which, in 
my opinion, is symbolized by this 
great auto industry slogan. 

“Very simply put, it is my opin- 
ion that sloganeering, pith hel- 
mets, elephants and pleading—the 
old-time razzle-dazzle of sales- 
manship—just don’t add up to the 
kind of sustained appeal which is 
going to send people into stores or 
showrooms anywhere during the 
course of the present economic 
downswing. We advertising peo- 
ple have an obligation to move 
people into buying action—but it 
is an obligation not to be simply 
met with sophomoric solutions.” 


_@ Mr. Chait said he was “sick- 


> 


ened” by such television ad slo- 
gans as “Promise her anything 
... but give her Arpege.” He said 
Lanvin “had an excellent prestige 
acceptance for Arpege—an ac- 
ceptance built wisely and well 
over the years for a quality prod- 


| uct. It is incredible to me that an 
advertiser, having once gained 
| such stature and _ acceptance, 
| Should employ so amoral an ap- 
| proach to its product advertising.” 

“How can we, as advertising 
practitioners,” he continued, “ex- 
cuse those who are guilty of con- 
firming to the public that we ad- 
vertising people are without eth- 
ics and without honesty and that 
we would deal in such slogans as 
‘Promise her anything ...’? 

“This is a disgraceful kind of 
advertising and shames those who 
engage in it.” + 


r ‘THE NATIONAL NEWSPAPER OF MARKETING _ 


vertiser bears completely the cost | 


International 
Advertising 

ADVERTISING AGE spotlights 
the fast-growing interna- 
tional advertising field this 
week in a special section 
starting on Page 83 and run- 
ning through Page 120. In 
this section international 
publications become, for the 
first time, a “measured me- 
dium” as a result of an AA 
survey of advertiser expen- 
ditures. 

A separate story treats the 
world’s leading advertisers 
outside of the U.S. and Can- 
ada. Also presented are 
detailed reports on eight 
countries where annual ad- 
vertising expenditures ex- 
ceed $100,000,000 plus a re- 
port on a country where vol- 
ume is approaching this lev- 
el. 


= Cotton Test Idea Is 
'W&L’s, Court Decid 
| Ss, Cour ecides 
S| . Schick’s present agency, inde- 
Unpublished, Unused pendently conceived the cotton 
| Warwick & Legler was entitled to 
it. 
PHILADELPHIA, May 8—Judge| “Ci aries R. Whitmer, Schick ad 
|permanent injunction which will) ”.*. 
menecset stssete [prohibit Schick Inc. from using|“iSion by an Apverrisine AcE re- 
yy. as :, cLittsaiene | the cotton test idea conceived by porter. He declined any comment 
(pers distinct jaste trtis wou 
: : t was out of town. 
was its client. (In the test a close- agemen bn i 
NEWEST—The latest entrant in the lhy shaved area doesn’t pick up| Th¢ complete decision reads: 
‘ ‘ on a motion for a permanent in- 
March 17) is Bristol-Myers Co.,| does.) : : junction. After a preliminary hear- 
which pushes off its Ipana Touch-| The judge said he was not per- 
- joined the defendant until further 
Life, May 26. Doherty, Clifford, | Pullman Co. Will order from using a wad of cotton 
the agency. ‘closeness of a shave with an elec- 
tric shaver manufactured by it. 
Field After 40 Years 
jof fact and conclusions of law to 
Cuicaco, May 8—The Pullman support that order. In the dispo- 
’ than 40 years, will drop all of manent injunction, this court, aft- 
A S Ist ew its national advertising after June er a careful review of the record, 
- - The company has canceled all of | sions. 
S endin List its ads that were to run after June| “The defense to the motion is 
|30 in Business Week, Holiday,| 
Nation's Business, Newsweek, The| 
a New Yorker, Time and U.S. News| P L Th 
Spot, Net; Sterling Uses  ,‘ ; ry Loose ose 
Spot for Most Brands 'represent about $100,000 in com- 
top spenders for the first quarter of Pullman, told ADVERTISING AGE) - 
of 1958 were American Tobacco| that the decision to abandon the Ad t T Id 
Co., Ford Motor Co., General | national ad program was made by) ver 1sers 0 
nolds Tobacco Co, (but not neces-| said the general conditions of the | 
sarily in that order). | railroad industry prompted the de- i 
Admen at ACA Meeting: 
out as spot’s biggest boosters by | by 54 railroads. Ads Can Whip Recession 
following the release of its first|® In addition to the magazine ads,| poronro May 6—“Recession” 
quarterly report on broadcast buy-| Mr. Jackson said, car card adver-| 2. the word on which much of 
listed in alphabetical order and| cago, Philadelphia and New York) acon of nadi i 
; a. : : i adian Advertisers 
not in one, two, three rank on the | also will be discontinued after June pivoted nye week. But ow 
(Continued on Page 130) (Continued on Page 130) windows; the mood seemed to be: 
Stick around, boys, the boom will 
Davie W. Wallace, president of 
|Standard Brands Ltd., Montreal, 
Mr. Clean, New P&G Detergent, Gets 2-City Test 
NEw York, May 9—Mr. Clean, an all-purpose liquid cleaner, is being goods were down, “but an interest- 
ing and perhaps encouraging fact 
& Gamble. Aimed to compete with Lestoil and similar detergents, Mr. di 
Clean comes in a 15 oz. regular size, priced around 39¢, and a 1 pt. 12 oz.|“@!@"S_ are greater than perhaps 
| giant, retailing around 69¢. Advertising support is planned, but has |; hw be = 
not yet broken. Tatham-Laird, Chicago, is the agency. | “Personal conviction” is that “con- 
|tinuing advertising can be a 
New York, May 9—Woman’s Day, a monthly distributed in A&P om re: goed ca 
| supermarkets, has branched out into newsstand sales on the West | 
Coast in a move described as an extension of its Colorado test. A factor | gion.” 
|in the decision was that A&P has retail outlets only in Los Angeles Advertising’s power to do this, 
aa Ann manager of Pacific Coast offices in Los Angeles and | marketing tool rather than a 
an Francisco May 15. necessary expense.” 

_NEw York, May 9—Harold S. Lee, formerly vp of the eastern divi- manager of the Du Pont Co. of 
sion of Seagram Distillers Co., has been named exec vp of Calvert |Canada and out-going president of 
has resigned after 19 years with the company. Myron Froelich, vp for| vention statement that Canadian 
open state sales, and Walter F. Terry, vp for monopoly state sales at! business is facing up to slowed- 

|down economy by “putting re- 
(Additional News Flashes on Page 131) (Continued on Page 70) 


'‘Unpersuaded’ Judge Enjoins Schick . . . 
| Client Can‘t Claim |suaded that Benton & Bowles, 
ltest idea. Therefore, he found, 
Ads, Plans, Court Rules | 
New! Ipat ny Touch 1 sus) J. Cullen Ganey today granted a manager, was informed of the de- 
bmtegr eer 8 ott | Warwick & Legler when Schick |#* this time, adding that top man- 
aerosol dentifrice derby (AA,/|cotton lint; a poorly shaved area “This matter is before the court 
ing, this court temporarily en- 
n-Brush with this b&w page in| 
Steers & Shenfield, New York, is " in a visual test demonstrating the 
Leave National Ad 
“Later this court made findings 
Co., a national advertiser for more |sition of the motion for a per- 
adopts those findings and conclu- 
i : , (Continued on Page 131) 
| National Geographic Magazine,) 
Both Are in Big 5 of 
|& World Report. The cancelations 
+ 
| missionable space. S C d 
New York, May 7—Spot radio’s G. R. Jackson, advertising agent) avings, ana a 
Foods, Lever Bros. and R. J. Rey- | the Pullman board of directors. He | 
Consensus, Expressed by 
These companies were singled| cision. The Pullman Co. is owned | 
the Radio Advertising Bureau, | 
ing activity. The advertisers were|tising in commuter trains in Chi- the 43rd annual meeting of the 
basis of amount of money budget- 30. The company will continue to body was about to jump from the 
@ be back. 
_ Last Minute News Flashes 
conceded that sales of nearly all 
sold to the trade i i 
o the trade in the Syracuse and Pittsburgh markets by Procter is tint perectal savines of Cane- 
{ever before.” He added that his 
“Woman's Day’ Enters Newsstands on West Coast = P®eFful_influence and force in 
|help to get us out of this reces- 
|and Seattle. Frank X. DeLone, eastern advertising manager, will be- ‘he added, made it “an important 
Lee Named Calvert Exec as Resnik Resigns Clan a eee 
Distillers Co., effective immediately. He replaces Tubie Resnik, who| the ACA, declared in a pre-con- 
Calvert, also have resigned, but no replacements have been named. 
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Not ‘Visual Gimmickry’ . . 


Art Isn't Just to | 
Illustrate Copy: Allen © 


Tatham-Laird Art Exec 
Tells Copy Men They’re 
Victims of ‘Cultural Lag’ 


CHICAGO, May 7—An agency art 
director last night told the Chicago | 
Copywriters Club that “word-ori- | 
ented” men have gained control of 
much of the advertising business 
and are prejudiced “to the point 
of blindness” against seeing art as 
anything more than “visual gim- 
mickry to get the copy read.” 

Ernest Allen, art director of Ta- 
tham-Laird, said he thought this 
attitude is a result of a “cultural 
lag—the lag between the discovery 
of an idea or principle and its gen- 
eral acceptance.” He said the word- 
oriented men, who began ‘their 
careers when the technical aspects 
of advertising art were not far 
advanced, still retain an attitude 
“which has checked any honest 
understanding of the honest possi- 
bilities of visual communications. 

“To these men, pictures are a 
handy thing to have around,” Mr. 


‘Auto Buy’ Sales 
Gains Reported 
by Three Cities 


Cuicaco, May 8—Impressive 
auto sales gains are being reported 
in Buffalo, Boston and San Fran- 
cisco in the wake of “You Auto 
Buy Now” campaigns. 

No national figure pinpointing 
exactly what the campaigns are 
achieving has been developed yet, 
but the Bureau of Advertising, 
American Newspaper Publishers 
Assn., estimated late in April that 
the campaigns had already added 
about $50,000,000 to the national 
sales volume figure. 

In Buffalo, the 16-day “You 
Auto Buy Now” campaign has re- 
sulted in sales of 3,550 new cars 
valued at about $10,650,000 and 
3,900 used cars valued at about 
$5,265,000. This sales boost repre- 
sents a 61% volume gain over the 
previous month, according to Gil- 
bert M. Tinney of the Buffalo 
Automobile Dealers Assn. 


# Promotions like the “You Auto 
Buy Now” campaigns depend heav- 
ily on support from media because 


(Continued on Page 129) 


| tended. 


Goetz Builds Malt 
Liquor Push Around 


Three Flexible Faces 


St. JosepH, Mo., May 7—M. K. 
Goetz Brewing Co. will break a 
newspaper and_ spot television 
campaign for its Country Club 
malt liquor May 19 in 40 markets, 
including Los Angeles, Washing- 
ton, Baltimore, Dallas and San 
Francisco. 

Both newspaper and tv ads will 
use actors Buster Keaton, Frank- 
lin Pangborn and Reginald Gard- 
ner. 

John W. Shaw Advertising, Chi- 
cago, is the agency. 

Shaw got the Country Club ac- 
count in January; Goetz beer ad- 
vertising is handled by Potts- 


Woodbury, Kansas City (AA, Jan. | 


13). The entire account, which 
bills about $500,000 annually, was 
resigned by Compton Advertising 
last year when it took over the 
G. Heileman Brewing Co. ac- 
count. # 


Allen said. “But they are essen- 
tially the device for showing what 
you have to say. Art was and is 
something used to illustrate the 
copy.” 


s Advertising is communications 
before it is anything else, he con- 
“It is not copywriting 
alone, nor art direction alone. It 
is both at once. 

“We creative people must start 
looking at ourselves not just as 
artists, not just as copywriters, but 
as communicators, people in the 
business of delivering a unique 
kind of unit message, a message 
that can no longer be viewed in 
terms of its parts.” 

He said the time has passed when 
an advertisement can be an essay. 
“Today we have to make our mark 
on the consumer’s mind at a glance, 
without serious demand or con- 
scious participation. In such a sit- 
uation, visual identity must be 
the unifying factor that holds all 
claims and reasoning together. Vis- 
ual techniques must be used to 
make integration and accumulative 
impact in advertising possible.” 

Mr. Allen suggested that adver- 
tising men “cease to be introspec- 
tive in terms of our precious arts 
and become instead all-around men 
of communications. This unique 
short-hand of advertising commu- 
nications is long due for a re-eval- 


uation of forces. The visual force in 
its own right has to be learned— 
and its value in basic planning has} 
to be realized. It behooves both of | 
us—writers and artists alike—to| 


| 


gather our visual wits about us.” #| 


| 


Teen Is Pushover | 
for ‘Persuaders,’ 
Educators Are Told 


ANN ARBOR, MICH., May 9—| 
Typical American teen-agers were | 
described here today as “fear-rid-| 
den” youngsters whose intense de-| 
mand for popularity via conform- 
ity makes them “pushovers” for 
“hidden persuaders,” “shoddy 
merchandise, shoddy morals or a 
patched-up police state philoso- 
phy.” 

“America started out as the 
great experiment. Now America’s 
children are afraid to experiment,” 
Dr. H. Radler, of the Purdue Re- 
search Foundation, told the Michi- 
gan Assn. of Women Deans &' 
Counselors. The association met| 
at the University of Michigan as) 
part of the 71st annual meeting of | 
the Michigan Schoolmasters| 
Club. # 


COUNTRY CLUB...Worid’s lorgest selling Molt Liquor 0005 SSS. 


BEER BUSTER—Buster Keaton is one 
of three comedians featured in 
Goetz Brewing Co.’s new drive for 

its Country Club malt liquor. 


| to the Frey report, he said: “It is 


» Pronto “Roasting Ears” 
an Italian accent 


NO COB—A cooperative promotion by Kraft Foods Co., Green Giant 
Co. and Reynolds Metals Co. during June and July will boost “Pron- 
to ‘Roasting Ears.’” Color spreads in the June 20 Life and July 
Good Housekeeping will be included in the campaign. The agencies 


involved are J. Walter Thompson 


Co., Chicago, for Kraft; Leo Bur- 


nett Co., Chicago, for Green Giant, and Buchanan & Co., New York, 


for Re 


ynolds. 


Release of Finance Data by Unilever 
Aids PR of British Admen: Saunders 


In Britain Criticism of 
Advertising Is Growing, 
JWT Top Exec Reports 


New York, May 6—The chair- 
man of Europe’s largest advertis- 
ing agency reported here today 
that attacks on advertising are 
mounting in Britain. 

Douglas M. Saunders, of J. 
Walter Thompson Co. Ltd., Lon- 
don, remarked on this rising tide 
of criticism in an interview with 
ADVERTISING AGE. 

Mr. Saunders, in addition to 
being chairman of Thompson in 
London, is president of the In- 
stitute of Practitioners in Adver- 
tising, British equivalent of the 
American Assn. of Advertising 
Agencies. Just elected to a second 
term, he is the first head of an 
American agency to serve as IPA 
president. 

Scottish-born Mr. Saunders said 
the IPA is concerned with the de- 
veloping criticism and is working 
on a program to counteract the 
anti-advertising forces. 

IPA has been considering vari- 
ous public relations approaches, 
but, Mr. Saunders said, the way 
has now been shown by Unilever, 
which released its worldwide ad- 
vertising expenditures (AA, May 
5). He hailed the Unilever report 
as one of the best ways to defend 
advertising. 

“They’ve done our job for us,” 
said Mr. Saunders, whose agen- 
cy is one of the principal Lever 
agencies. 


= Mr. Saunders feels that com- 
mercial television, which has 
proved to be highly successful in 
Britain, is a factor in the increas- 
ing number of attacks on adver- 
tising. Commercial tv, he ex- 
plained, has made everyone in 


| Britain more conscious of adver- 
s . . | 
| tising, “even though it’s only six | 
minutes in an hour.” 


Mr. Saunders said British agen- 
cy circles have been painfully 
aware of the American develop-| 


™ | ments that led to the Frey report. | 


He said British agencies have) 
just reached the point where they 
have convinced all media owners 


that an account cannot be handled | 


properly for less than the 15%). 


commission on billing. Referring! 


sad to us that this should be raised 
at this time.” 

Reporting on other IPA proj- 
ects, Mr. Saunders said the British 


lecting data on agency operations | 
in other European countries (to 
help British agencies form link- 
ups) and has been conducting a 
thorough study of subliminal ad- 


vertising. 
From what he knows of sublim- 
inal advertising, Mr. Saunders 


said, he has a very dim view of the 
device as an advertising medium. | 
He doesn’t see that it will enhance 
the reputation of advertising in 
the public eye. 

Mr. Saunders is in the U. S. on 
his biennial visit to the parent com- 
pany. He said he is spending a good 
deal of his time looking at the 
latest developments in television. 
A Thompson man since 1928, he 
suc. ceeded the late Rae Smith as 
|chairman of the British company 
| in 1946. # 


|Gran' Overseas Offices 
Get Colgate, Shell Oil 
The Caracas office of Grant Ad- 
vertising has been appointed to| 
handle a number of products for 
the Colgate-Palmolive Co. in Ven- 
ezuela. The products are Colgate 
dental cream, tooth paste with 
chlorophyll and tooth brushes; 
Cashmere Bouquet toilet soap and 
toilet products; Palmolive Fres- 
kara (after shave), baby talc, 
shave cream, face powder, Fijador 
(hair dressing) and men’s talc; Ve- 
to deodorant, and Lustre Creme 
shampoo. 
Meanwhile, 


Grant was also 


named to handle advertising for 
Shell Oil Co. in Ceylon through its 
new Colombo office. 


Shiki 7 6/ 


ELDER STATESMAN—T his latest in Par- 
ker Pen Co.’s celebrity series is 
scheduled for the May 31 Saturday 
Evening Pozi ond the June Read- 
er’s Digest. Tatham-Laird, Chica- 


agency association has been col- 


go, is the agency. 


Advertising Age, May 12, 1958 


Schaaf, Thompson 
Win Top Honors 
in ‘Lulu’ Awards 


Los ANGELES, May 6—21 western 
advertising women won 28 “Lulu” 
statuettes at the Los Angeles Ad- 
vertising Women’s 12th annual 
achievement awards luncheon 
Sunday. 

Two statuettes, for first and 
second place, were awarded in each 
of 14 categories. Advertising wom- 
en in the 11 western states, Brit- 
ish Columbia and Hawaii were 
represented in the competition. 

Top honors were won by Le Ora 
Thompson of Le Ora Thompson 
Associates, Los Angeles, and Miv 
Schaaf of Los Angeles, each tak- 
ing two first places. 


= Complete list of first and second 
place winners is: 

Consumer copy: First—Maxine 
Daley, Stauffer System, Los An- 
geles, and Helen Gurley, Foote, 
Cone & Belding, Los Angeles (joint 
entry) for Stauffer System. Second 
—Dorothy Osborne, Cole & Web- 


er, Portland, Ore., for the state 
of Oregon. 
Retail copy: First—Cynthia 


Lawrence, May Co., Los Angeles. 
Second—Reslyn Boim, J. W. Rob- 
inson Co., Los Angeles. 

Trade copy: Terry McFadden, 
Robinson, Jensen, Fenwick & 
Haynes, Los Angeles, for Firestone 
Co. Second—Helen Gurley, Foote, 
Cone & Belding, Los Angeles, for 
Catalina sportswear. 

Layout: Doris S. Root, May Co., 
Los Angeles. Second—Barbara 


(Continued on Page 79) 


Ending Slump 
Is ‘Business of 
Business : Lewis 


‘Money Is There’; It’s 
Up to Business to Get 
It Spent, Says K&E Head 


MIAMI, May 7—Declaring that 
he “‘does not subscribe to the theo- 
ry that government should stay out 
of business in prosperous times but 
intervene when business has prob- 
lems,” William B. Lewis, president 
of Kenyon & Eckhardt, New York, 
told members of the Greater Miami 
Advertising Club and the National 
Assn. of Chain Drug Stores today 
that “recovery is the business of 
business.” 

Mr. Lewis urged his listeners as 
advertising men, marketing men 
and business men “to take a 
searching look at the consumer’s 
actions and state of mind. In the 


# \consumer’s actions,” he said, “lies 
} | the answer to whether the reces- 


sion will broaden and deepen or 


|whether it will come to an end 


this year.” 
“It is business’ job,” Mr. Lewis 


|said, “to maintain the current high 


level of consumer spending. By so 
doing,” he said, “it will have solved 


|the problem of the recession.” 


He found encouragement in the 
fact that manufacturers as a group 
are planning to spend $8.3 billion 
in 1958 for research and develop- 
ment, as against $7.3 billion in 
1957. 

“As advertising and marketing 
men keenly aware of the impor- 
tance of new products,” he said, 
“we must continually encourage 
our clients to press on with these 
plans.” 


= Calling for positive action 
(Continued on Page 79) 
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10 Firms in 
New Puerto Rico 
Agency Group 


Y&R’s Zerbe Elected 
Ist Head of Association 
Modeled After Four A’s 


San JUAN, May 7—Puerto Rico’s 
first advertising agency association 
has been formed. 

Ten agencies here have organ- 
ized the Advertising Agencies 
Assn. of Puerto Rico along lines of 
the American Assn. of Advertising 
Agencies. 

The charter members are Publi- 
cidad Astra, Publicidad Badillo, 
Brown Agencies, Gotham-Vladi- 
mir Advertising, Highley Adver- 
tising, McCann-Erickson Corp., 
National Export Advertising Serv- 
ice, J. Walter Thompson Co., West 
Indies Advertising and Young & 

(Continued on Page 132) 


Sponsor ‘Egghead’ 
Shows Too, Murrow 
Asks Top Spenders 


PHILADELPHIA, May 8—CBS com- 
mentator Edward R. Murrow does 
some straight talking about the 
advertiser’s responsibilities in tv 
in the current issue of TV Guide. 

Mr. Murrow makes his first ma- 
jor point in the form of a question 
—Due to the nature of tv, are the 
big corporations justified in spend- 
ing money in tv exclusively to sell 
goods and services—do they not 
also have a responsibility to spend 
perhaps 10% of their budgets on 
shows not designed to reach the 
greatest number of people at the 
lowest cost?” 

Mr. Murrow said he had tried 
to promote this idea informally 
and had succeeded in selling Mari- 
an Anderson’s “See It Now” ap- 
pearance to International Tele- 
phone & Telegraph. 

The CBS newsman intimated 
that advertising agencies can be 
quite a stumbling block in the 
path of creative tv. “If there is 
any timidity in tv, you can trace 
it to the advertising agency,” he 
told TV Guide. “Between the head 
of a corporation that advertises on 
tv, and the agency time buyer who 
finally places an order for a show, 
there are five or six blocking levels 
which an idea like this must get 
through.” 


= Mr. Murrow said advertisers 
reap good will benefits from spon- 
soring intellectual programs. By 
not sponsoring non-entertainment 
programs, advertisers deprive 
many people of the opportunity to 
see such telecasts, since sustainers 
are likely to get a limited after- 
noon network, he pointed out. 

Part of the blame, he said, must 
go to station operators, many of 
whom refuse to carry such sus- 
tainers. 

“I realize of course that tv is 
still a business,” TV Guide quoted 
Mr. Murrow as saying. “I could 
understand why 
‘See It Now’ after sponsoring it 
for several years. Some people said 
they dropped the show because of 
our program about the McCarthy 
hearings. That wasn’t true. They 
dropped it when they started to 
produce brand label consumer 
goods. They needed a show with 
wider mass appeal. From the 
standpoint of salesmanship, they 
were right. The networks, too, are 
in this business to make money. 

“Even so, inside the framework 
of this system, we must sell net- 
works and a few sponsors on the 
idea of devoting a part of their 
tv budgets to more intellectual 
programs.” # 


Alcoa dropped | 
;compromise on the controversial 


Shaw 


Templin 


Urdang Wilcox Feld 


NNPA BRASS—Ed Templin, Lexington Herald-Leader, retiring presi- 
dent of the National Newspaper Promotion Assn., shakes hands with 
his successor, Barry Urdang, Philadelphia Bulletin. Other NNPA 


officers looking on are Clifford 


Shaw, Providence Journal, sec- 


retary-treasurer; Howard Wilcox, Indianapolis Star and News, 1st 
vp, and Bernard Feld Jr., Birmingham News and Post-Herald, 2nd 
vp. 


New ‘Post’'—Politz ‘Average Ad Exposure’ 
Study Shows Ad Page Is Seen 5.8 Times 


New York, May 8—The Satur- 
day Evening Post today threw a 


new measurement into the media | 


research field—average ad page 
exposure. 

What Donald M. Hobart, Curtis 
senior vp, called the most recent 
in a series of advances dating back 
to the founding of the Audit Bu- 
reau in 1914 is a report on audience 
exposure days. It is the work of 
Alfred Politz Media Studies, and 
the research plan and preparation 
of the report were approved by 
the Advertising Research Founda- 
tion. 

It is the result of seven experi- 
mental studies and a _ national 
pilot study conducted over a 15- 
month period before the main 
project was started. 

It employed both a one-way 
mirror test and glued pages in 
testing exposure, plus interviews 
involving three visits to respond- 
ents’ homes. 

Here are some of the findings: 


e The average single advertising 
page of a copy of the Post is ex- 
posed to readers 5.8 times. 


e An average single ad page is 


exposed on 29,456,000 different | 


“reader days” to 20,621,000 readers 
—or 1.4 exposures per reader. 


e Some 20,621,000 people, or 16.- 
1% of the 10-years or older popu- 
lation of the country, read an 
average issue of the Post—an aver- 
age of four readers per copy. 


e The readers of an average issue 
are exposed on 41,783,000 different 
reader days—or an average of two 
exposures for the issue per reader. 


® The study shows in tabular form 


how many and what kind of people 
read an issue of the Post, how 
often they read the average issue, 
and how often readers contact a 
page containing advertising. 

Also, the information is broken 
down by age, sex, household in- 
come, position in household, mari- 
tal status, home tenure, geographic 
region and by metropolitan and 
non-metropolitan areas. 

Talking at a luncheon meeting 
of agency and advertiser execu- 
tives in New York, Edward C. Von 
Tress, Curtis senior vp in charge 
of advertising, pointed out that 
advertisers have asked for years— 
“Yes, but how many people saw 
my ad?” The study provides a 
considerable part of the answer, 
and additional breakdowns on ex- 
posure for various types of prod- 


ucts is expected to provide more| 
of it, he said. 


s The technical aspects of the) 
survey (the ARF technical com- 
mittee calls the Politz methods 
“a constructive pioneering ap-| 


Better Promotion Needed to Help 
Dailies Flourish, Silha Tells NNPA 


Kimble, of Grey Agency, 
Tells Group Radio, TV 
Becoming Top Accounts 


PiITTsBuRGH, May 6—Otto A.| 
Silha, vp and business manager of | 
the Minneapolis Star and Tribune, 
yesterday urged newspaper pub- 
lishers to regard their promotion 
managers as members of top 
management. 

Before preparing his talk, Mr. 
Silha said, he wrote to a dozen| 
publishers asking them for their, 
views on promotion. “Almost all 
of them feel that promotion must 
perform a more important and 
more competent role if the news- 
paper is to flourish as an institu- 
tion in our country,” Mr. Silha 
said. 

In his keynote talk before the 
28th annual convention of the 
National Newspaper Promotion | 
Assn., Mr. Silha said the news-| 
paper promotion man should share | 
in every confidential aspect of a 
newspaper’s operation “except 
innermost financial and personnel 
data. 

“The promotion man should not 
be treated as an ‘inside man’ at 
the top level for ‘status’ reasons, 
but rather for reasons of opera- 
tional effectiveness,’ Mr. Silha 
said. “It’s the only way he can 
do his job right.” 


s Mr. Silha also advised publish- 
ers to keep an “open mind” for 
potentially good promotion ideas 
from their promotion managers, 


Eight Media Sell 
Standard’s Gas to 


Farmers, Says Nunn 


Cuicaco, May 6—Standard Oil 
Co. (Indiana) uses eight media to 


| account, 


| proach to a basic problem in media reach farmers in its midwest and 
| analysis”) will be made available|Rocky Mountain market, Stand- 
|to anyone who may wish to ex-/ard’s ad manager, Wesley I. Nunn, 
amine them, and Mr. Hobart com-| told the Chicago Area Agricultural 
mented that “those concerned with | Advertising Assn. here yesterday. 
consumer behavior undoubtedly! He said Standard uses all 531 
will discover profitable uses for | dailies in its market, plus weeklies, 
the basic data which will flow is a top farm paper advertiser, di- 
from this survey.” # |rects much of its programming on 

|30 large radio stations to farmers 


Knauer Joins Sitterley 

William H. Knauer, formerly 
acting sales and promotion man- 
ager of World Petroleum, has | 
joined J. E. Sitterley Publishing | 
Co., New York, as a vp. Sitterley | 


Guia. 


publishes World’s Business andj of the gasoline-buying public, Mr. 


and uses a lot of direct mail to 
reach its farm market. 

In addition, programs on 41 tv 
stations, ads in consumer maga- 
zines and outdoor advertising 
reach farmers as well as the rest 


Nunn said. # 


N.Y., N.]. Are Bearish on ISIM 


Don’t Convert to ISIM; 
‘Sponsor’ It, Dowling 
Urges N.Y. NIAA Unit 


New York, May 6—The presi- 
dent of the big New York chap- 
ter of National Industrial Adver- 
tisers Assn. has come out for a 


proposal to reorganize NIAA into 
an International Society for In- 
dustrial Marketing. Arthur L. 
Dowling, advertising director of 
M. W. Kellogg Co., suggested 
NIAA “sponsor” ISIM rather 
than convert itself into such an 
organization. 

The compromise suggestion was 
released yesterday simultaneously 
with the chapter’s monthly meet- 
ing, which was devoted to a dis- 
cussion of ISIM. 

At the meeting, which was ad- 
dressed by Charles E. St. Thomas, 
General Electric Co., and Eugene 


(Continued on Page 43) 


Chapter Is Crux of 
NIAA; National Group 
Only By-Product: Wardell 


NEWARK, May 7—Delegates rep- 
resenting the New Jersey chapter 
of National Industrial Advertisers 
Assn. will go to the organization’s 
national convention next month at 
St. Louis with instructions to op- 
pose reorganization of NIAA into 
an International Society for Indus- 
trial Marketing. 

At a special meeting of the chap- 
ter’s board of directors last night, 
following a regular meeting of the 
chapter at which the issue was de- 
bated at length, the board voted 
to take an immediate mail ballot 
of the entire membership and to 
recommend to the members that 
ISIM be rejected. 

The result of the ballot appears 
to be a foregone conclusion. Senti- 
ment of the members is apparently 


(Continued on Page 132) 


Myers, ISIM Proponent, | 
Heads Official NIAA | 
Officer Slate for St. Louis 


but to “recognize the professional 
competence and advice of the 
specialist in this field.” 


# R. David Kimble, Grey Adver- 
tising Agency account executive 
on the National Broadcasting Co. 
urged newspapers to 
make better customers out of radio 
and tv stations. 

He pointed out that in 1957, 
radio and tv stations spent $18,- 
000,000 in newspapers for “tune- 
in” advertising—“more than agri- 
culture, beer, confections, hotels, 
insurance, toilet soaps and many 
other general display categories 
invested in newspaper advertis- 
ing.” 

Newspaper linage placed by 
radio and tv stations has more 
than doubled in the past five years 
—from 14,345,125 lines in 1952 to 
31,119,665 lines in 1957, Mr. Kim- 


| ble said. 


Mr. Kimble predicted that ra- 
dio-tv linage could again double in 


| the next five years, “which could 


result in your biggest competitor 
ranking among your half-dozen 
biggest clients.” 


® The winner of NNPA’s Silver 
Shovel award this year was An- 


(Continued on Page 74) 


‘Electronic Miracle’ 
Is Just Old Crystal 
Set, NBBB Charges 


New YorK, May 7—The “sen- 
sational claims in advertising” 
made by Borg-Johnson Electronics 
for a_shirt-pocket-size portable 
radio set have been challenged by 
the National Better Business Bu- 
reau. 

Advertising for the product is 
headlined: “Now! A portable radio 
that works forever without bat- 
teries, without tubes and never 
wears out!”” NBBB says the radio 
is nothing more than a germanium 
diode crystal set, “a device which 
has been in use in radios for sever- 
al years.” 

The $4.95 set is described in the 
advertising as “a miracle of elec- 
tronic science” and it assertedly 
generates “more power than 1,000 
batteries.” NBBB says, “Actually, 
the set generates no power what- 
ever,” 

According to the NBBB bulle- 
tin, “The implications of the claim 
for this crystal radio that ‘instead 
of bulking up a radio with all sorts 
of expensive parts and tubes— 


| scientists have actually condensed 


an entire radio power plant into 
this one single part that is no 
bigger than a dime... .” are most 
misleading. Crystal sets are the 
simplest radios that can be built. 
They have been in use since the 
earliest days of radio.” # 


New York, May 6—Candidates | oe 


for six offices and two associate 


directorships have been named by | ce 


the nominating committee of Na- 
tional Industrial Advertisers Assn. | 
to be voted on by the membership 
at the annual meeting June 4 in 
St. Louis. 

Because of the opposition of 
many members to the proposed | 
reorganization of NIAA into an In-| 
ternational Society for Industrial! 
Marketing, some NIAA members| 
here believe there may be an at- 


tempt to contest the election of the) ' 


administration’s slate by nomina- 
tions from the floor at the conven- 
tion. 

If the ISIM proposal should be 
rejected, it is pointed out, Robert C. 
Myers, director of market devel- 


(Continued on Page 42) 


ROGER R. HIPWELL, product manager, 

has been named manager of ad- 

vertising and sales promotion of 

Minneapolis-Moline Co., succeed- 

ing John Rusinko, who has re- 
signed, 
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Official Praises Probe 
of ‘Unethical’ Labor 


Press Ad Solicitors 


New York, May 8—The Mc- 
Clellan committee was _ praised 
today for exposing unethical ad- 
vertising solicitors for union pub-| 
lications by Alex Smith, president 
of Trade Union Advertising Inc., 
official advertising representative | 
for 200 labor publications. 

Mr. Smith commended the Sen-| 
ate committee’s exposure of “the | 
handful of operators who have) 
taken advantage of the good name}! 
of the labor press with personal | 
get-rich schemes. These men,” Mr. 
Smith said, “are neither typical 
nor representative of the great ma- 
jority of labor publications whose 
operators are 100% ethical.” 
® The International Labor Press 
Assn., Mr. Smith said, “has long 
fought so-called shakedown art- 
ists whenever they have appeared.” 


ES 


He cited ILPA’s code of ethics as 
evidence of that organization’s 
active opposition to those who use 


questionable techniques for solici-, 


ting advertising. 

“Member publications of ILPA,” 
Mr. Smith said, “are prohibited 
from publishing any year book, 
directory or program that has for 
its primary purpose solicitation 
of donations under the guise of 
selling advertising. High-pressure 
solicitation is likewise prohibited. 


s “Advertising salesmen for labor 
publications,” he said, “may not 
claim that the purchase of adver- 


Silver of Kings County, New York, 
for securing the 
racketeers operating a phony labor 
paper called The American Labor 


| Review. # 


Five Stations Name 
Bob Dore Associates 

Five radio stations have appoint- 
ed Bob Dore Associates, New York, 
as their national sales representa- 
tive. The new _ representative, 
which was organized last year, will 
represent WKIS, Orlando, Fla., 
formerly with George P. Holling- 
bery Co.; KLYN, Amarillo, Tex., 


tising space can accomplish any-| previously with John Blair & Co.; 
thing for an advertiser beyond) WAPX, Montgomery, Ala., fermer- 
winning consumer acceptance of|ly with the Walker Co.; WJRD, 


the advertised products or services. 
“Moreover,” he said, “ILPA pub- 
lications will not accept any 


Tuscaloosa, Ala., formerly with 
William G. Rambeau Co., and 
KLOS, Albuquerque, N.M., previ- 


anonymous ads signed merely ‘a| ously with Adam Young Inc. 


friend’.”’ 


Coincident with the acquisition 


A certificate of merit was presen- of the new accounts Vai Bruce, 


Press Conference, Mr. Smith said, 


ted recently by the Eastern Labor) former account executive at KENS, 


San Antonio, has joined Dore’s 


to District Attorney Edward S. New York sales staff. 


"| 


ne 
HUTT 


| 
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"Search me... It was lying on top of 


that folder full of 


Cincinnati Enquirer data.” 


It's obvious: a giant is growing in Solid Cincinnati. 
Proof: The Daily Enquirer's City Zone circulation 
now tops the second daily by more than 20%. Its 
2,188,700 lines of Retail Display Linage for the 
first 3 months of 1958 overshadow the second daily 
by 514,800 lines. You name it. You're almost sure 
to find the Daily Enquirer's /ead getting more gi- 
gantic every month. Why not check? Call Moloney, 
Regan & Schmitt, Inc. 


A GIANT is growing in Solid Cincinnati! 
.. It's The Cincinnati Daily Enquirer. 


Solid Cincinnati reads The Cincinnati Enquirer 
Lewis T. Beman, Manager of General Advertising 


convictions of 


| An average page in The Saturday Evening 


Advertising Age, May 12, 1958 


Highlights of This Week's Issue 


Puliman Co. is leaving the national ad- 
vertising scene, after 40 years, at the 
end of June. The company said the 
general condition of the railroad in- 
dustry inspired the move 


Solidarity theme, snarl at competition 
mark the 39th spring meeting of the 
Magazine Publishers Assn. ........ Page 1 


Canadian sales are down, but savings are 
up. Canadian advertisers are urged to 
pry those savings loose at the 43rd an- 
nual meeting of the Assn. of Canadian 
Advertisers in Toronto 


“Word-oriented” advertising is the result 
of a cultural lag in which ad art is seen 
as “visual gimmickry to get the copy 
read,” Tatham-Laird’s Ernest Allen tells 
copywriters’ club 


$50,000,000 in cars have been sold as a 
result of the “You Auto Buy Now” 
campaigns, the Bureau of Advertising 
reports 


Unilever’s release of its worldwide ad- 
vertising expenditures was good pub- 
lic relations for advertising in Britain, 
where criticism of advertising has been 
increasing, Douglas M. Saunders, chair- 
man of J. Walter Thompson Co. Ltd., 
London, tells Advertising Age ...Page 2 


Teen agers in America are ‘‘pushovers” 
for “hidden persuaders” because they 
are fear ridden and have intense de- 
mand for popularity via conformity, 
Professor Radler of Purdue tells Uni- 
versity of Michigan conclave ........Page 2 


Business must maintain current high 
level of consumer spending in order to 
end the recession, William B. Lewis, 
president of Kenyon & Eckhardt, tells 
Miami admen 


Advertising agencies are a big stumbling 
block in getting big corporations to 
sponsor non-entertainment, egghead- 
type shows, Edward R. Murrow says 
in TV Guide Te 


Post is exposed to readers 5.8 times, 
new Politz-Post study reveals .....Page 3 


Premotion men should be regarded as 
members of top management, allowed 
to do a better job, in order to improve 
position of newspapers, Otto Silha, 
Minneapolis Star and Tribune vp and 
business manager, tells convention of 
the National Newspaper Promotion 
Assn _— ‘ Page 3 


Puerto Rico gets its first advertising 
agency association as 10 agencies or- 
ganize the Advertising Agencies Assn. 
of Puerto Rico .................. setae a 


Standard Oil (Ind.) uses eight media to 
sell its products to farmers in its area, 
Wesley Nunn, ad manager, says. They 
are dailies, weeklies, farm papers, ra- 
dio, direct mail, tv, magazines and out- 
WOE cadpstlenasteceidia ed tiastiinsed -Page 3 


Top Value trading stamps are being in- 
cluded in Atlas Prager beer bottle 
labels and with containers . Page 11 


Teens like their ads humorous and short, | 
study for 58 for Young New Yorkers | 
shows peaeniies Sisson Page 18) 


National spot radio sales in 1957 were 
up an estimated 35% over the previ- 
ous year, according to Adam Young 
Inc. a se 


Hertz is now offering a rent-a-plane serv- 
ice in 56 U.S. cities 


Jere Patterson leaves Erwin Wasey, Ruth- 


rauff & Ryan to start a new com- 
pany in the international advertising 
field ‘ . one aon /lPage 38 


Don't use teen talk in ads if you want 
to reach teen agers, Donald Armstrong 
Jr.. McCann-Erickson vp, tells Fash- 
ion Group iiicanies Page 49 


Granny Goose marks tenth anniversary 
with humorous annual report ....Page 50 


Subliminal advertising can't “brainwash” 
people, Dean Engler of Loyola Univer- 
sity of the South tells National Beer 
Wholesalers Assn. regional conven- 
OUI ccnscsscastnnetnsecerainnenniasppemsinnnemmninnt Page 52 


Dynamic, progressive advertising and 
marketing are vitally important in 
reversing recession, speakers tells West- 
ern States Chain Grocers Assn. con- 
vention ........ Se lO 


91% of Cue’s readers drink whisky, sur- 
vey shows 56 


Tv is healthy enough to survive present 
economic stress, but many tv com- 
mercials won't, Harry W. McMahan, 
tv commercial vp of Leo Burnett Co., 
tells Columbus Advertising Club Page 64 


The eight leading world advertisers in- 
vested more than $10,000,000 each in 
countries outside the U.S. and Can- 
BOD crcrrorirccssreserciosorensonesresonetatennsconnesiines Page 83 


100 U.S. advertisers invested $8,481,371 al- 
together in 36 internationally circulat- 


ed publications during 1957 ........ Page 83 
Brazil's economy continues to grow as 
population, income shoot up ....Page 84 


Advertising in South Africa reaches $100,- 
000,000 mark 


Swedish ad volume in 1957 reaches $140,- 
TD | ccicccwnnesinetinnictenitsnvemtisidinteninl Page 94 


Agency operations in France are expand- 
BD ski sinbinvssninsnssnctcinigavictunareint tensive cctocies ee: Oe 


Japanese ad volume hits $261,000,000 in 
1957, a 25% gain over 1956 Page 102 


REGULAR FEATURES 


Advertising Market Place .................... 128 
Along the Media Path ....................... 124 
Art Director’s Viewpoint in4 
Coming Conventions ................... 


Creative Man's Corner 
Department Store Sales 
Direct Mail Advertising 


Drawthinks ............. 119 
ee 4 
Employe Communications 116 
Getting Personal ......... 24 


Looking at Radio & TV : chs 
a Se ee —  § 


Obituaries 121 
On the Merchandising Front 12 
Photographic Review .. 80 
Production Tips ... 119 
a” ESE 14 
Salesense in Advertising 116 
Voice of the Advertiser 122 
What They're Saying 4 


area of financial 


and faithful 
cultivation. 
Here, constancy 


is read for profit! 


NEW YORK 
50 Brocdway 


CHICAGO 
71) W. Monroe St 


The all-important 


relations requires 
constant attention 


brings rich rewards. 


Where advertising, too, 


BARR 


BOSTON 
388 Newbury St 


CLEVELAND 
1010 Eucla Ave 


LOS ANGELES 


| 2999 W. 6th Sr 
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People read their favorite magazines for many reasons. But 
there’s one exciting reason why men and women read 
—and reread—Better Homes & Gardens. Ideas. Practical 
ideas that help solve problems and make dreams come true. 


The editors of Better Homes & Gardens, you see, know 
how to bring dreams down to earth, how to make wishes 
work. From cover to cover, BH&G is one long parade of 
ideas about how to achieve a more attractive home, a 
prettier garden, tastier meals, richer family life. 


There’s no better way to get people busy talking and 
doing and buying things than the magazine that’s full of 
ideas . .. Better Homes & Gardens. Makes it a great place 
for advertisers to set up shop. Because families bent on 
_ turning those ideas into realities are ready to do a lot of 
spending! Meredith of Des Moines . . . America’s biggest 
publisher of ideas for today’s living and tomorrow’s plans 


ot America reads Nik 


4,500,000 COPIES MONTHLY 
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Elvis on Board? ... 


RCA Aims to 
‘Sell Way Out’ 


of Slump: Burns 
David Sarnoff Says It 


Sarnoff, chairman, told stock- 
holders here this week. He did 
not indicate what the current level 
of spending is. 

Mr. Sarnoff said that the 1957 
budget represented 2.8% of gross 
sales, while the 1956 figure was 
based on 3.1% of sales. 

John L. Burns, president of 
RCA, revealed that the company’s 
sales and profits for the first 
quarter of 1958 are running behind 
the 1957 levels. First quarter sales 
amounted to $278,339,000, com- 
Cut ‘57 Ads; ‘58 Net Is pared to $295,773,000 for the 

corresponding period a year ago. 
Profits for the first three months 


Off, but Upturn Is Seen 
|of this year totaled $9,004,000, 


NEw York, May 7—Radio Corp. against $12,810,000 in 1957. 
of America’s advertising opens | However, Mr. Burns emphasized 
tures dropped from $35,173,000 in| that the company is hopeful of | 
1956 to $32,807,000 in 1957, David better business for the rest of this | 


year. He said that NBC’s billings! ing of six new products this year;| 
are up—about 10% for tv and|the first will be a high-fidelity 
45% for the radio network. tape cartridge for home music 

| player-recorders. There was no 
= “We believe,” he said, “that the; discussion of what the other five 


|best way out of a recession is to| will be. 


sell your way out. That is exactly | 


As an example of the sort of 
what we intend to do—to sell our | items that can be expected in the 
way to higher volume and higher) future, Mr. Burns showed ADVER- 
profits. To accomplish this goal,| T1sInc AGE an experimental model | 
we have developed a three-point | of a fountain pen-radio which} 
program.” | manages to include batteries, | 

This program calls for: (1) ex-|antenna and earphone in a 2 oz.| 
pansion of existing activities that | package. 
show promise of returning a fair| 
profit—among them, broadcasting, 
color tv and electronics; (2) crea-|answer session, the discussion 
tion of new departments to seek! ranged from Elvis Presley—(‘“He 
business in such areas as defense| should be a member of the board 
and telecommunications; and (3) | because he has made so much 
introduction of new products. money for RCA’’)—to color televi- 

There are plans for the market-|sion—(“Why aren’t more sets 


s During the lively question and 


KRON is 


* 


AT 


ce 


HER BUREAU 


TV in SF 


KRON is No. 1 in SF 


Sign-on to sign-off share 


ARB, March ‘58 


SAN FRANCISCO CHRONICLE + NBC AFFILIATE « CHANNEL 4 « PETERS, GRIFFIN, WOODWARD « 


LOUIS A. DePOLIS has been named vp 
in charge of marketing of LeTour- 
neau-Westinghouse Co., Peoria, Ill. 
Mr. DePolis was formerly director 
of sales of the industrial truck di- 
vision of Clark Equipment Co. 


shown in the stores?”). 

When asked if color tv is in 
the black, Mr. Sarnoff answered: 
“T wish that I could say that it 
is.’ When a stockholder suggested 
a show of hands on how many 
shareholders had bought tint re- 
ceivers, just a few hands went up. 

Among the most interesting 
suggestions from the floor were 
these: 


e That stockholders be given a 
discount on color tv sets so they 
could .do their bit in their own 
homes “to push our products.” 


e That dealers be provided with 
more demonstration color sets. 
One stockholder complained that 
many dealers don’t even have a 
set to demonstrate and many of 
those who do aren’t very interest- 
ed in showing it. 


e That NBC President Robert W. 
Sarnoff represent the network at 
next year’s meeting and answer 
questions about NBC “straight 
from the horse’s mouth.” 


e That NBC get busy and find 
sponsors for its educational tv 
programs because RCA is in the 
“business of making money.” + 


Kroehler Promotes 
‘Buy-Action Pricing’ 

Kroehler Mfg. Co. has an- 
nounced that it is cutting prices 
“to provide Kroehler dealers with 
new low promotional price brack- 
ets.” D. L. Kroehler, president, 
called the move “Buy-Action 
Pricing” in letters to some 10,000 
dealers. He said the price cut 
would be made on_ two-piece 
suites and sectionals and that, in 
addition, new chair styles would 
provide dealers with lower price 
brackets than ever before. 

Kroehler has also reported that 
sales at wholesale reached more 
than $6,000,000 at the mid-point 
of its 65th anniversary sale—a 
$1,000,000 -.three-month _ spring 
drive (AA, Dec. 9) which contin- 
ues to June 1. Henri, Hurst & 
McDonald, Chicago, is the agency. 


Stamp Men to Meet in July 

Trading Stamp Institute of 
America, New York, organized a 
year ago, will hold its second an- 
nual meeting July 7 and 8 at the 
Claridge Hotel, Atlantic City, N.J., 
during the National Housewares 
Manufacturers Assn. exhibit in that 
city. 


Gersten Joins Block Drug 
Howard F. Gersten, formerly a 
product advertising manager of 
Lever Bros., has joined Block 
Drug Co., Jersey City, in a simi- 
lar capacity to work on Polident, 
Poli-Grip, Omega oil and Laxium. 


Uhler Joins Robinson 

Edward V. Uhler, formerly mer- 
chandising manager of WFIL, Phil- 
adelphia radio and tv station, has 
joined Robinson, Adleman & Mont- 
gomery, Philadelphia, as vp in 


charge of radio and tv accounts. 
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2-to-I| choice in the West 


CHEVRON 


SUPREME 
GASOLINE 
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‘ Outd Advertisin y Pg | 
! Jong ¢ 
mB Ouidoor Advertising Bia oan 


Poster designed by Batten, Barton, Durstine & Osborn, Inc. 


deliver all of Chevron’s basic selling points! 


My. M. A. (Tony) Mattes, 


Advertising Manager, 
Standard Oil of California, says: 


“Outdoor not only calls motorists’ attention 

to our products and services, but directly and 
indirectly gets across all our basic selling 
points. It is because of this sales idea 
projection that Outdoor is now one of the 
biggest items in our advertising budget.” 


8S out of 10 people remember Outdoor Advertising!" 


OAL 


OUTDOOR ADVERTISING INCORPORATED 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, NEW YORK + ATLANTA + BOSTON + CHICAGO - DALLAS + DETROIT - HOUSTON + LOS ANGELES + PHILADELPHIA + ST. LOUIS » SAN FRANCISCO «+ SEATTLE 


*Urban Poster Readers—Starch Continuing Study of Outdoor Advertising 
Standardized Outdoor Advertising, 24 and 30— Sheet Posters—and Painted Bulletins 
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‘Life’ Drops TV 
Ads, Calls Print 


Media Better Buy 


‘LHJ,’ ‘Look,’ ‘Digest,’ 
‘Post,’ plus ‘Life,’ Will Be 
Backbone of New Setup 


New York, May 9—Life will an- 
nounce Monday a cutback in its 
television advertising in favor of 
frequent insertions in Ladies’ 


Home Journal, Look, Reader’s Di- | 


gest, The Saturday Evening Post 
—and in Life. The decision means 
that Life will not renew its alter- 
nate sponsorship of Edward R. 
Murrew’s “Person to Person” on 
CBS-TV. 

The revised institutional cam- 
paign, which gets under way in 
the second half of 1958, will also 
continue to make “strong” use of 
newspapers in key markets and 
“heavy” use of business publica- 
tions. 

“We were impressed by the sheer 
size of the country’s purchasing 
power represented in the reader- 
ship of the five magazines,” said 
Andrew Heiskell, publisher of Life. 
“The specific strengths and unique 
qualities of these highly individ- 
ualized media added up to a mas- 


sive whole—and at costs which! 


seemed low in terms of other media 
alternatives.” 


s Mr. Heiskell said the use of mag- 


azines was indicated by reader- 
ship data uncovered in Life’s 
“Study of Consumer Expendi- 


tures.” Audience figures, to be re- 
leased late this month, show an 
average issue of the five magazines 
in combination reaches 31,840,000 
households which account for 73% 
of total household expenditures for 
all consumer goods and services. 
Life’s campaign, handled by 
Young & Rubicam, calls for an 
every-week schedule in Life as 


well as “frequent” insertions in the | 


other four magazines. = 


‘Toronto Star’ to 
Be Sold to Public 
for $16,500,000 


TORONTO, May 8—Financing to- 
taling $16,500,000 is contemplated 
to pay for assets of the Toronto 
Star and Star Realty Ltd., purchase 
of which was authorized by the su- 
preme court of Ontario on March 
20. 

An offering of bonds, debentures 
and preference shares will be made 
to the public, according to an an- 
nouncement in today’s Star, with- 
in two weeks by A. E. Ames & Co., 
Toronto investment dealers. 

The offering will be made under 
the name of Toronto Star Ltd., 
which is the new name for Haw- 
thorn Publishing Co., which 


4 


| 


Broyles 

NEW LINE—CGalen E. Broyles, president of Galen E. Broyles Co., Den- 

ver and Lincoln, congratulates new officers of the agency. They are 

Frank I. Allebaugh, formerly vp, now exec vp; Claude E. Davis, 

formerly vp, now administrative vp and secretary, and Ellis J. Tal- 
lant, account executive and new vp. 


Allebaugh 


oh aio hae ae Bae 
ies ta 


| 


Tallant Davis 


PORTLAND, OrE., May 8—Miller 
Freeman Publications, which pur- 
chased the majority interest in The 
Timberman and Western Building 
from Edgar P. Hoener in January, 
1957, has announced the termina- 
tion of a 10-year contract with Mr. 
Hoener as publisher and general 
manager of the two publications, 
and the Lumberman, also a Miller 
Freeman property. 

Mr. Hoener said he felt that the 
termination violated his contract 
jand that “the matter is in the 
hands of my attorneys.” It will be 


'2-Fisted, 2-Gun’ 
‘Ads Urged by Stone 
of ‘Cleveland Press’ 


CINCINNATI, May 7—‘“‘The one- 
gun advertising we've been using 
is doing only half the job. And 
that’s one of the reasons you're 
finding it tougher to sell appli- 
ances,” Grant Stone, advertising 
director of the Gleveland Press, 
told 600 electrical manufacturers, 
|wholesalers and contractors at a 
“sales rodeo” here last week. The 
one-day session was sponsored 


by the Cincinnati Gas & Electric | 


{Co., Cincinnati Electrical Assn. 
land Cincinnati Gas Appliance 
| Assn. 


| Mr. Stone declased, “What we 
|need now is two-fisted, two-gun 
| advertising.” 

Mr. Stone cited a large percent- 
age of today’s appliance advertis- 
ing as “dull, weak, uninteresting 
and ineffective. Most of it is miss- 
ing the target—the customer. 
Most of it is selling price and no 
down payment and competitive 
superlatives—best this, best that, 
fanciest this, smoothest that, ours 
is the best—instead of selling 
pride of ownership, convenience, 
| work saving, time saving, leisure, 
| beauty, pleasure, economy and an 
/opportunity to keep up with the 
| Joneses. 


changed its name to Toronto Star | 


Ltd. on April 30. Hawthorn was 
formed by trustees of the estate of 
the late Joseph Atkinson, who left 
controlling interest in the Star to 
a charitable foundation. 


® Major part of the financing will 
be in the form of $10,000,000 in 20- 
year first mortgage bonds. There 
will be an offering concurrently of 
$3,500,000 sinking fund debentures 
and a total of $3,000,000 in prefer- 
ence shares. 

Part of the preference offering 
will be made to Star employes and 


Miller Freeman Terminates 10-Year 
Contract with E. P. Hoener as Publisher 


several weeks, he indicated, before 
any decision is made as to what, 
if any, action will be taken. 

Mr. Hoener was the majority 
owner of The Timberman and 
Western Building. Miller Freeman 
Publications operated the Lumber- 
man, and in 1955 purchased a 45% 
interest in the Hoener properties 
from the estate of George F. Corn- 
wall, son of the founder. The pur- 
chase of Mr. Hoener’s interest fol- 
lowed. 


® From William Freeman, presi- 
dent of Miller Freeman Publica- 
tions, at San Francisco, AA learned 
that notification of termination 
was served in writing on Mr. 
Hoener and set out specific rea- 
sons. Mr. Freeman said: 

“There were basic differences of 
interpretation of the proper Miller 
Freeman policies and procedures 
that should be carried out, and 
these differences became so deep- 
seated that there was no choice but 
to consider the contract terminat- 
ed. The contract provided for per- 
formance of his function accord- 
ing to the direction and supervi- 
sion of the board of directors of 
the company and its president.” 

Western Building, founded by 
| Mr. Hoener and associates in 1941, 
went along to Miller Freeman with 
its purchase of The Timberman. 
William Freeman stressed that 
there are two separate contracts, 
one for purchase of the publica- 
tions, the other for Mr. Hoener’s 
services. + 


Senate Unit Okays 
Car Price Tag Bill 


WASHINGTON, May 6—Windshield 
| price tags on all new cars moved 
| another step toward becoming law 
this week as a Senate sub-commit- 
| tee unanimously endorsed a bill 
by Senator A. S. (Mike) Mon-| 
|roney (D., Okla.). 
| Automobile manufacturers 
| would be required to show the re- 


|ing Fred Thompson, who has been 


\s “Some of you may be saying at | tail delivered price suggested by 
ithis point, ‘Isn’t national adver- the manufacturer for each car de- 
'tising by the manufacturers of ap- | livered to a dealer. Penalty for vio- 
'pliances in magazines and on tv| lations would be a $1,000 fine or 
|and radio supposed to do the con- | one year in jail, or both. 
'ditioning of the prospect, the ed- | The price tag would also show 
ucating, the building of desire | the price of any accessories or op-| 
and interest?’ Yes it is, but it falls | tional equipment, plus the amount 
‘short of the mark because their | charged the dealer by the manu- | 
‘advertising doesn’t reach enough | facturer for transportation. 
of your prospects,” he said. 

“In Cincinnati, for instance, 
Life reaches only 14% of your 
families; The Saturday Evening 
|Post only 8%; Ladies’ Home 


® Strongly backed by the National | 
Automobile Dealers Assn., the 
Monroney bill was also supported 
at hearings by spokesmen for Gen- 


the remainder will be made to the} Journal 10%. And the most pop- 
public. The preference shares will} ular tv program doesn’t reach 


carry a dividend rate of 6% with | more than 40% of the tv homes. 


a par value of $50. 

Of the $3,000,000 preferred $500,- 
000 will be offered to employes. 
This would represent 10,000 shares 
and would be convertible into com- 
mon stock. + 


|The average ty network program 
reaches 15% to 20%. 

| “Your Cincinnati newspapers 
reach almost 100% of the families 
in this county, and at the lowest 
cost.” 


eral Motors and Ford. A Chrysler 
representative said the bill was un- 
necessary but that his company 
would not object if the great ma- 
jority of dealers approved. 

The Independent Auto Dealers 
Assn., representing used car deal- 
ers and those without factory fran- 


'chises, opposed the bill. = 


ee 


Edell Is Named 
Lanolin Plus Head; 


Leifer May Join Too 


CuHIcaco, May 8—Morton Edell 
has been named president of Lan- 
olin Plus. He will bring with him 
to the company several cosmetic 


items which he owns and controls, | 


including Pink Ice and Tint ’n Set. | 
The action is subject to stockholder | 
approval. 

Mr. Edell was president of He- | 
laine Seager, Newark, distributor | 
of Pink Ice. Other cosmetic and | 
proprietary products in the pack- 
age he brings to Lanolin Plus in- | 
clude Vazol, Drops of Gold and} 
Wash ’n Curl. 

Advertising for these brands, | 
said to bill about $1,500,000 annu- | 
ally, will presumably go from 
Dunnan & Jeffrey, Newark, to Er- 
win Wasey, Ruthrauff & Ryan, 
Chicago. EWRR got the Lanolin 
Plus account last month (AA, 
April 7). 


s Stanley J. Leifer, exec vp at 
Dunnan & Jeffrey, who handled 
much of the Edell account, re- 
portedly is slated to join Lanolin 
Plus, though the company did not 
confirm this. Mr. Edell’s products 
formed a large share of the New- 
ark agency’s business. Martin 
Himmel, president of the agency, | 
reportedly plans to continue with 
“other plans” in the advertising 
business, possibly retaining the 
agency name. 

Mr. Edell, who formerly headed 
Vitamin Corp. of America, is ex- 
pected to come to Chicago next 
week. He fills the spot left vacant 
by the resignation last December 
of Dr. Joseph Schultz (AA, Dec. 
9). 

Lanolin Plus did not announce 
whether Pink Ice and other Edell 
products will be marketed through 
a new division or through its ex- 
isting setup. + 


Ford Appoints Tuttle 

H. C. Tuttle has been appointed 
manager, public relations depart- 
ment, of Ford Motor Co.’s tractor 
and implement division, succeed- 


named manager of the distributor- 
dealer relations department. Mr. 
Tuttle was formerly public rela- 
tions assistant of the division. 


Two Join Thomson-Leeds 

Claude Applegate, formerly of 
Hinde & Dauch Paper Co., has 
joined Thomson-Leeds Co., New 
York advertising specialty design- 
er and maker, as a vp. Jack Hurd, 
formerly of Louis Nadelson Inc., 
has joined the company as an art 
director. 


WERE GIVING AWAY 
‘SHVER DO 


FOR GOURMETS—Perk Dog Food Co. 
is giving away silver dollars 
through this color page in the Chi- 
cago Tribune May 16, followed by 
ads in the Milwaukee Journal and 
the Chicago Daily News. Edward 
H. Weiss & Co., Chicago, is the 
agency. 


Advertising Age, May 12, 1958 


B. P. Mast Jr. Is 
‘Named President 


| of Conover-Mast 


New York, May 8—B. P. Mast 
|Jr., formerly a vp of Conover- 
Mast Publications, and publisher 
iof Construction Equipment, has 
been elected 
president of the 
publishing com- 
pany to fill the 
position that has 
been vacant since 
Harvey Conover 
was lost in a 
storm off the 
Florida coast 


a early this year 
(AA, Jan. 13). 
B. P. Mast Jr. Mr. Mast, 39, 


son of B. P. Mast 
Sr., board chairman of the com- 
pany, was graduated from Kenyon 
Coflege and joined Conover-Mast 
in 1946. After five years as central 
western sales representative of 
Mill & Factory, he became central 
western district manager of Con- 
struction Equipment. In 1953 he 
was named assistant publisher of 
the publication, and was also 
elected a director of the company. 
In 1956 he was appointed pub- 
lisher of the paper and was elected 
a vp of the company. He is a 
member of the board of Business 


|Publications Audit and is active 


in National Business Publications. 


s Harvey Conover Jr., sales man- 
ager of Volume Feeding Manage- 
ment, has been elected secretary 
of the publishing company. Now 
33 and an Annapolis graduate, he 
joined C-M in 1953 as a member 
of the New York sales staff of 
Mill & Factory. In 1954 he was 
transferred to the sales staff of 
Purchasing Magazine, and in 1956 
became Chicago district represen- 
tative of Volume Feeding Manage- 
ment, then Institutional Feeding 
& Housing. In 1957 he was elected 
a director of the company and 
last January became sales man- 
ager of that paper. 


s Leo Haggerty, formerly control- 
ler of C-M; has been elected a di- 
rector and named treasurer of the 
company. Before joining C-M in 
1951, he was treasurer of Tide, and 
before that a member of J. K. Las- 
ser & Co. certified public account- 
ant. He has served for a number 
of years as chairman of NBP’s ac- 
counting and cost committee. 

Mr. Mast Sr. has been reelected 
board chairman and named chief 
executive officer of the company. 

In addition to those named, the 
other C-M directors are E. M. 
Stanley, Ray Richards, Arthur H. 
Dix, A. M. Morse Jr., Ralph B. 
Johnson and William G. Maass. 

Richard A. Gagney, formerly 
assistant publisher of Construction 
Equipment, has been named pub- 


jand Charles R. Ryrum, sales man- 
jager, has been named assistant 
|publisher and will continue also 


RS \|lisher to succeed Mr. Mast Jr., 


|| as sales manager of the publica- 


| tion. + 
| 


Yorktown Boosts Mushroom 

A mushroom which is harvested 
|72 hours after planting is being 
introduced by the food division of 
Yorktown Products Corp., New 
York. Called the Yorktown morel 
mushroom, the product is being 
cultivated by Commercial Solvents 
|Corp., Terre Haute, Ind. The first 
|consumer item is expected to be 
la powdered mushroom packaged 
in a polyethylene bag. Introduc- 
tion will probably be in several 
months. No agency has been ap- 
pointed. 


Kriss Joins National Studios 

Lee H. Kriss, formerly with Wal- 
ter Gould Productions, has been 
appointed account executive and 
business manager of National Stu- 
dios, New York, manufacturer of 
tv advertising aids. 
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How many doors to an engineer’s mind? 

Here are two you can use successfully... 
MACHINE DESIGN’s editors have proved it. 

One is technical information. The other is 
strictly personal. 

Helpful facts —about what products will do, 
how to use them, what’s new, different, or better 
about them — interest engineers. This kind of 
technical information, the kind engineers use 
every day in their jobs, is MACHINE DESIGN’s 
“stock in trade’’. It is the reason there is a 
long-standing preference for MACHINE DESIGN 
wherever design engineers work today. 

Get personal with engineers, as engineers, and 
you tap an area of intense additional interest. 
MACHINE DESIGN’s editors do it with articles on 


how to get promoted, how to get along with people, 


how to dress, how to use time better. And these 
articles are among the best read of all 
MACHINE DESIGN editorial material. 


This extra interest —beyond the basic technical 
editorial interest of MACHINE DESIGN —is helping 
boost reader traffic and the advertiser benefits 
that go with it. Advertisers today enjoy up to 
55°; better average advertising readership 

than two years ago. Inquiry volume is 40% 
greater now than last year, triple the inquiry 
volume of two years ago. 


Why not put the very personal pulling-power of 
MACHINE DESIGN to work for your company in 


1958? Wherever new products are being developed, 


you'll find men reading MACHINE DESIGN. 


MACHINE 


a publication 


Penton Building / Cleveland 13, Ohio 
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* ATLANTIC CITY PRESS covers | 
N New BEST market / 
}SOUTHER New erseys market!) 
: 
= 
- It doesn't take a club—to drive home the fact that Atlantic City is the 
‘ first metropolitan area in retail sales per household in the U.S.A. Yet NEAT—A phono- } 
5 that's just part of the complete market thoroughly blanketed by Atlantic graph needle dis- 
: City Press circulation. The only morning paper in Atlantic, Cape May play case, which 
j a and Cumberland Counties, the Press gives the only consolidated cov- has space for 2,- 
ma erage in all of Southern New Jersey. 000 needles plus 
a Separate, local daily editions carry your message to the heart of buying literature and « 
wig power represented by over 200,000 top-dollar consumers. Buy sales microscope for 
< instead of statistics, with the Atlantic City Press! gheahtas weed 
Ail ti Git needles, will be 
ait ir I Yj reas ' introduced soon 


by Jensen Indus- 
tries, Forest 
\ Park, Ill. 


Southern New Jersey's ‘Good Morning’ Newspaper 
Rolland L. Adams, President | 
Gallagher-DeLisser, Inc., National Representatives 


FIRST IN THE SOUTH'S LARGEST MARKET 


Your advertisement is seen by more Texans 
in The Houston Post than in any other 
newspaper because The Houston Post has 
the highest weekday circulation, (213,198*). 


An important reason for The Post's push 
to first place is its alert, far-ranging news 
coverage—"'written and edited to merit your 
confidence.’ During the past five years, The 
Houston Post has won 65 state-wide and 
national journalistic awards and has staked 
a reputation as the Southwest's most read- 
able daily. Texans last year paid $355,000 
more to read The Post, (based on The Post's 
subscription rate of 20c more per month 
than that of any other Texas daily). 


FIRST IN RETAIL LINAGE GAINS 


The Houston Post's fifth consecutive gain in 
retail linage last year comes on top of a 
nearly 2,000,000 line gain in total retail 
advertising, 1956. Each year for the past 
five years The Post has shown an increase 
in its share of total retail and general adver- 
tising linage of the three Houston dailies. 
The Houston Post is the only Houston 
newspaper enjoying five years of continuous 
linage gains. A 

The Post's push to first place in Houston 
bears great significance to the advertiser 
who constantly must keep abreast of chang- 
ing trends in major markets and media. It 
is well to remember to obtain greatest cov- 
erage of Houston — the South’s largest 
market—you need the best read newspaper: 


The Houston Post. 
*ABC 9-30-57 


W. P. Hobby, 
Chairman of the Board 


Oveta Culp Hobby, 
President 


| THE HOUSTON POST 


REPRESENTED NATIONALLY BY MOLONEY, REGAN & SCHMITT 


Hearst Units Issue 
N. Y. Market Study 


New York, May 6—A “blue- 
print” for selling, merchandis- 
ing and advertising in New 
York City and its suburban 
marketing area has been re- 
leased by the New York Jour- 
nal-American and Hearst Ad- 
vertising Service. 

“An Operating Sales Control 
for the City of New York and 
Its Marketing Area’—a _ two- 
volume job in which the subur- 
ban area is covered in a sepa- 
rate volume—was designed “as 
a practical tool for working in 
the market and setting up the 
sales machinery of a business.” 

The “control” locates on de- 
tailed street maps 107,387 out- 
lets in ten retail classifications. 
It shows locations of shopping 
streets, shopping centers and 
neighborhood shopping areas on 
162 sales division maps for the 
five city boroughs and the 50- 
mile suburban market. All data 
were based on a field survey of 
the city’s 317,000 blocks and 495 
suburban communities. 

Given for each sales division 
and :suburban community are 
1950 population figures and es- 
timated 1957 populations; hous- 
ing units and growth in terms 
of 1957 occupied dwelling units; 
schools and number of students; 
births; marriages; 1956 new car 
sales; theaters; banks; and shop- 
ping centers, classified as re- 
gional, community and neigh- 
borhood. 


# Sales data on retail outlets 
cover existing stores in ten clas- 
sifications of business and are 
detailed for each of the 162 
sales divisions. The 21,458 re- 
tailers in the grocery classifica- 
tions are separated into chain 
and independent units, and spe- 


| Cial detailing is given to super- 


markets. Independent grocers 
in the city are further identified 
by five definitions of potential 
store volume and notations as to 
whether or not each handles 
frozen food, meats and health 
and beauty aids. 

A guide to sales managers’ 
appraisal of market segments is 
given on each of 115 city maps 
through capsule descriptions of 
economic and housing charac- 
teristics and a description of the 
three suburban sales areas. 

Copies of the study can be re- 
quested from Hearst Advertis- 
ing Service in New York or its 
offices in major cities. # 


C&W Names Connor VP 

John W. Connor, creative di- 
rector of Cunningham & Walsh, 
San Francisco, has been elected 
a vp. 
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Top Value Stamps 
Joined to Atlas Beer 
Label in Illinois 


CuIcaGco, May 6—A novel in- 
novation in beer promotion was 
launched in Illinois last week 
with the inclusion of Top Vaiue 
trading stamps in Atlas Prager 
beer bottle labels and with can 
containers. 

Top Value Enterprises, Day- 
ton, has worked out an arrange- 
ment with Atlas Brewing Co., 
Chicago, for printing the stamps 
as part of the label. The stamps 
are ungummed and are attached 
to the top of the label along a 
perforated line so that consum- 
ers can pull them off and glue 
them in their Top Value stamp 
books. 

Atlas’ 7-0z. bottles carry one 
stamp, 12-0z. bottles carry two 
stamps and the quart bottle has 
four. 12 stamps are attached to 
the six-pack containers and 24 
to the 12-packs. The can labels 
eventually will carry integral 
stamps as soon as the printing 
production system has _ been 
worked out, according to Atlas. 

The brewer is backing its 
new stamped beer line with a 
heavy schedule in newspapers, 
radio, tv, painted signs, outdoor 
posters and point of sales ma- 
terial. Olian & Bronner, Chica- | 
go, is the agency. 


= The appearance of Top Value 
stamps on Prager’s labels has 
aroused interest among stamp 
companies and dealers here for | 
two reasons. First, it is rare} 
nowadays for stamps to back} 
a specific product, thus making 
it a manufacturer’s promotion, 
rather than a retailer’s promo- 
tion. Second, most stamp com- 
panies have heretofore re- 
frained from allowing their 
stamps to cover sales of alcohol- 
ic beverages. 

Some retailers here have seen 
the Prager-Top Value combina- 
tion as an idea which, if pro- 
jected, could lead to a lineup 
of products behind stamps rath- 
er than a lineup of retail out- 
lets. This would, of course, cut; 
right across a grocer’s shelves, 
put the whole stamp idea on a 
product basis and obviate the 
present stamp operation at the 
check-out counter. 


# An initial reaction to this | 
prospect here has been National 
Tea Co.’s refusal to carry the 
new stamped Atlas Prager beer. 
According to Val S. Bauman, 
National vp, the chain has 
dropped Prager (1) because it | 
promotes interest in a stamp | 
competitive to Sperry & Hutch-| 
inson’s Green Stamps, which 
National givés; and (2) it al-| 
lows a bonus on purchases of 
an alcoholic beverage, to which 
National is opposed. 

The volume of Prager re- 
tailed by National is rather 
small, National acknowledges, 
and reports have it that Atlas 
expected some outlet losses of 
this sort anyway. 

For Kroger Food Stores, 
which give Top Value stamps on 
all merchandise except alcoholic 
beverages and cigarets, the Pra- 
ger move involves no change in 
policy. According to George 
Snyder, advertising and sales} 
promotion manager of Kroger’s | 
Chicago division, the stores will | 
maintain their policy of no} 
stamps on alcoholic beverages 
and cigarets, and what Prager 
attaches to its bottles is no wor- 
ry to the check-out clerks. 


s S&H, meanwhile, continues to 
oppose both stamps for special 
products and stamps on any 
kind of alcoholic beverages. 
Herbert R. Newman, Midwest 
division vp of S&H, says S&H 


hasn’t allowed stamps on prod- 


ucts for more than 15 years and 
never has permitted its stamps to 
cover alcoholic beverages. 

Mr. Newman emphasized that 
trading stamps are basically a dis- 
count for cash payment. When they 
are attached to a product, he said, 
they become more of a premium. 
He suggested this might cause legal 
complications for the whole trad- 
ing stamp industry. 


s Top Value, on the other hand, 
feels there has been a significant 


shift in recent years in consumer 
attitudes toward alcoholic bever- 
ages. 

Largely because of beer adver- 
tising, he told ADVERTISING AGE, 
beer is now associated more with 
the home and is more acceptable 
to the public as a home consump- 
tion item. + 


Zinkewich Appointed VP 

L. Zinkewich, secretary-treas- 
urer of Young & Rubicam Ltd., 
Montreal, has been named a vp. 


43rd ‘County Agents 
Directory’ Published 

The 43rd edition (1958) of 
County Agents Directory has been 
published by C. L. Mast Jr. & 
Associates, 139 N. Clark St., Chi- 
cago. The price of the 208-page 
directory is $5. The boek contains 
lists of associations connected with 
agriculture and agricultural prod- 
ucts, dates of fairs and expositions 
and the like, as well as lists of 
county agricultural agents. 
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Streicker Joins McCann 

Mitchell Streicker has been 
named manager of media research 
at McCann-Erickson, Chicago. He 
formerly was supervisor of media 
research and planning for Leo 
Burnett Co., Chicago. 


Swanson Adds New Pie 

Swanson Foods has added a 
new pie—coconut custard—to its 
line of 5 oz. frozen dessert pies. 
The new pie will be advertised, 
starting May 12, in Life. 
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Here profitable products 


In ELECTRONICS, editorial features 


help trigger the creative process 


In the fast moving, $7 billion electronics industry, one 
new idea can easily generate the simultaneous development 
of several different products. Creativeness most often begins 
with-a circuit design, the schematic diagram that accom- 
panies almost every ELECTRONICS feature article. 
Electronics engineers must keep abreast of these latest 
ideas as they develop. The industry’s rapid growth demands 
it. To meet this vital information need, ELECTRONICS 
publishes two editions on an alternating weekly basis. One 
is technical, the other a business edition. Between them, they 
assure complete, timely coverage of all significant data re- 
lating to design, production, marketing and management. 
Backing 24 full-time ELECTRONICS editors are McGraw- 
Hill’s World News Service and Department of Economics, 
and 550 business-news reporters at home and abroad. All 
these editorial services concentrate on speeding the delivery 
of profitable new ideas to the working electronics engineer. 
Creative editorial coverage . . . helping readers spark 
ideas ... is the kind of leadership that distinguishes every 
McGraw-Hill magazine. To reach the key men in your 
major markets most efficiently and economically, concen- 
trate your advertising in the McGraw-Hill magazines serv- 


ing these fields. 


MeGraw-Hill Publications 


App McGraw-Hill Publishing Company, Incorporated ¢ 
330 West 42nd Street, New York 36,N.Y. | % 
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are sparked by ideas 


(third from left) examine a special new simula- 


The story of Federal Scientific Corp. demon- 
strates the explosive growth potential of this 
industry. In October 1956, ELECTRONICS pub- 
lished a report on a new Search Radar Simu- 
lator development. It generated so much inter- 
est that the company went into the manufacture 
of simulation equipment. Here ELECTRONICS’ 
editors Haig Manoogian (/eft) and Ronald Jurgen 


tion device with the inventors of the original 
equipment, Henry Bickel, Vice President, (sec- 
ond from left) and Robert Bernstein, consultant 
to the company. Federal Scientific estimates the 
sales potential in 1958 as $1 million worth of 


simulation equipment. 
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The Editorial Viewpoint... 


Advertisings PR Problems 
Have Not Been Solved 


The advertising business heard some encouraging words about its 
public relations problems from two sources last week. 

At the Four A’s convention in White Sulphur Springs, Claude Rob- 
inson of Opinion Research Corp. reported the results of a study of 
100 housewives in New Jersey. They were less critical of advertising 
and of advertising people than are advertising people themselves, he 
said. The derogatory books about advertising distort admen’s images 
of themselves and induce stronger feelings of self-depreciation than 
are warranted, he said, adding: “Get off the defensive. The critics 
of advertising are talking for themselves, not for the public.” 

And The Pulse Inc., doing a special study for Broadcasting, came 
up with the same general conclusions—that is, that the general public 
is not anti-advertising and thinks advertising people are reasonably 
decent folk, rather than horrible ogres. 

We are delighted to learn that “the critics of advertising are talk- 
ing for themselves” and not for the general public. But we hope 
fervently that this modest good news about the public image of ad- 
vertising and advertising people will lull no one into a false feeling 
of security about advertising’s public relations problems. 

The fact that the critics mirror their own feelings, rather than the 
widely held feelings of the general public, is not as reassuring as it 
may seem at first blush. It is the job of the critic to mold public 
opinion, and if the present critics of advertising—in and out of leg- 
islative and educational circles—are even reasonably competent, then 
the views they now hold will tend to become the general public’s 
views of the future . . . unless something is done to head them off. 

We are not too entranced with the idea of forming large public 
relations projects to carry the story of advertising to the public. We 
suspect that one of advertising’s difficulties is that too much of the 
mechanism of advertising is already on public display—and is thereby 
reducing the effective selling power of advertising. 

But we would like very much to see the economic justification for 
advertising, and the social usefulness of advertising, spelled out more 
carefully and more thoughtfully for critics, opinion leaders and par- 
ticularly for legislators and educators. 

To that end, we strongly urge the development of small teams— 
each composed of three or four knowledgeable advertising people— 
to carry en informal educational contacts with social seientists, econ- 
omists, legislators, political analysts, writers, editors and similar 
groups in the population. 

We don’t think these efforts ought to be tied to publicity at all. 
On the contrary, we think the greatest good could come from com- 
pletely informal, unpublicized give-and-take sessions (perhaps 
lunches or dinners) in which four or five admen talk to four or five 
educators or legislators or writers or editors in a loosely structured, 
free and easy exchange of information and viewpoints. 

Educators in particular—and those in the social sciences and the 
humanities especially—need this kind of informal exchange of views, 
and the information content that would develop from them; and we 
are certain that they would be receptive to the kind of quiet, un- 
hysterical approach which we have outlined. 

As a long-term approach toward getting the essential information 


—Anon., Milwaukee. 


“We’re dated in these rags. Let’s ask the boss to shoot us in a new 
chemise!” 


about advertising over in those areas where it will ultimately do the 
most good, we recommend this task force approach to the Four A’s, 
the ANA, the AFA and all other groups concerned with this prob- 
lem. Its beauty lies at least partly in its simplicity, its small cest, 
and its ease of organization and operation. 

Advertising people of high stature and impressive knowledge of the 


business could be recruited without difficulty for service on one of 
eight or ten such task forces, we are sure. Their work would benefit 
all advertising, but their contacts with educators, legislators and 
others would also be stimulating and valuable as personal experiences, 
and make them better admen, more conscious of the world around 
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them. 


What They're Saying 


Panicky or Courageous 

In vying for an edge in the con- 
sumer market, publications as well 
as advertisers must realize that 
nearly 40% of the prime market is 
represented by an age group which 
has never experienced a depres- 
sion. 

Just about every other person 
living in this country today wasn’t 
even born 30 years ago. Both pub- 
lishers and manufacturers must not 
overlook this fact. Their actions can 
contribute a great deal towards de- 
termining whether this group will 
be savers, buyers or credit seekers. 

Realistically, the method of ap- 
proach and attitude toward this 
prime market can make the dif- 
ference between becoming panicky 


or courageous. 
—From a speech by Daniel S. Heath, 
media director, Hazard Advertising 
Co., at a sales meeting of This Week 
Magazine. 


Spread the Ad Skill 

What U. S. needs more in the 
cold war than anything else is as 
much skill selling facts and truth 
as it displays selling toothpastes, 
floor waxes, cigarets and hair re- 
storers. Ease with which Russia got 
away with propaganda victory in 
the pitch for ending nuclear tests 
again makes you wonder why Un- 
cle Sam, famed for his advertising 
genius, can’t put over a cure for 


= 


bad faith as easily as he puts over 
one for bad breath. America can 
score with a can of beer or a new 
car polish, but goofs when it tries 
to sell the greatest products of the 
day, facts and world peace. 


—H. I. Phillips, in The Advocate, 
Stamford, Conn. 


Not on the Call Report 

“We're all familiar with the tim- 
id, diffident salesman who sidles in 
the door and asks embarrassedly: 

“You wouldn’t want to buy one 
of these, would you?” 

A “salesman,” did we say? 


Maybe he’s the reason business 


isn’t so good in some lines. He 
knows it’s bad, because he doesn’t 
get more than two or three tele- 
phone inquiries a day! 
—From an editorial in the Daily 
News, Tarrytown, N. Y., April 16. 


It's in Our Hands... 


The fate of the economy is in 
the hands of sales and marketing 
people. _Attificial devices for gen- 
erating prosperity never will be 
the answer. Making better prod- 
ucts—and then selling them—has 
made us great. This same policy 
will dispel clouds of recession 
gathering in our economic skies. 

—Wayne Burleson, general sales man- 

ager, Permaglas division, A. O. Smith 

Corp., before a recent meeting of 


Midwest Gas Assn. in Colorado 
Springs. 


Advertising Age, May 12, 1958 


Rough Proofs 


“Factor tosses 73-item quiz at 33 
agencies.” 

To get an advertising account 
these days, an agency man has to 
concentrate on his homework. 


Lord Heyworth, chairman of 
Unilever, says the company spent 
$232,000,000 for advertising its 
products in 1957. 

That cught to make it the heavy- 
weight champion of the world. 


Jamian Advertising & Publicity, 
a small agency, was given a chance 
to solicit the Lincoln account. 
They didn’t get it, but they had 
the fua of going to bat in the big 
league. 
e 


Stan Smith told ABP editors to 
“report news in full perspective, 
giving good news as fair a play as 
bad.” 

These days there’s ne news like 
good news. 


A new magazine is to be pub- 
lished for the information and edi- 
fication of fund raisers. 

As Bruce Barton used to say 
about conventions, soliciting funds 
for worthy causes must now be the 
nation’s third or fourth largest in- 
dustry. 


“The chemical engineer keeps 
83,000,000 women beautiful,” the 
ad says. 

And equally important, he en- 
ables some who aren’t beautiful to 
present an attractive facade to 
their public. 


Pabst flew its 100,000,000th bar- 
rel of beer to Mettenheim, Ger- 
many, the home of the founder. 

When they tapped the keg, let’s 
hop? the Milwaukee flavor was 
still there. 

+ 


“In Florida every season is sell- 
ing season.” 

That’s right—the smart fisher- 
men learned to linger longer as the 
catches got bigger. 


“64% of Successful Farming 
families,” the ad says, “buy their 
cars new.” 

The politicians are doing a lot 
more crying over the farmer than 
the farmer is. 


“This is a job for an Indian, not 
a chief,” says a big food retailer 
looking for a copy man. 

You mean he won’t even be a 
vice-president? 


Seven tv stations, which love ad- 
vertisers so much they put a flock 
of spots back to back, have been 
cited by NAB for violating the in- 
dustry code. 


The latest Nielsen report shows 
six westerns in the top ten tv net- 
work programs. ie 

But what’s happened to “Mav- 
erick”? 

Copy Cus. 
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HOW TO FIX A CLOCK is about the only help... to the readers of the newspaper that has 
subject not covered by the timely series of always been devoted to helping its fellow-citizens 
“HOW TO” articles in The Inquirer. ‘‘How to _ enjoy fuller, richer, easier lives. Do readers 
Drive on the Turnpike.” ‘‘How to Overcome _ respond? Advertisers think they do...and have 
Tension.”” “How to Observe Street Safety made The Inquirer their first choice in Delaware 
Rules.” Articles of genuine value...of definite Valley, U.S.A. for 24 consecutive years. 
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Delaware Valley, U.S.A. — 14 
county Retail Trading Area... 
home of 5,200,000 people... 
Philadelphia is the hub. 
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ber? 


F YOU DON’T remember these television 
i events, the chances are you didn’t see them 
—for the more a picture comes to life, the longer 
it is likely to be remembered. 


If you were among the millions of Americans 
who tune to a CBS News program each week, you 
got a different kind of information than you could 
ever get from a report in cold print. 


You gained a sense of reality and immediacy — 
the feeling of being present at the scene. The 
inflection of a voice, a facial expression, a gesture, 
often told you more than a speaker’s words. 


You gained an additional sense of depth from the 
wide-ranging explorations of the complex forces 
that are shaping the world today. 


For ‘‘going behind current happenings to iden- 
tify related problems, underlying causes and 
influential individuals” CBS News won a George 
Foster Peabody Award for radio and television 
news, the latest in a list of similar awards honor- 
ing the competence of this distinguished news- 
gathering organization over a period of more 
than two decades. 


This competence has also made the day-to-day 
reporting of the news on television more mean- 
ingful to millions of viewers who have formed 
the habit of watching DOUGLAS EDWARDS WITH 
THE NEWS. Broadcast five nights a week, it alone 
now has a bigger weekly circulation than any 
newspaper... any magazine... any radio pro- 
gram... or any other news program in television. 
With more than 38 million viewers, it has become 
the world’s largest single news medium. Like 
all other news programs on the CBS Television 
Network it relies for its content and direction 
on the world-wide resources of CBS News. 


Today the number and complexity of events, the 
speed and frequency of their occurrence, and their 
impact on the nation’s welfare and security make 
the need for this information-in-depth especially 
acute. Because it serves this need so effectively, as 
well as the need to be entertained, television con- 
tinues to command more attention than any other 
medium of mass communication in history. And 
within television the largest audiences— day and 
night—are available on... 


THE CBS TELEVISION NETWORK © 
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Se Saree 
“ Advertising Age, May 12, 1958 
T Zylstra Joins Jordan, Sieber moving its marketing and research, | H 
iL @) W ou Cc @ | i Dick W. Zylstra has joined Pm fem gy woe th opeereagrr a Study | 
creative staff of Jordan, Sieber & | @¢counting departments into the|Qhows Teens Lik 
OUTDOOR ADVERTISING ©: Chicago. He’ formerly "ew space ra antes 4 
worked for the United Press, and 
JUNIOR PANELS less thon .05¢ for every was a retail ad copywriter for| Brewer Adds J. R. Clark Runergus, Snort 
WRITE OR CALL thousand impressions Montgomery Ward & Co. | ane & Seamer S SS. Sa) Se ee woe 
tee | apolis, has been appointed to han-| Young New Yorkers, a magazine 
= : ; is —— : Grey Agency Expands |dle advertising for the J. R. Clark | catering to the 8 to 14 age group, 
if NATIONAL COVERAGE] Grey Advertising, New York, has|Co., Spring Park, Minn., producer | has come up with a study showing 
A )) po Beng IR eabea yeben Pe —— <A leased 17,800 additional square feet of Rid-Jid ironing tables, ladders} most New York area youngsters 
. - . MO. “ss ob |}at 445 Park Ave. The agency is | and other household products. are interested in light advertising, 


retain product names and have 
“favorite” ads. 

Charles D. Forrest, professor of 
marketing at New York University, 
conducted the survey among 81 
boys and 124 girls, most of them 
from New York, New Jersey and 
Connecticut. Those surveyed 
ranged from 8 to 17 years old. 

114 of the girls said they were 
“interested” in advertisements in 
ep tttn newspapers and magazines. Seven 

ne _ were not, and two of the young 

a ladies answered “sometimes.” One 
girl didn’t answer. With the boys | 


ag : 


on the same question it was more 
cut and dried; 73 were “interest- 
\ ed,” eight were not. 


¥ What sing le _" Reasons for not liking print ads 


J ranged from “awful boring” (age 
ah compact market 


ferro —_—_——<—_ 


10) and “they are not for boys my 


age” (age 8) in the male camp to 


\ 
s “juvenile” (age 13) and “not in- 
\ buys MORE than | > al (age 11) on the distaff 
\ ° { 
A the entire state of 1 = 50 boys and 90 girls said they 
\ Pa had “favorite” advertisements. 
\ lowa 7 Maypo led the product pack, liked 
\ ¢ best by 36 boys and girls. Piel’s 
ee ee ee = beer was second with 15 favorite 


votes and 7-Up was third with 10 
liking its ads best. All were “favor- 
ite” because they were either 
“funny,” “humorous,” “cartoon 
style,” “cute,” or “amusing.” Two 
said they liked the 7-Up ads be- 
cause they were “short.” 

69 boys and 104 girls complied 
when asked to name five compa- 
nies whose advertisements they 
had seen in magazines and news- 
papers. The 205 boys and girls 
surveyed named a total of 351 ad- 
vertisers they remembered, led by 
Ford (41 mentions), and followed 
by Macys (26), Campbell (20), | 
Borden, Coca-Cola and General 
> oe eee eee eee eee ee ee ee ee eee ee ee ee eee ee eee Motors (17 each), General Electric | 

‘\ and RCA (16 each) Bell Telephone 


it’s The Cleveland { (15) and Gimbel’s (14). # 


Piain Dealer Market , Purex Launches Ist Big Print 
—s- aot ee ee mew em em em ee ee ee Drive for Beads-O-Bleach 
“eo Purex Corp. has launched its 


first major national print cam- 
paign for Beads-O-Bleach with a 
four-color spread in Life to be fol- 
lowed by similar large space inser- 
tions in Life, Look and comics 
sections over the next year. The 
opening ad features what is be- 
lieved to be the first use of cou- 
pons dated in sequence and in- 
cludes four coupons good for 10¢ 

each on purchases of Beads-O- ( 
. e Bleach each dated separately for 

You can sell it everyday in gas) eee 

riod. Objective of dated coupons 


is to prolong the impact of the } 


advertising. This type of coupon- 
e eve a I | ing may be done again depending A 
upon results from this ad. 


The campaign is considered to 


The only Cleveland Newspaper that sells the city and the 26 adjacent counties be educational in that Beads-O- 
Bleach, a dry product, has many 
RETAIL SALES IN CLEVELAND AND ADJACENT COUNTIES* a co liquid bleach, 
rex says. It eliminates damage 
CLEVELAND 26 ADJACENT a+ 
Here’s how the COMMODITY CUYAHOGA COUNTY COUNTIES — ‘aoe ae tan take Secon. 
Total Retail Sales $2,336,394 $2,030,071 $4,366,465 een ha wa haga ge Ho wn 7 
Cle veland Ma rk et Retail Food Sales 589,775 510,796 1,100,571 bleach among major companies, 
Retail Drug Sales 88,498 55,405 143,903 pointing up its advantages as a 
se l l S 4), Automotive 435,242 430,796 866,038 heavy duty bleach. Foote, Cone & 
Gas Stations 146,580 176,027 322,607 Belding is the agency. 
Furniture, Household Appliances 125,120 104,022 229,142 
b ' } I ion d ol la rs (Source, Sales Management Survey of Buying Power, May 10, 1958) Spink Leaves American 
*Akron, Canton and Youngstown’s Counties are not included in above Sales. Shepard Spink has resigned as 


merchandising vp for American 
Airlines to devote his full time to 
Tycoon Typing Co., New York, of 
which he is president. During his 
30 plus years in advertising and 
merchandising, Mr. Spink has been 
with Crowell-Collier Publishing 
Co., Fawcett Publications and Time 
Inc. 


Represented by Cresmer & Woodward, Inc., New York, Chicago, Detroit, Atlanta, San Francisco, Los Angeles. Member of Metro Sunday Comics and Magazine Network. 
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The New Yorker provides* an audience well above average in educa- 


tion, living standards and receptivity. Median income of New Yorker 


households is one of the highest among consumer magazine audiences. 


*The New Yorker sells quality in quantity. 


NEW YORKER er 


New York, Chicage, San Francisco, Los Angeles, Atlanta, London 
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Copywriters ... Advertising managers .. . Radio and TV writers 
... Account executives... Art directors...Promotion managers... 


Copy group heads... General agency management executives 


John H. Baxter Walter Weir 


. . » Marketing and research executives ... Brand managers 


Recharge Your Creative Batteries 


At Unique 3-Day Summer Workshop 


** Advertising Age”’ to sponsor first summer workshop in Creativity in Advertising—covering both Print 
and Broadcast—at Edgewater Beach Hotel, Chicago, July 23-26. Workshops not in any sense a conven- 
tion—sessions will feature “all-star cast’’ of 28 famed creative advertising, television and radio authori- 
ties in a concentrated three-day postgraduate session in creative advertising methods and techniques. 


The “Advertising Age” Summer Workshop on Cre- 
ativity in Advertising is the answer to an important 
need of creative advertising people of all kinds 
for serious workshop sessions which are devoted ex- 
clusively to the creative aspects of advertising—both 
print and broadcast. 

The workshop is in no sense a convention, nor is 
it designed to appeal to novices in advertising. It 
aims at satisfying the needs of experienced adver- 
tising practitioners and creative people who want: 

1. An opportunity to review, critically and ana- 
lytically, the outstanding consumer advertising, in 
both print and broadcast media, of the past year. 

2. An opportunity to check on new techniques 
and new ideas in both print and broadcast which 
have not yet gained general currency, and to pick up 
the creative notions of acknowledged experts. 

3. An opportunity to spend three uninterrupted 
days with other creative advertising practitioners 
from all sections of the country, and to swap ideas 
and suggestions with them. 


Noted Educator-Adman in Charge: 
Faculty Composed of Experts 


The Creative Advertising Workshop is under the 
general supervision of S. R. Bernstein, editorial di- 
rector of Advertising Age, and will be conducted 
under the personal direction of Dr. Steuart Hender- 
son Britt. 

Dr. Britt is professor of marketing at Northwest- 
ern University and editor of the Journal of Market- 
ing, published by the American Marketing Assn. He 
is well known as an advertising executive and au- 
thority on marketing and research, having been ad- 
ministrative vice-president of Earle Ludgin & Co., 
vice-president and director of research of Needham, 
Louis & Brorby, and manager of the research and 
merchandising departments at McCann-Erickson, 
New York, before joining the Northwestern faculty. 
He is the author of numerous textbooks and articles 
on research, psychology, and kindred subjects. 

The “faculty” of the Creative Advertising Work- 
shop is one of the most distinguished ever gathered 
together—a real galaxy of experts. The first day’s 
sessions will be under the immediate direction of 
Dr. Britt; the sessions covering radio and television 
under the general direction of John H. Baxter, cre- 
ative vice-president of Earle Ludgin & Co.; those 
dealing with printed advertising are being directed 
by Walter Weir, executive vice-president of Dona- 
hue & Coe. 

Take a look at the distinguished “faculty” and 


Steuart Henderson Britt 


S. R. Bernstein 


their subjects shown on the facing page—then visu- 
alize for yourself the information and inspiration 
you could gather from three days spent in their com- 


pany! 


Sessions to Be Held at 
Beautiful Chicago Resort Hotel 


The Creative Advertising Workshop will be housed 
at the famed Edgewater Beach Hotel on Chicago's 
north side lakefront—within easy reach of terminals 
and airports, and only 20 minutes from downtown 
Chicago, but secluded on its own lake front estate. 

The hotel is completely air conditioned, with its 
own cabanas and outdoor swimming pool and tennis 
courts, as well as exceptional physical facilities for 
the workshop sessions. A summer theater is also 
located on the grounds. 

Those attending the workshop sessions will find 
the hotel an ideal place for their wives and/or chil- 
dren to spend a recreational weekend while they at- 
tend sessions. Admen planning to bring their families 
are reminded, however, that—as can be seen from the 
detailed program on the facing page—the seminar 
calls for practically all of their time during the three 
days of sessions. 


Attendance Requires Only 
Two Days Away from Office 


The Creative Advertising Workshop has been care- 
fully planned so that those in attendance from prac- 
tically anywhere in the country will find it necessary 
to spend only two days—or at most two and a half 
days—away from the office. The workshop starts in 
the evening of Wednesday, July 23, and ends on the 
afternoon of Saturday, July 26. 

Stay over the weekend or be home for a full day 
Sunday—either way you will go back with your 
creative batteries freshly recharged, ready to tackle 
your special advertising problems of 1958-59. 


Fee Covers Course, Meals, 
Material to Take Away 


Total cost of the Creative Advertising Workshop is 
$100 per participant ($110 after May 31). This fee 
covers over three full days of sessions, five meals 
(three luncheons, two dinners), and a Creative Ad- 
vertising Workbook which will include reproduc- 
tions of printed advertising which is discussed, 
identification material on radio and television mate- 
rial presented, program and space for participants’ 
notes—enabling workshop members to carry back 
with them as detailed a summary of the sessions as 
they care to develop. 

Accommodations at the Edgewater Beach Hotel 
(not included in registration) are available at vary- 
ing rates, and reservations should be made directly 
with the hotel. Detailed hotel information and regis- 
tration cards will be sent promptly to applicants 
requesting them. 

Applications are accepted strictly in the order of 
receipt, and since facilities are limited, it is suggested 
that the accompanying coupon be returned promptly. 


Check Seminar Content— 
Then Fill Out the Coupon 


Look carefully at the detailed program for the three- 
day Creative Advertising Workshop on the opposite 
page. Study the distinguished “faculty”. Note the 
down-to-earth, practical character of the subjects 
which are to be discussed, and the considerable 
amount of new material which will be presented. 

Note especially how the workshop is organized so 
as to provide the broadest possible creative stimula- 
tion and information for everyone interested in cre- 
ative advertising—copywriters, radio and TV as well 
as print—art directors—advertising managers—ac- 
count executives—producers and supervisors of 
radio and TV commercials ...... everyone who 
has an interest in the creative advertising process 
will benefit from these intensive workshop sessions. 

Here is a real chance to recharge your creative 
batteries—to learn the newest techniques and de- 
vices—to review the best of the past year—to spend 
three exciting, stimulating, idea-ful days with a 
corps of experts on all phases of creative advertising 
—to cross-fertilize your notions and ideas with other 
creative advertising people in an atmosphere free 
from the usual distractions of business. 

For three of the most exciting, most stimulating, 

most worth-while days you ever spent . . . send 
back the coupon now. 
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Ernest A. Dichter Alfred Politz 


Kenneth Snyder 


Hanley Norins John P. Cunningham Fairfax M. Cone 


Check the Stimulating, Practical, Idea-Filled 
Curriculum of the Creative Advertising Workshop 


WEDNESDAY, JULY 23 
510 7:30 p.m. REGISTRATION AND INFORMAL GET-TOGETHER 
7:45 p.m. WELCOME. S. R. Bernstein, Editorial Director, Advertising Age. 
7:50 p.m. EXPLANATION OF PROGRAM. Dr. Stevart H. Britt, Director of Workshop. 


8 to 10 p.m. HOW TO BE MORE CREATIVE. Dr. G. Herbert True, Assistant Professor 
of Marketing, University of Notre Dame. 


An extremely interesting and challenging analysis of creativity and the creative 
processes by a man from the advertising field whose exposition of the art of 
creativity has intrigued advertising and sales personnel all over the country. 


THURSDAY, JULY 24 
The American Consumer— 
His Needs and Desires, and How to Meet Them 
910 9:10 a.m. ANNOUNCEMENTS 


9:10 to 10a.m. WHAT YOU SHOULD KNOW ABOUT CONSUMERS. Dr. Burleigh 
Gardner, President, Social Research, Inc., Chicago. 


10 to 11 a.m. HOW TO FIND OUT MORE ABOUT CONSUMERS. Alfred Politz, Presi- 
dent, Alfred Politz Research, Inc., New York. 


11 to 11:15 a.m. COFFEE BREAK 
11:15 t0 12:10 MOTIVES THAT MOVE PEOPLE TO ACTION. Dr. Ernest A. Dichter, 
President, Institute for Motivational Research, Croton-on-Hudson, N. Y. 


12:30 p.m. LUNCHEON 
There are no speakers and no head tables at the five luncheon and dinner sessions 
included in the seminar. These periods are specifically set aside for informal con- 
versation and discussion by workshop participants and “faculty members.” 


2 to 3 p.m. HOW RESEARCH CAN HELP YOU PREPARE MORE EFFECTIVE ADVER- 
TISING. Richard D. Crisp, President, Richard D. Crisp, Inc., Chicago. 
3 to 5 p.m. IS IT TRUE WHAT THEY SAY ABOUT MOTIVATION RESEARCH? 


This session promises to be one of the highlights of the seminar, bringing together 
as it does Messrs. Gardner, Politz, Dichter and Crisp, with Dr. Britt serving as 
moderator—for a down-to-earth discussion of research and creative advertising. 


5:30 to8 p.m. INFORMAL SOCIAL HOUR AND DINNER. NO SPEAKER. 


8:15 to 10 p.m. THE IDEA THEATER. Lee King, Vice-President and Creative Director, 
Edward H. Weiss and Co., Chicago. 
Relax and enjoy a two-hour showing of excitement on film. Pictures, and segments 
of pictures, collected from all over the world, will be shown. You'll find ideas 
galore here for your own TV productions. 


FRIDAY, JULY 25 


The Creative Idea in Broadcasting 


(Today's program under the general direction of John H. Baxter, Creative Vice-President, 
Earle Ludgin & Co., Chicago) 


HOW TO WRITE A RADIO COMMERCIAL THAT REALLY WORKS. Hanley 
Norins, Vice President, Copy Director, Young & Rubicam, New York. 
Radio has been called “the forgotten medium.” How long has it been since you've 
written a radio commercial? If you are writing them now, have you kept up with 
the techniques that really get listeners excited? This session is a must for anyone 
who is now working in this booming medium. 


10tolla.m. HOW TO BE OFF-BEAT WITHOUT BEING OFF-BASE. Stanley V. 
Freberg, Independent Hollywood Producer. 
You'll enjoy this session by a fellow who has created more than his share of off- 
beat radio commercials that have really worked. Perhaps you'll remember him 
for that famous series, “Who put eight great tomatoes in that little bitty can?” 


11:15 to 12:15 THE MOST EXCITING RADIO COMMERCIAL WE EVER PRODUCED. 
Kevin Sweeney, President, Radio Advertising Bureau, New York. 
We asked a dozen top agencies to give us the inside story of the radio commercial 
that produced the most excitement in their shop. Here are a few of the agencies 
which will participate: Leo Burnett Co.; J. Walter Thompson Co.; McCann- 
Erickson; Foote, Cone & Belding; Earle Ludgin & Co. 


12:30 p.m. LUNCH. NO SPEAKER 


2 to 3 p.m. THE USE OF VIDEO TAPE FOR COMMERCIALS. Hooper White, Radio- 
TV Producer, J. Walter Thompson Co. 
Now you can put pictures on tape just like sound. Come see this process demon- 
strated—and learn its advantages and disadvantages as far as TV commercials are 
concerned. In addition, during the program we'll have an actual remote pickup 
from NBC's “Matinee” program. See if you can spot the difference between live 
action and video tape. It will be used on this show. 


9 to 10 a.m. 


3 te 3:45 p.m. HOW TO BE CREATIVE IN EDITING TV. William Van Praag, President, 
Van Praag Productions, New York. 
Any Hollywood producer can tell you that an editor can make or break a movie. 
However, the editing room is one where too many TV producers and writers 
seldom set foot. How well versed are you in what editing can do to make your 
commercials even more creative? 


3:45 to 4:30 p.m. TV TRICKS YOU CAN LEARN BY WATCHING THE MOVIES. Barney Carr, 
Cascade Pictures of California, Hollywood. 


We asked one of Hollywood's top special-effects men to present a demonstration 
of Hollywood techniques that have often been overlooked on TV commercials 
This session should prove to be a gold mine. 


4:30 to 5:30 p.m. HOW TO PRODUCE AN EXCITING FILM COMMERCIAL FOR PEANUTS. 
Kenneth C. T. Snyder, Vice-President, Director of Radio-TV Commercial 

Production, Needham, Louis & Brorby, Chicago. 
Everyone knows that “dream” commercials can be produced on unlimited budgets. 


This session is proof that you can pack real excitement into film commercials 
without breaking the bank. 


5:30 p.m. INFORMAL SOCIAL HOUR AND DINNER. NO SPEAKER 


8 to 10 p.m. THIS IS OUR BEST. Harry W. McMahan, Vice-President in Charge TV 
Production, Leo Burnett Co., Inc., Chicago. 


More than a dozen leading film companies pick the commercial they consider the 
best they have ever turned out, and tell why. An unusually refreshing look at 
television commercials from the viewpoint of the country’s topnotch film producers. 


SATURDAY, JULY 26 
The Creative Idea in Print 


(Today's program under the general direction of Walter Weir, Executive Vice-President, 
Donahue & Coe, Inc., New York) 


9 to 11 a.m. ARE THEY TOPS OR FLOPS? 


Some 50 advertisements representing a wide variety of consumer print campaigns 
will be circulated in advance to a panel of experts, led by Mr. Weir, for scoring 
on a point basis. At this session participants in the seminar will score the same 
50 ads, to see how their opinions differ from those of the experts. Subsequently, 
a dozen or more of the most interesting campaigns will be analyzed and discussed 
in depth by the experts and by the session participants. Emphasis in all cases will 
be on advertising fundamentals, and on approaches which will strengthen ads or 
campaigns and provide basic strategy information for creative people. 
Members of the panel will include: 
John P. Cunningham, President, Cunningham & Walsh, Inc., New York; Andrew 
Armstrong, formerly Art Director and Creative Director, Leo Burnett Co., 
Chicago; Norton O'Meara, Vice-President and Copy Supervisor, J. Walter 
; Thompson Co., Chicago. 
11:15 to 12:15 b,x ead WITH A CAMERA. James H. Brown, James H. Brown Studios, 
icago. 


You can do more than snap a shutter and take a picture with a camera. There 
are tricks and techniques that can help you create a whole new world of art. An 
expert who has tried them shows you how to do it. 


12:15 p.m. LUNCH. NO SPEAKER 


1:15to2 p.m. HOW WELL DO YOU UNDERSTAND PEOPLE? 
A noted editor reveals some things he has learned about how to get people excited. 
He also tells how these things can be applied to advertising. 
2 to 2:45 p.m. WATCH YOUR LANGUAGE. Dr. Percy H. Tannenbaum, Institute of 
Communications Research, University of Illinois. 


You might be talking over your audience’s head—and not even know it. What's 
more, there are everyday words that many people find offensive. Co-author of 
“The Measurement of Meaning,” a former newspaperman who is now a research 
consultant on communication problems gives you the inside story of how words 
will work best for you. 


2:45 to 3:30 p.m. HOW TO USE COLOR TO SELL. Ralph Eckerstrom, Director, Depart- 
ment of Design, Container Corp. of America, Chicago. 


In your ads, your packaging and your displays, color can work miracles if you 
know how to use it. A man who has made a lifelong study of color tells you some 
of its secrets. 


3:30 to 4:15 p.m. PRINT CAMPAIGNS | WISH | HAD DONE—AND WHY. Fairfax M. 
Cone, Chairman of the Executive Committee, Foote, Cone & Belding. 


A favorite “pro” presents some of his favorite ads. 
4:15 to 4:30 p.m. SUMMARY OF CONFERENCE AND ADJOURNMENT. 


| Enroll me for the ADVERTISING AGE SUMMER WORKSHOP ON CREATIVITY 
IN ADVERTISING. My check for $100 ($110 after May 31), covering com- 
plete registration fee, including attendance and participation in all meetings 
and the cost of three luncheons and two dinners on July 24, 25 and 26, is 
enclosed. (Or bill me [_]; bill my company []) (Note: Registrations are 
subject to cancellation and fees are returnable up to June 15.) 

Name (please print or type) 

Title 

Company 

Address 


STREET city ZONE STATE 
MAKE YOUR CHECK PAYABLE TO SUMMER WORKSHOPS, AND MAIL TO 
SUMMER WORKSHOPS, c/o Advertising Age, 200 E. Illinois St., Chicago 11, Ill. 


If you want information and reservation forms for the 
Edgewater Beach Hotel during the Workshop, check here 
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1671 fact-finding offices get you 


Are you aware of the vital marketing data Western 
Union Survey Service can get for you fast, at attrac- 
tively low cost? 


For example: Do you want to know how familiar 
homemakers are with your product brand? Do you 
wish to have accurately researched and classified 
lists of special groups of people prepared? Would 
the facts about the number of two-car families help 
you make marketing decisions? 


Whatever your questions, put them to Western Union 
with the sample you want surveyed, where and when. 
Experienced interviewers in our nationwide network 
of offices will get the answers for your analysis . . . 
impartially, accurately, in one or many markets. 


Get full information without cost or obligation —fast! 


WIRE COLLECT: 


Western Union Special Services Division 
60 Hudson Street, New York, New York. 


SURVEY 
SERVICE 


Put trained personnel in 1671 Western Union offices to work for you! 
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Spot Radio Volume 
Was Up 35% in ‘57, 
Adam Young Reports 


New York, May 6—National spot 
radio sales in 1957 were up an 
estimated 35% over the previous 
year, according to an analysis of 
the country’s major markets by 
Adam Young Inc. 

A study of Federal Communica- 
tions Commission figures for four 
years combined with the station 
representative’s own billings-trend 
findings indicated total spot radio 
business in 34 markets in 1957 to 
be an estimated $152,003,000—an 
increase of $32,009,000 over the 
reported 1956 figure of $119,994,- 
000. The analysis showed that in- 
dividual market increases ranged 
from a low of 2% to a high of 54%, 
with most increases at least 15% 
ahead of 1956. 

The top 10 cities and their sales 
increases were estimated as fol- 
lows: 


‘56 Spot ‘57 Spot % 
Market Volume Volume Increase 

New York $18,161,000 $22,050,000 21 
Chicago 9,826,000 12,250,000 25 
Los Angeles 5,847,000 8,181,000 40 
Detroit 5,544,000 7,585,000 37 
Philadelphia 5,045,000 6,416,000 27 
San Francisco- 

Oakland 3,264,000 4,566,000 40 
Boston 3,308,000 4,207,000 27 
St. Louis 2,929,000 4,070,000 39 
Pittsburgh 2,773,000 3,880,000 40 
Cincinnati 2,553,000 2,923,000 14 


F&K Names Barrett to Head 
New Southern Cal. Division 

Foster & Kleiser Co., San Fran- 
cisco division of W. R. Grace & Co., 
has established a new Southern 
California division and has ap- 
pointed Ross 
Barrett of Los 
Angeles vp and 
general manager 
of the new divi- 
sion. L. H. Odell, 
president, said 
the new division 
was created to 
provide central- 
ized management 
for Foster & 
Kleiser’s entire Ross Barrett 
operations in the 
Southern California area, which 
accounts for more than 40% of the 
company’s total volume in Califor- 
nia, Arizona, Oregon and Washing- 
ton. 

Mr. Barrett formerly was vp in 
charge of public relations and mar- 
ket development of the Byron 
Jackson division of Borg Warner 
Corp. 


Gold Seal Promotes Four 
Thomas S. Kleppe has been 
named president of Gold Seal Co., 
Bismarck, N. D., marketer of 
Glass Wax, Snowy bleach and 
other household products. He suc- 
ceeds Harold Schafer, founder of 
the company, who becomes board 
chairman. Leo G. Dinesen, sales 
manager, becomes vp in charge of 
sales, and Carl B. Kreiner, as- 
sistant to the president, becomes 
vp in charge of research and 
production at Gold Seal. 


FC&B Promotes Hakken 

Foote, Cone & Belding, Detroit, 
has promoted Robert J. Hakken to 
copy supervisor on the Edsel ac- 
count. Mr. Hakken, who has been 
a copywriter with FC&B since 1956, 
was formerly with Benton & 
Bowles, Kenyon & Eckhardt and 
Ross Roy Advertising and has 
worked on such accounts as Stude- 
baker, Lincoln-Mercury and Chry- 
sler Corp. of Canada. 


Torrington Names Hayhurst 

F. H. Hayhurst Co. Ltd., Toron- 
to, has been appuinted to han- 
dle advertising for the Torrington 
Mfg. Co. of Canada Ltd., Oakville, 
Ont. H. F. Stanfield Co. Ltd., To- 
ronto, is the agency of record. 
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STRAIGHT-LINE Advertising Service also available in The OHIO FARMER and PENNSYLVANIA FARMER 


Ss 


A NEW SERVICE! 


Shown here is one example of 
the extra selling power avail- 
able to you because of our 
gravure printing and sharp, 
localized editing. (THIS is 
more fully illustrated in the 
booklet offered below along 
with other localized selling 
techniques.) The use of local 
coupon addresses is just one 
phase of STRAIGHT-LINE 
Advertising. We can easily 
insert the name of your Mich- 
igan sales office for fast re- 
sponse and selling action. No 
bother about plate patches 
because of our gravure print- 
ing. Here is sharp, new ad- 
vertising impact without 
straining your budget! 


f 


e STRAIGHT-LINE Advertising 


to sell more 


STRAIGHT-LINE Editing gives you the background of 
‘service readership’? — Only Michigan farm condi- 
tions and problems are pointedly covered by our Mich- 
igan writers. All articles are timely and fresh, reach 
readers twice each month with up-to-date farm know- 
how. Sparks and serves the interests of Michigan 
farmers in more efficient farming. 


STRAIGHT-LINE Coverage provides your direct chan- 
nel to an active market — In Michigan Farmer, your 
advertising gets preferred attention in 9 out of 10 
Michigan farm homes. And, when Michigan farmers 
are well sold, they can buy! Income is big and steady 
— year ’round. Michigan is a top-third state in farm 
income. 


Plus No. 1— Local Field Reports. When you desire, 
timely sales information can be supplied by our able staff 
who talk regularly with your local state management — 


distributors, field agents, branches, plants or local offices. 
A helpful advertising supplement to your own field in- 
formation. 


Plus No. 2 — Local Action Photos and Testimonials. 
We will arrange for an action photo of your product in 
use in Michigan. The picture can be stripped into your 
advertisement quickly at no extra cost. Since we print by 
gravure, there’s no bother about a plate. 


Plus No. 3 — Local Prices or Terms or Down Payments, 
Nothing helps close a sale like the facts that tell a 
farmer how he may buy. We can strip in your Michigan 
prices and selling data — no cost for a plate. 


Plus No. 4— Local Sources of Supply and Information. 
We can insert the names of your Michigan distributors, 
dealers or agents. No costly plate changes involved. 


Plus No. 5 — Local Coupon Addresses. (Described at ton 
of this ad.) 


Send for this booklet — a full story on ‘‘STRAIGHT-LINE Advertising.”’ 


- You may find a timely answer here for a welcome lift in your advertising and sales 
in rural Michigan. You'll want to have this valuable reference on the real advantages 
of our gravure printing flexibility which makes possible STRAIGHT-LINE Advertising. 
Here is new penetration with localized advertising, test campaigns, full color. All 


at great savings. Write! 


Michigan Farmer 


East Lansing, Michigan 
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STARCH 52nd CONSUMER 
MAGAZINE REPORT REVEALS 


{ 


FOR CAR 
MANUFACTURERS AND 
THEIR AGENCIES 


MAGAZINE 


New York Los Angeles 
Portland, Ore. Chicago 


94.2% of all ELKS Magazine households 
surveyed own one or more automobiles. 


What’s more, 31.2% bought new cars in the 
last 12 months. The ELKS Magazine leads all 
others in this category. 


Each 100 ELKS Magazine households own 
128.5 automobiles—a classification in which 
The ELKS is exceeded by only one other 
magazine. 


The median income of ELKS households is 
$6,636. This explains why ELKS rate so high in 
car ownership and can buy new cars more 
frequently. Automobile manufacturers can 
reach this exceptional market of 1,204,117 ELKS 
through advertising in THE ELKS MAGAZINE. 


FLOYD D. SMITH, Pacific Northwest Sales Supervisor, 


RANCHO SOUP COMPANY 


“You can't sell the Puget Sound 
Market without Tacoma” 


“T’acoma is a major market in the Pacific Northwest,” says Mr. 


Smith, “and is vital to Rancho’s success in this prosperous area. 


The Tacoma News Tribune is the only newspaper with enough in- 


fluence and circulation in its market to effectively sell merchandise. 


That’s why I insist that our advertising be placed in the Tacoma 
News Tribune in addition to a leading Seattle daily.” 


Circulation of the Tacoma News Tribune 
MORE THAN 83,000 


TACOMA NEWS TRIBUNE 


TACOMA, WASHINGTON 


Represented by SAW YVER-FERGUSON-WALKER COMPANY, Inc. 


NEW YORK e CHICAGO e PHILADELPHIA ¢ DETROIT 
ATLANTA e LOS ANGELES e SAN FRANCISCO e SEATTLE 
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Getting Personal 


Walter Kiehn, sales manager of National Hosiery Mills Ltd., 
Hamilton, Ont., is moving to Florida for reasons of health. His ad- 
dress is Villa Madris Apartments, Harbor Dr., Fort Lauderdale. Mr. 
Kiehn is a former president of 
the Advertising & Sales Club 
of Toronto and of the Inter- 
national Affiliation of Sales 
and Advertising Clubs. He was 
for a number of years vp of 
J. J. Gibbons, Toronto agen- 
oe 

Robert G. Lewis, vp of Sim- 
mons-Boardman Publishing 
Corp., left April 25 for a 
three-week tour of the Soviet 
Union for a look at Russian 
railroads and railroad prac- 
tices. .. 

Another tourist is Walter 
(personnel man) Lowen, who 
has left for a 14-week grand 
tour of 14 European countries 
... Jackson Rozene, president 
of the Rozene Advertising 
Agency, Bridgeport, Conn., has 
been named Bridgeport’s Ad- 
vertising Man of the Year... 

Curtis Abel, merchandising 
director of Young & Rubicam, 
Los Angeles, had a two-week 
Hawaiian vacation with his 
wife at Waikiki’s Halekulani 
Hotel... 

Bob Bacon, head of Bacon's 


SECOND TIME ‘ROUND—George Hecht, Bob 
president and publisher of Parents’ Clipping Bureau, Chicago, and 


Magazine, and Mrs. Hecht visit the Mrs. Bacon left recently on a 
Emerald Temple of Buddha in tour of the world. They = 
: : going by air and will include 
Bangkok on their recent trip the Brussells World’s Fair in 
around the world—their second their itinerary. The trip will 
globe-circling jaunt. cover over 27,000 miles... 
Harry A. Batten, chairman 
of N. W. Ayer & Son, Phila- 
delphia, has received the annual Pennsylvania Award from Ameri- 
cans for the Competitive Enterprise System in Pennsylvania... 
Ridgway Advertising Co.’s president, Casper S. Yost (St. Louis), 
won the golf tournament at the Four A’s convention at White Sul- 
phur with a low gross of 75. Time’s publisher, James A. Linen, was 
second with a low gross of 76. Carolyn, wife of William Sanborn, vp 
of Winius-Brandon, St. Louis, won the ladies’ low net by sinking a 
shot from the sand trap on the 18th hole... 


| 
ba 


NORTHERN BEAT—Marjorie E. Weissman, an associate editor of Plant 

Engineering, Barrington, Ill., takes a whiff of Alaskan air before 

taking off during a ten-day trip as guest of the U. S. Air Force 

Alaskan Air Command. Material for articles on preventive main- 

tenance in the arctic and sub-arctic was the business at hand. With 
her is Fritz M. Awe, a construction specialist. 


The 50th anniversary of The Branham Co., newspaper represent- 
ative, was celebrated in St. Louis with a birthday cake-cutting by 
John J. Schwarz, branch manager. Participants included Harry W. 
Chesley Jr., president of the 52-year-old D’Arcy Advertising Co.; 
Harry Renfro, D’Arcy radio-tv media manager; William R. Holmes, 
print media manager, and Kenneth R. Atwood, radio-tv representa- 
tive, The Branham Co... 

Robert Nashick, advertising and promotion manager of KYW-TV, 
Cleveland, wed Anita Ciavola April 12 in Covington, Ky... 

John W. DeWolf, vp and research director of G. M. Basford Co., 
and J. Davis Danforth, exec vp of BBDO, New York, were among 
45 civilians who are taking part in a national security forum held 
at Maxwell Air Force Base, Montgomery, Ala. The event, held an- 
nually by the Air War College, is designed to acquaint leading busi- 
ness people with Air Force plans and operational capabilities . . . 

Tucker Wayne, founder and president of Tucker Wayne & Co., 
Atlanta, was named winner of Atlanta’s 9th annual Advertising In- 
stitute’s 58 award for distinguished service. The award was given 
in recognition of the handling of the State of Georgia account... 

Prof. Elmer G. Sulzer, head of Indiana University radio and tv de- 
partment, was made a Kentucky colonel by Gov. Chandler for 
“pioneering work in the development of educational broadcasting.”. . 
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The Washington Post and Times Herald 


now has more than 


90,000 


daily circulation 


430,000 


Sunday circulation 


80% of The Washington Post and Times Herald's 
City and Retail Trade Zone Circulation 


is home delivered 


Total average circulations for the 6-month period ending March 31, 1958. 


as filed with Audit Bureau of Circulations, subject to audit: 


432,695 Sunday, 390,365 daily (Monday through Friday) 


Represented nationally by: Sawyer, Ferguson, Walker Co.—New York, Chicago, Detroit, Atlanta, Philadelphia, San Francisco, Los Angeles, Seattle; Joshua 
B. Powers, Ltd.—London, England; Senor G. Enriquez Simoni—Mexico City, Mexico City, Mexico; Allin Associates—Toronto and Montreal, Canada; The Hal 
Winter Co.—Miami Beach, Florida; Tom McGill—West Roxbury Massachusetts Puck, The Comic Weekly; A. R. Lerner—Paris, France; Robert S. Farley—Finan- 
cial Representative in New York. 
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EWRR Boosts Spellman 


L. Orrin Spellman, vp and gen- 


OM OF le 
eral manager of the Philadelphia 


uae | office of Erwin Wasey, Ruthrauff 
fee & Ryan, has been named assistant 


4 to the agency president, David B. 
€ with 56 % population on the Illinois side 4 


© ROCK ISLAND ARGUS. = pee eee Se 
MOLINE DISPATCH 


ice in Philadelphia, has been 
named to succee!] Mr. Spellman. 
Two Evening Newspapers that 
Cover 3 of the 4 Quad-Cities 
without Duplication — Full 


HE A ROP Color Available Daily! 
THE ALLEN-KLAPP CO. ae | 


Cameron-McClure Appointed 

E. H. Cameron-McClure has 
joined the board of Davenport & 
Meyer (Pty.) Ltd.. Johannesburg, 
S. A., commercial managers for 
Lourenco Marques Radio. He pre- 
viously was head or the commer- 
cial service of the S.A.B.C. 


ROCK MOLINE 


WGN Appoints Munn 

WGN, Chicago radio stat‘on, has 
appointed Mark Muna _ director 
of research under the supervision 
of Charles A. Wilson, advertising 
and sales promotion manager of 
the station. 


Portland retailers watch the women! 
They know there’s more buying when the 
selling’s in The Oregonian—the one 
newspaper that’s as big as all Oregon! 


WATCH THE 


WATCH THE WOMEN GO BUY + WATCH THE WOMEN GO BUY 


WOMEN GO 


WATCH THE WOMEN GO BUY+ WATCH THE WOMEN GO 


How big is the Oregon Retail Market? 
$2.4 Billion annually! That’s DOUBLE the 
Pittsburgh market... and TRIPLES Buffalo. 


The Oregonian 


the only Portland paper to 


gain in retail advertising 


(1957) 


Largest Circulation in the Northwest 
231,829 Daily; 295,740 Sunday 


Represented Nationally by Moloney, Regan & Schmitt. Inc. 


— 


Sie pn a AGE oy See a eS Pa 


Daily Circulation Total Advertising 


Advertising Age, May 12, 1958 


with an 

All-Gas House 

of Savings 
you can 


or more during the life of your mortgage 


nto Oo ome ASK YOUR BUILDER ABOUT AM 
“Sy ALL-GAS MOUSE OF SAVINGS 


$999600 


| sreciFiC—“All-gas” homes are pro- 
moted in the Pittsburgh area with 
newspaper ads like this. 


Save $9,996, Gas 
Utilities’ Ads Urge 
Pittsburgh Users 


PITTSBURGH, May 6—Through 
choice of an “all-gas’” home, a 
home owner can save $9,996 during 
the life of a 20-year mortgage. This 
is the theme of a new campaign— 
directed at both the bui'der and 
consumer—running in this area. 

The estimated 20-year savings of 
gas, as compared with electricity, 
for four household uses are broken 
down as follows: Cooking $568.80; 
water heating $957.60; clothes dry- 
|ing $544.80; home heating $7,925. 
| The savings were computed on the 
| basis of local rates for both gas 

and electricity and monthly fuel 
the Pittsburgh 


| requirements 
| area. 


in 


'@ Ads citing the savings are run- 
ning in the three Pittsburgh daily 
newspapers and in 44 other major 
dailies and weeklies in the area. 
Plans are to use 12,000 column 
inches for an equivalent of 67 pages 
of advertising, the agency says. In- 
cluded in the ad plans in the Pitts- 
| burgh area are 200 tv commercials 
over six stations, 400 radio com- 
| mercials on nine stations, 101 out- 
door posters, 100,000 consumer 
‘handout folders and cooperative 
‘advertising between the natural 
| gas companies and the builders. 
| The cooperating gas companies 
|in Pittsburgh are Equitable Gas 
|Co., Manufacturers’ Light & Heat 
Co. and Peoples Natural Gas Co. 

Similar campaigns are under 
way for the northeastern Ohio area 
served by the East Ohio Gas Co. 
| (where the 20-year savings are ad- 
vertised to be $8,116) and northern 
West Virginia served by the Hope 
Natural Gas Co. 

The campaign was developed for 
the five companies by Ketchum, 
MacLeod & Grove, Pittsburgh. + 


Birren Reports on Color 

Faber Birren & Co., New York, 
has issued a folder on color trends 
during the past 25 years. Color 
preferences in paints, wallpaper, 
automobiles and home furnishings 
are charted between 1933 through 
today. An analysis of the color 
trends accompanies the chart. Cop- 
ies may be obtained without charge 
from Faber Birren & Co., 500 Fifth 
Ave., New York. 


Edgar Peck to Ted Bates 


Edgar E. Peck, formerly with 
Grey Advertising, has joined Ted 
Bates & Co., New York, as account 
executive on Wallace Laboratories. 
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te 4 ‘eu > AD PAGE 4 
| a) EXPOSURE) J 
1956 = 
THE SATURDAY EVENING POST PRESENTS 
A MAJOR ADVANCE IN MEDIA KNOWLEDGE 
...a new bulls-eye measure for advertisers 
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The first 
magazine study 
that measures 
your 
advertising 
page|! 
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Advertising leaders for years have been asking for something 
more specific than figures on a magazine issue. 


ABC Circulation (1914) tells you how many copies of an issue 
are bought. Total Audience (1939) measures the people look- 
ing into the issue. Reading Days (1956) gives you initial and 
repeat reading of the issue. 


But the advertising man has said, “Magazine audience is not 
advertisement audience. What | really want to know is how 
many times my advertising page ts exposed to the readers of 


the magazine.” 


Now you can know! 
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A new measure of the advertising page has been devel- 
oped by Alfred Politz Media Studies, in consultation with 
the Advertising Research Foundation, for The Saturday 
Evening Post. 


From this study of Ad Page Exposure comes a new, bulls-eye 


concept of media measurement: the power of the maga- 


zine page to provide face-to-face contacts...to bring 


readers within immediate visual range of your ad. 


Now—for the first time, you can know how many times 
a magazine audience is exposed—not to the issue, but to 


your ad page. 


It is the difference between counting the customers who 
walk into Macy’s—and the ones who come to the counter 


where your goods are displayed. 


Now, The Saturday Evening Post can report the results of 


the first Ad Page Exposure Study... 
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A national sample of over 12,000 people were interviewed 


by the Politz staff. Here is the 


major finding: 


Alfred Politz proves that, in an average issue, 


your advertising page is exposed to the read- 
ers of the Post over 29,000,000 times. 


Your advertising page in a single copy of the 


Post makes 5.8 such customer contacts. 


This figure of over 29 million, remember, 
refers to one page, the average adver- 
tising page, your page. And it means 
more than 29 million proved contacts 
with readers. 

_Almost incredible, until you think back 
to what you already knew about the 
Post. Such things as (1) longer time spent 
with the magazine, (2) editing planned 
to attract real readers and bring them 
back, (3) an editorial blueprint drawn 


for sustained interest, page after page, 
(4)an audience of alert, intelligent young 
women and men, (5) the liking and ap- 
proval of Post ads by 9 out of 10 
readers. 

Cost per exposure to your advertising 
page: less than one-twelfth of one cent. 

The people contacted: POST-INFLU- 
ENTIALS—active leaders on every 
spending level who recommend, talk 
about the things they read in the Post. 
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7 separate check studies prove accuracy 


This new measure was two years in the making. The interview 


method was tested for accuracy by seven separate check stud- 


ies. It proved extremely precise (Ad Page Exposure actually 
understated by 3%). Two of the seven studies used were: 


ONE-WAY MIRROR TEST 


Here, unseen observers record page exposures 
by readers. Subjects, interviewed next day, ac- 
curately reported actual page exposure as pre- 
viously recorded by the observers. 


FOR COMPLETE DETAILS, 
call your Post salesman or write: 
Research Department, 

The Curtis Publishing Company, 
Independence Square, 
Philadelphia 5, Pennsylvania. 


NEW GLUED-PAGES TEST 


Pages of the magazine are glued together with 
non-readhering glue. Breaking of seal by reader 
gives an actual record of pages fully exposed. 
(Broken seal indicated completely opened page.) 


NOTE To 
Because of the j OTHER MEDIA: 


Page Exposure Study 


techniques and - fg will make the 


The Saturday Evening © 


POST 


A CURTIS MAGAZINE 


Ac 


i 
k 
l 
i 
i 


mn ae 6 ae oo COU 


i pee Pe ae oo , AERA RECON age ede ek, _“ : vile PAS 4 i ies ate te Fg POV, ee ae id sd i Sd ae :aaner peste = ; 
ee. on : i : ° eee reeks ics aero Freee e. i Oke sa ee See. ae — Teer saps its 
= . # : a 4 ‘ hPa , t wee * if y é a . — —— Ce a i ara Saal g = idee ae 
; -* > : — — a =e . a 
Le 
a oe 
CE 
me 
Sar ee 
abe 
Sine 
Paes 
ae 
ae ba. 
Poe 
ee 
a, ee Mes oe = Be ee 
7 ae P i = ae seh! . = * al Pear — 
sae > ii 2 a 
ae 7 . “eon ond MY gee = % - —— s on 4 = , 
ot ? oe POS: ’ ae 4 . } 5 : t 
res 4 a 5 See. i = U 4 3° F — 
ca q R 4 sea : 2 hg hk eam ' —_ 
if oe : 4 ey or 
Pee se . x , ? — —"— be ; , — 
Peis , | \ Ys. _tee uf i : 
Eee 4 as ;  * Ae ] —_ » x . —— 
Se es aB\L: Ss \4// | ‘ f e f ‘ Ko ~ 
ae iy ‘ ne a ? y at, 7] Si ret : et 
wale 2 ce Fe SS ee a 
a : - - fis — be. i tn, wate Mae” ie , eae 
ae ek a Fr = » * a ¥ ; ares ne Kn ya t a . ‘ 
5 tom ; @ tage a Sf te ag “Se 
Ai ; : 4s : ue : : bi Gn, re “% A, E te - 
eG ; ne 4 : Se ee ay : ale ~ . ‘ ’ sy ta, o ~ ae we ; 
at Vl, Sa st % wn ‘ | "— eas. 
eR: a ein ae ; 3 Ee aa | 
ry. chee, ~. : £e iz a ’ Fe | 
oe” , ia - - 7 | 
ev iL kal ‘ ie Y my ' 
Paks ; 
eee 
, ee ee 
ES fcc ws 
crt 
ee ied . 
i “ Ls she 
ae ° ] 
Se ~ new Ad 
foceay 
BYP oe par 
Tt) mw baal 
See 
| 'uM wishing to apply + © any 
| info Pply the measy Thi 
“ae fmation will be Boat re. This 
ages compl Urnished gs s 
ae: Plete datg : Con as 
a : Som eae are published 
he . 0 " that the re vi . We ask only 
een quirements of th 
ah Sa: Res the Ad os 
eae: earch F ©uUndatio vertising 
é: | 0 be met in ys; 
2 In i 
= i 
St % 
+ Vig} 4 
ae ee 
sin 
vege 
2 eae 
ge oe 
Bi Sell the POST WINFLUENTIALS —they tell the others! 
iad 
at ee 
eee 
Fo 
PEs os. eR aR Pe ae A ree TRA RR ins 2, GT Cement a cen Me ly ewes eget sins Bei ls a Re ee meen a amma lam emer ase Bra tmnt Mc RSE eae 
ne Oe i meen ere NE ee ee ae 
Ae . Ss A See ee ee Sea” i dn Sa ge A eS SS Sek WS Sve ete ence as UR oan eg Oe ol eg es ee oes ai nie in oe CR Ree te ee = SPE aes te Lyons ee ge Re otal a eee” ~ ade” Fr ‘ ; - ieee ae Be its Mag eet ¥ = . = ii 


, : ; executive and treasurer of Fried- PRESBYTERIAN LI FE 130 S. JUNIPER ST., PHILADELPHIA 7, PA. 
HUDSON EXPANSION—Following up its outdoor poster campaign begun lander-Roland Bodee, Miami, has New York + Boston + Chicago 
last January, Hudson Pulp & Paper Corp.’s new series for Hudson joined Newman, Stern & Mandell, | San Francisco * Los Angeles 


table napkins runs in key markets in 12 eastern and midwestern | Miami Beach, as vp. 


states during the picnic season. 
Norman, Craig & Kummel, New) 
York, is the agency. 


Kaplan Disbands : 
Agency: New Outfit 


to Stage Promotions 


NEw York, May 6—Jay Kaplan | 
is disbanding the agency which | 
bears his name to set up Jay Kap- | 
lan Enterprises, which will special- 
ize in organizing multi-sponsor | 
promotions. | 

Mr. Kaplan handled apparel ac- | 
counts for the past two years. Since 
the first of the year, he has re-| 
signed his accounts, including Jack 
& Jill Togs, Jewel Togs, Sea Is- 
land Mills and Cromwell Mills, in 
order to concentrate on developing | 
cooperative tie-ins, working with | 
agencies and manufacturers. 

The first promotion on the Kap- 
lan agenda is an around-the-world 
fishing trip which will take off in| 
September for six weeks. Mr. Kap- | 
lan plans to enlist more than 100) 
manufacturers of fishing and sports | 
equipment, men’s apparel, photo- 
graphic supplies and other prod- | 
ucts for the project. He is also| 
lining up sports and entertainment | 
personalities to provide testimo- | 
nials and be pictured in the cam- | 
paign material; Gypsy Rose Lee, | 
“Fisherwoman of the Year” in 
1957, is the first celebrity to sign 
up. | 

1 


s The basic sponsor-participation | 
fee also will provide for photo-| 
graphs for advertising and other | 
uses, endurance tests of products 
under varying climatic, geographic | 
and physical conditions, and short | 
films for tv advertising and sales | 
programs. The tour party will also! 
shoot a 30-minute color film of the | 
expedition for over-all promotion. 

Mr. Kaplan entered the agency 
business in 1954, when he set up 
his own shop. In 1955 he merged 
with Nathan Fein Advertising to 
form Fein & Kaplan. This partner- 
ship was dissolved in 1956, and Jay 
Kaplan Advertising was reestab- 
lished. 

Multi-sponsor campaigns which 
Mr. Kaplan has arranged in the 
past two years include a national 
tie-in with Whirlpool Corp. and 
seven wearing apparel manufac- 
turers and a 1044-page ad section 
involving Hotpoint automatic 
washers and nine manufacturers of 
children’s apparel. + 


Allenger Gains One 


Steel Building Co., Roxbury, 
Mass., regional distributor of) 
Stran-Master steel buildings, has 
appointed Allenger Advertising, | 
Brookline, Mass., to handle its ad-| 
vertising. Stran-Steel Corp., De- 
troit, makes Stran-Master build- 
ings. 


Kurt Named Ad Manager 
Frederick Kurt, formerly sales 
promotion manager, has_ been 
named advertising manager of the 
New Departure division of General 


33 


Reder Named Ad Manager | 

William R. Reder, formerly ad- Bio 
vertising and sales promotion ft 
manager of Ekco-Alcoa Containers 


Corp., has been named advertising 
nemager of THE MEETING PLACE OF A MILLION RELATED FAMILIES 


manager of the Dutch Brand divi- | 
sion of Johns-Manville Corp., Chi- | 
a. emperor = A rae A million active families meet twice a month in 
ya gia ag. jee ened PRESBYTERIAN LIFE. They meet, too, in church- 
motion activities for the division, | 


poe pense Pee pe wsempetie For a mutual interest in their magazine: its news, pic- 


connected and social situations, where they share 


tures, features—and its advertisements. 
Lang Joins Newman, Stern 


Nat Lang, formerly an account 


Motors Corp., Bristol, Conn., suc- 
ceeding Harry W. Holdsworth, who 
has retired. 


Up goes Los Angeles into the number two spot! Steadily-rising retail sales have made metropolitan Los 
Angeles the new number two market in the nation, up from third position last year. In the KNxT 9-county 
coverage area, retail sales have increased 621] million dollars in a single year. Television homes and 
effective buying income have shot up, too...making a combination which can send your sales zooming. 
Tell your story on KNxT, Southern California’s number one advertising medium, reaching nearly 60% 
of all California’s people and wealth! Last year, this year—always—KNxT tops all competition in 7-station 
Los Angeles, currently with a 29% share of audience and a 21% lead over the nearest competition, 


KNXT MARKET DATA (and % of California reached): population 8,000,300 (56.0); television homes 2,478,318 (53.5); retail sales $11,567,162,000 (58.3): food store 
sales $2,805,427,000 (56.5); drug store sales $379,078,000 (59.5); general merchandise sales $1,410,067,000 (61.9); effective buying income $16,971,399,000 (56.2). 
Sources: Sales Management “Survey of Buying Power,” May 10, 1958; L. A. Nielsen, January 1957 through March 1958; Television Magazine, March 1957-March 1958. 


CBS Owned 4 » XT Channel 2, Los Angeles — Represented by CBS Television Spot Sales 
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‘LHI’ Joins in Auto Push 

Ladies’ Home Journal is partici- 
pating with two auto dealers in a 
month-long promotion in May 
aimed exclusively at women. The 
event, built around the theme 
“Every Day in May is Ladies’ Day,” 
is being staged by Dave Reese 
Rambler, Drexel Hill, Pa., and 
Greenwald Plymouth Inc., Akron, 
O. The promotion was launched 


with fashion shows by local mer- 


chants, and both dealers are using 
extensive newspaper and spot ra- 
dio advertising throughout the 
month. LHJ is supplying posters, 
banners, etc., to the dealers. 


Bozell & Jacobs Gains One 
Great Lakes Paint & Varnish Co., 

Chicago, has appointed Bozell & 

Jacobs, Chicago, to handle its ad- 


vertising and pr. The company | 
plans heavy newspaper advertis-| 


ing. In the agency’s Minneapolis 
office, meanwhile, Richard Czaia 
has been appointed production 
manager. Mr. Czaia has been lith- 
ography production manager of 
Jensen Printing Co., Minneapolis, 
for the past ten years. 


Bates Boosts Gilmore 

Farrell Gilmore, account execu- 
tive, has been elected a vp of Ted 
Bates & Co., New York. 
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George Willens & 
Company 


Indianapolis, Indiana: 
The Typographic 
Service Co., Inc. 
Kalamazoo, Michigan: 
Mahoney 
Typographers, Inc. 


Los Angeles, California: 
Adtype Service Co., Inc. 


Milwaukee, Wisconsin: 
Arrow Press 


Minneapolis, 
Minnesota: 
Duragraph, Inc. 


New York, New York: 
Ad Service Company 
Advertising Agencies 
Service Co., Inc. 
Artintype, Inc. 
Associated 
‘Typographers, Inc. 
Atlas ‘Typographic 
Service, Inc. 
Central Zone Press, Inc. 
The Composing 
Room, Inc. 
Composition 
Service, Inc. 
Diamant Typographic 
Service, Inc. 
A. T. Edwards 
‘Typography, Inc. 
Graphic Arts 
Typographers, Inc. 
Huxley House 
imperial Ad Service 
King Typographic 
Service Corp. 
Linocraft 
Typographers, Inc. 
Master Typo 
Company 
Chris FE Olsen 
Frederic Nelson 
Phillips, Inc. 
Philmac 
Typographers, Inc. 
Royal Typographers, 
Inc. 
Frederick W. 
Schmidt, Inc. 
Harry Silverstein, 
Inc. 
Supreme 
Ad Service, Inc. 
Tri-Arts Press, Inc. 
Typographic 
Craftsmen, Inc. 
The Typographic 
Service Co. 
Vanderbilt-Jackson 
Typography, Inc. 
Kurt H. Volk, Inc. 


Newark, ui 
New Jersey: a 


Barton Press 
William Patrick Co., 
Inc. 


Philadelphia, 
Pennsylvania: 
Walter T. 
Armstrong, Inc. 
Alfred J. Jordan, Inc. 
Progressive 
Composition Co. 
Typographic Service, 
Inc. 
Portland, Oregon: 


Paul O. Giesey, 
Adcrafters 


St. Louis, Missouri: 
Warwick 
Typographers, Inc. 
Seattle, Washington: 
Frank McCaffrey 


Toronto, Canada: 
Cooper & Beatty, Ltd. 


Typographers Association of America, Inc. 


SING 
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here are only four reasons 
for insisting on good typography 
in an advertisement: 


1. ‘To make it attract sooner 
‘To make it explain more clearly 
‘To make it read more easily 


To make it persuade more quickly 


Those are pretty basic reasons, 
however, for giving more than just 
a passing thought to creative 

(or selling) typography. 

It’s a sound idea—and it costs no 
more—to use one of the ATA 
members listed on this page for 


your typography. 


lishers Assn., 


Advertising Age, May 12, 1958 


Coming 
Conventions 


*Indicates first listing in this column. 

May 15-16. International Advertising 
Assn., annual convention, Hotel Roosevelt, 
New York. 

May 16-17. University of Wisconsin 
Journalism Institute, including seminars 
for editors and advertising and circulation 
managers of midwest newspapers, Madi- 
son, Wis. 

May 19-21. Sales promotion division of 
National Retail Merchants Assn. (former- 
ly National Retail Dry Goods Assn.), an- 
nual convention, Palmer House, Chicago. 

May 23. Illinois Daily Newspaper Mar- 
kets, annual meeting, Springfield, Il. 

May 25-28. Associated Business Publica- 
tions, spring conference, The Homestead, 
Hot Springs, Va. 

May 25-29. National Business Publica- 
tions, annual spring meeting, Grove Park 
Inn, Asheville, N. C. 

May 26-30. American Management Assn., 
national packaging exposition, New York 
Coliseum. 

May 30-June 1. Federation of Canadian 
Advertising and Sales Clubs, 10th annual 
convention, Britannia Hotel, Huntsville, 
Ont. 

June 3-6. National Industrial Advertis- 
ers Assn., annual convention, Chase-Park 
Plaza Hotel, St. Louis. 

June 4. Assn. of National Advertisers, 
2nd annual workshop on cooperative ad- 
vertising, Hotel Sheraton East (formerly 
Ambassador), New York. 

June 8-11. Advertising Federation of 
America, 54th annual convention, Hilton- 
Statler Hotel, Dallas. 

June 15-18. Poster Advertising Assn. of 
Canada, Minaki Lodge, Minaki, Ont. 

June 16-19. Assn. of Newspaper Classi- 
fied Advertising Managers, annual con- 
vention, Lord Baltimore Hotel, Baltimore. 

June 22-24. New England Newspaper 
Advertising Executives Assn., summer 
meeting, the Eastover, Lenox, Mass. 

June 22-26. Advertising Assn. of the 
West, 55th annual convention, Vancouver, 
a ¢. 

June 24-26. American Marketing Assn., 
annual convention, Harvard School of 
Business Administration, Boston. 

*June 27-28. Mutual Advertising Agency 
Network, quarterly meeting and annual 
awards competition, Bismark Hotel, Chi- 
cago. 

June 27-29. Northwest Daily Press Assn., 
annual summer meeting, Madden Lodge, 
Gull Lake, Brainerd, Minn. 

June 29-July 2. Newspaper Advertising 
Executives Assn., summer meeting, The 
Broadmoor, Colorado Springs, Colo. 

*July 23-26. Advertising Age workshop 
on creativity in advertising, Edgewater 
Beach Hotel, Chicago. 

Aug. 13-14. 3rd Annual Circulation Sem- 
inar for Business Publications, Edgewater 
Beach Hotel, Chicago. 

Aug. 13-16. Affiliated Advertising Agen- 
cies Network, annual international meet- 
ing, Lord Baltimore Hotel, Baltimore. 

Sept. 5-8. Mail Advertising Service 
Assn., 37th annual convention, Chase- 
Park Plaza, St. Louis. 

Sept. 10-12. Direct Mail Advertising 
Assn., 41st annual convention, Chase-Park 
Plaza, St. Louis. 

Sept. 15-17. 3rd Annual Newspaper 
R.O.P. Color Conference, Waldorf-Astoria 
Hotel, New York. 

Sept. 22-23. National Business Publica- 
tions, New York regional conference, Am- 
bassador Hotel. 

Oct. 5-9. Outdoor Advertising Assn. of 
America, Hotel Sherman, Chicago. 

Oct. 15-17. Point-of-Purchase Advertis- 
ing Institute, first national members 
meeting, Hotel Claridge, Atlantic City. 

Oct. 19-21. Inland Daily Press Assn., an- 
nual meeting, Drake Hotel, Chicago. 

Oct. 20-21. Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 


in. 

Oct. 20-21. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 22-24. Life Advertisers Assn., an- 
nual meeting, Queen Elizabeth Hotel, 
Montreal, Can. 

Oct. 23-24. Audit Bureau of Circula- 
tions, 4th annual meeting, Drake Hotel, 
Chicago. 

Nov. 16-19. Broadcasters’ Promotion 
Assn., annual seminar, Chase Hotel, St. 


| Louis. 


Nov. 17-19. Southern Newspaper Pub- 


annual convention, Boca 
Raton Hote! and Club, Boca Raton, Fla. 

Nov. 20. Business Publications Audit of 
Circulation, annual meeting, Hotel Bilt- 
more, New York. 

Nov. 20-21. National Business Publica- 
tions, Chicago regional conference, Drake 
Hotel, Chicago. 


Ridder-Johns Names 5 


B. J. Ridder, publisher of the 
Pasadena Independent and Star 
News, has been elected exec vp of 
Ridder-Johns, newspaper repre- 
sentative. Four others have been 
elected vps. They are Francis B. 
Fitzgerald, of the New York office; 
Gene Aretz, Minneapolis branch 
manager; Ashley P. Hartman, Los 
Angeles branch manager, and D. 
Garry Lewis, San Francisco branch 
manager, 
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During the past twenty-five years we have heard it said more than once (roughly a million times 
more) that an advertising production man leads a do¢’s life. Sometimes, when two things must be 
done at the same time, it is a double dog’s life. Ordering letterpress plates and gravure positives from 
the same national advertising copy, for example. It is now possible, as illustrated, to simplify existence 
by ordering from one source, C M & H, which specializes in photoengraving for letterpress and 
gravure. The same standards of quality and service apply to both. 


re 


COLLINS, MILLER & HUTCHINGS INC. 


America’s finest photoengraving plant for letterpress and gravure + 333 West Lake Street, Chicago 6, Illinois 
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Opens Office in Milan, Italy 

To serve increased business ex- 
pansion overseas, James S. Ross, 
president of International Process- 
es Inc., Chicago, is returning to 
Europe to open a new office in Mi- 
lan, Italy, for its marketing unit, 
International Researchers Associ- 
ated. 


READY! Bring your records 
up to Jan. 1, '58 
BLUE BOOK BUS. PAPER ADVERTISERS 
Timely! Trend-indicative !! 
3-year space check. All '55-6-7. 
Over 1,000 pages of data. 
10,000 reconstructed ad schedules. 


write BRAD-VERN’S jaro 


Maryland 


YOUVE RENTED HERTZ CARS FOR YEARS - 


Hertz Rent A Plane | 
Plan Gets Off Ground | Now Hertz 
With Print Campaign * 


ese 


Now anyone can enjoy the convenience of a private plane You 
don't have to be « pilot (or « 


Cuicaco, May 6—Hertz Rent} 
|A Plane System will inaugurate 
|rent-a-plane service in 56 U.S.| 
| cities on May 26. 

The company, a wholly-owned 
subsidiary of Hertz Corp., original- 
ly planned to start the service last 
fall (AA, May 20, ’57) but was) 
delayed by red tape and other ob-| 
| stacles. 

Joseph J. Stedem, Hertz exec 
vp, estimated the annual volume 
for the new subsidiary at $4,000,- 


millionaire) to fly when and 


where you want—for a day, a week, « month’ You can fly via 
nearest your destination 


» Hertz Rent A 


commercial airline to the mayor city 


save hours by flying the rest of the way in 


Plane. This check list shows you how easy and economical iit 
ts to use Hertz Rent A Plane Service. 


Architectural Forum the magazine 


the new force in building 


Pee eee sees oe cage (on BN ot ge sg rae) 


RENT A PLANE?—Hertz Rent A Plane System will announce the May 
26 inauguration of its rent-a-plane service in this spread in Business 
Week, Time and three aviation magazines. 


rents planes! 


| 


| 000 for the first year of operation. | 
The company expects to extend the 
|plane rental service to 100 cities 


by the end of the year, he said. | 


s Hertz is publicizing the new) 
service with spreads and page ads 
in Business Week and Time and) 
also in AOPA Pilot, Flying and 
Skyways. Foote, Cone & Belding, 
Chicago, is the agency. 

Airplanes will be rented to in-| 
dividuals or groups on a “taxi-)| 
plane” (charter) basis with the 
pilot provided, or to qualified pilots 
on a “fly-yourself” basis. + 


/Guest Pac Boosts Britton 
| Blaine S. Britton has been named 
| to the new post of vp and director 
‘of sales promotion of Guest Pac 
|Corp., New York food and drug 
| product sampling company. Mr. 
ee ; | Britton formerly was an editor in 
of building published by TIME INC | the selling and merchandising divi- 
|sion of the Research Institute of 


_ America. 


Artists Plan Golf Series 

The Artists Guild of Chicago is | 
planning a series of five golf tour- | 
naments this summer, the first of 
which was held May 10 at St. 
Andrews Country Club. Tourna- 
ments on July 10 and Sept. 27 will | 
also be held at St. Andrews while | 
the June 21 event will be held at} 
Nordic Hills and the Aug. 23 com- 
petition at Midwest Country Club. | 
Tamm Joins Sackel 

Sackel Co., Boston agency, has| 
appointed Hildegard A. Tamm copy 
director. Miss Tamm previously 
wrote copy for R. H. Macy & Co.,| 
Stern Bros. and Montgomery Ward. | 
Kaplan to Eashe & Engelmore 

Joel Kaplan, formerly vp of Irv- 
ing Serwer Advertising, has joined 
Eashe & Engelmore Advertising, 
New York, as executive vp and ac- 
count executive. 


enki 


Advertising Age, May 12, 1958 


High Court Won't 
Judge ‘New Yorker's’ 


N.Y. Ad Tax Plaint 


WASHINGTON, May 6—The New 
Yorker has lost an attempt to 
bring before the Supreme Court 
its fight against a New York city 
tax on its advertising receipts. 

No “substantial” federal ques- 
tion was involved, the Supreme 
Court said last week in dismissing 
the magazine’s appeal of a New 
York state court of appeals deci- 
sion. 

The appeal to the Supreme 
Court said the gross receipts tax 
on the magazine’s advertising rep- 
resented an unconstitutional levy 
on interstate commerce, leading to 
“arbitrary discrimination” against 
The New Yorker and other na- 
tional magazines. 

The New Yorker claimed New 
York City could not tax adver- 
tising receipts which came “ex- 
clusively” from circulation out- 
side New York, in a medium 
printed in Greenwich, Conn. The 
magazine said some 72% of its 


advertising receipts are drawn 
from circulation of its national 
edition. 


s Hearst Corp. and Time Ince. 
filed briefs with the Supreme 
Court supporting the magazine’s 
contention. # 


4th District AFA Elects 

Louis Benito, Tampa agency 
president, has been elected gover- 
nor of the fourth district of the 
Advertising Federation of Amer- 
ica. Other officers elected are Mrs. 
Betty Sweet, St. Petersburg, Ist 
lieutenant governor; Louis J. Fifer, 
Ft. Lauderdale, 2nd lieutenant gov- 
ernor, and Peter C. Schaal, Orlan- 
do, treasurer. 


WHERE DO YOU GET BETTER SERVICE THAN AT Pah? 


Mrake a product well and 


others will help sell it. 


PARTRIDGE & ANDERSON COMPANY 


712 Federal Street, Chicago 5—Phone HArrison 7-3732 


for Electrotypes, Mats, Plastic Plates, and R. 0. P. Color Mats 
PACOTYPES (solid copper duplicates of originals) 


| 
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WHEN SELLING GETS TOUGH, REMEMBER 
YOU GET MORE FOR YOUR MONEY 


IN Raw THE COMIC WEEKLY 


PUCK BLANKETS AMERICA WITH MORE THAN 24,000,000 READERS OF THESE 26 GREAT SUNDAY NEWSPAPERS: 


x E . -- 
ST. LOUIS 
GLOBE-DEMOCRAT 
SYRACUSE HERALD- 
LS AMERICAN 


..... Nowhere but in PUCK can you buy such high- 
voltage circulation for your 4-color advertising (more 
than 11,000,000* copies weekly) at such a low cost per 
thousand. 


pe ie This mighty impact of color in PUCK’S 22 influen- 
tial key markets provides your advertisements with 
exceptional merchandising possibilities. 


aes Nowhere but in PUCK, with its famous wholesome 
comics, can you get such intense reader interest in the 


page upon which your advertisement appears. 
*A.B.C.—3/31/57 


ALBANY TIMES-UNION LOS ANGELES 
BALTIMORE AMERICAN EXAMINER 


eee By every standard of wise media selection, 
PUCK gives you more for your money. Let the near- 
est PUCK representative tell you how . . . and why. 


Get This New Authority FREE 


Write today for your FREE copy of new authoritative 
study of the consumer life cycle applied to the 
measurement of advertising reader values: 

‘‘A Fourth Dimension In Print Media Evaluation.” 
Address Dept. P, Puck, the Comic Weekly, 

63 Vesey Street, New York 7, N.Y. 


SAN ANTONIO LIGHT 


BIRMINGHAM NEWS 
BOSTON ADVERTISER 
CHICAGO AMERICAN 
CHICAGO DAILY NEWS 
DALLAS TIMES HERALD 
DETROIT TIMES 


FORT WORTH 
STAR-TELEGRAM 


HOUSTON POST 
LONG ISLAND PRESS 


MILWAUKEE SENTINEL 
NEWARK STAR LEDGER 


NEW YORK JOURNAL- 
AMERICAN 


NEW YORK MIRROR 


PHILADELPHIA 
BULLETIN 


PITTSBURGH 
SUN-TELEGRAPH 


PORTLAND OREGONIAN 


SAN _ FRANCISCO 
EXAMINER 
SEATTLE POST 
AS INTELLIGENCER 


WASHINGTON, D.C. 
POST-TIMES HERALD 


WICHITA BEACON 


THE COMIC WEEKLY 


63 Vesey St., New York 7, N.Y. 
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Patterson Leaves 
EWRR to Start Own 
International Shop 


Metzdort Still in Charge 
of GOA National Sales 

In last week’s issue ADVERTISING 
AGE carried a news flash stating 
that James Pigott, formerly New 


| York manager of General Outdoor 
New York, May 6—Jere Pat-| . 


terson, one of the central figures | 


Advertising Co., had been placed 
in charge of national sales for GOA 


in last year’s consolidation of Er-|jin New York. The company has 
win, Wasey & Co. with Ruthrauff| told AA that this information was 


& Ryan, has resigned his exec VP | 
post and plans to start a new com- | 


pany in the international advertis- 
ing field. 

Mr. Patterson was in charge of 
EWRR’s New York office and the 


He joined Erwin, Wasey last July, 
shortly before the merger with 
R&R. 

His resignation was self-an- 
nounced, prompted by the appoint- 
ment of I. Orrin Spellman as 
assistant to David B. Williams, 
president of the agency (see ear- 
lier story on Page 26). 

Mr. Patterson served as right- 
hand man to Mr. Williams in the 
tumultuous days that followed last 
summer’s merger. In the wake of 
the merger, the EWRR ship was 
buffeted by account losses, resig- 
nations of key executives and em- 
ploye dismissals. 

Post-merger reorganization pains 
were explained by Mr. Patterson 
and other top EWRR officials as 
inevitable by-products of the big- 
gest merger in advertising agency 
history. 


® Since the first of the year, Mr. 
Patterson has devoted the major 
share of his time to international 
activities. He recently returned 
from an extended tour of Europe 
and Latin America, during which 
time, he said, he met with the 
heads of more than 80 agencies in 
25 cities in 22 countries. 

It is understood that Mr. Pat- 
terson’s departure is not related to 
any basic policy disagreements. 
“We wish him the very best of 
luck in this new venture,” Mr. Wil- 
liams said. 

Mr. Patterson told ADVERTISING 
AGE today that the fundamental 
reason for his leaving EWRR is his 
longtime interest in international 
advertising, which he believes he 
can “develop more fruitfully in 
this way.” 

He said his company, which has 
not been organized yet, “will not 
be in the form of an agency,” al- 
though it may represent overseas 
agencies here, as well as serve U.S. 
advertisers and agencies in the in- 
ternational field. 


= Mr. Patterson plans to meet with 
a number of people this week at 
the annual convention of the In- 
ternational Advertising Assn., of 
which he is a former president. 

Mr. Patterson came to Erwin, 
Wasey from the post of promotion 
manager for the international edi- 
tions of Life. He was with Time 
Inc. for eight years. Previously, he 
was assistant to the president of 
Foote, Cone & Belding Interna- 
tional and foreign sales director of 
the Parker Pen Co. 

He is currently serving as chair- 
man of the advertising committee 
of the U.S. council of the Inter- 
national Chamber of Commerce. # 


cBSsS 
DALLAS 


HAS 
MORE 
LISTENERS 


than 
any other aay 
radio station io 
in Texas BRANHAM COMPANY 


Notional Representatives 


given out in error. Mr. Pigott is 
transferring to the national sales 
staff, but Frank Metzdorrf is stil] in 
charge of national sales for GOA. 

John L. Burke, Brooklyn branch 


; r : | Manager, takes on the additional 
agency’s international operations. | 


duties of New York manager, suc- 
ceeding Mr. Pigott. 


“Woman's Day’ Opens S. F. 
Office: DeLone Head in L.A. 
Woman’s Day has opened a new 
advertising sales office at 582 Mar- 
ket St., San Francisco. Frank X. 
DeLone, formerly eastern ad man- 
ager, has been named Pacific 


Coast manager with headquarters | 


in Los Angeles at 2978 Wilshire 
Blvd. 


Gisholt Names Ebel 


Alvin A. Ebel, associated since 
1951 with the Gisholt Machine Co., 
Madison, Wis., machine tool man- 
ufacturer, has been named adver- 
| tising manager. 


Oe ee 


| Zellerbach Boosts Morgan 


Kenneth Morgan has been pro- 


moted by the Zellerbach Paper Co., 
|San Francisco, to assistant adver- 
tising manager, aiding Glory Palm 
Carlberg, who is advertising and 
sales promotion manager. Mr. Mor- 
gan has been with Zellerbach for 
1l years. 


Lochrie joins Meltzer 

Robert C. Lochrie, for the past 
five years vp and account execu- 
tive of Curt Freiberger & Co., Den- 
ver, has joined Richard N. Meltzer 
Advertising as manager of the 


Denver branch. 


Advertising Age, May 12, 1958 


Swift Joins Wilson Inc. 

Alfred M. Swift, formerly pro- 
fessional ad manager of E. R. 
Squibb & Sons, has joined Robert 
E. Wilson Inc., ethical drug agen- 
cy, New York, as vp and creative 
director. Mr. Swift was associated 
earlier with Jordan, Siebert & Cor- 
bett, ethical drug agency in Chi- 
cago. 


‘Food Broker’ Bows 

The Food Broker Magazine will 
make its debut in June. It will 
cover food brokers in the U.S. and 
Canada. Editorial and sales offices 
are at 1 Beekman St., New York. 
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BIGGEST LAMP 


Full range tinted light bulbs oscs” 
lead to FULL LINE SALES! ==" "> 


PROMOTION... 


... BIGGEST PAYOFF...IN A LIFETIME! 


This starts @ whole new 


£ 
LY 


trend in home fighting! 

Westinghouse has sure stepped 

out in tront with this one 

Shows it pays to sell 

Westinghouse 

This new Westinghouse line is just what 
we need for bigger light bulb sales 


BEAUTY TONE sow a: cm: 


NEVER IN ALL LAMP MERCHANDISING HISTORY 
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Inside spread 


Now! Decorator Pogested Lghting for cveny 200m... 
The new Westinghouse FULL LINE OF 


Cover 


the most dramatic home inghting 


developmen! i 3 decades 


A FULL LINE OF 


Beatty Tone LIGHT BULBS 
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ONLY WESTINGHOUSE S 


gives you this ance-in-a-litetiome opportunity tor EXTRA PROFITS! 
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LIGHT BULBS! 


The pink Bulb that proved your Gustomers wanted s change PLUS 2 MORE EXCITING NEW TINTS iat tet your customer choose 
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‘Inflation & Recession’ Out 

“Inflation and Recession?” is the 
title of the latest in Doubleday’s 
series of Headline Publications. All 
sides of the question are explored 
through extensive quotations from 
remarks and articles by President 
Eisenhower, Sec. George Humph- 
rey, J. K. Galbraith, William Mc- 
Chesney Martin Jr., Sumner H. 
Slichter and leaders of the US. 
Chamber of Commerce and the 
AFL-CIO. The publication sells for 
$1.50. 


‘Beauty School’ Sold 


Beauty School Management, na- 


——— 


tional trade publication for the|Net income was $8,012,003, against | John 


beauty culture schoo] field, has 
been sold by School-Industrial 
Press, Los Angeles, to Milady Pub- 
lishing Corp., New York. Starting 
with the June issue, the magazine 
will be merged with National 
Beauty School Journal. 


Ralston Sales, Earnings Up 
Sales and earnings of the Ralston 
Purina Co., St. Louis, for the six 
months ended March 31 were the 
highest for any similar period in its 
history. Net sales were $238,759,- 
065, compared with $220,040,037 
for the similar period a year ago. 


| $7,687,662 the year before. 
| Mueller Promotes Two 

Don Davidson, formerly field 
| sales manager of Mueller Clima- 
| trol, Milwaukee, has been promot- 
ed to marketing manager, a new 
post. At the same time Mueller ad- 
vanced Richard B. Schmidt, for- 
merly sales promotion manager, to 
sales manager for all Mueller prod- 
ucts. 


Dieterlen Named Ad Manager 


Paul J. Dieterlen, formerly di- 
rector of art and production of 


J. Robinson Agency, Cincin- 
inati, has been named advertising 
manager of Cincinnati Time Re- 
corder Co. 


LeBel Joins Canadian Shop 
Thompson-Peterson Advertising 

Agency, Montreal, has named L. R. 

LeBel manager of its Montreal of- 


ning. 


Tom Johnston to DFS 

Tom Johnston, formerly a vp of 
Grant Advertising, has joined 
Dancer-Fitzgerald-Sample, New 
York, as an account executive. 


y 
| 


How Westinghouse 


uses businesspapers to 
open up new markets 


OBJECTIVES: In August of 1956, Westinghouse introduced its new 
line of Beauty Tone light bulbs to the trade. Its primary objective 
was to secure countrywide distribution for the Beauty Tone line. 


WALTER D. SCOTT 
Manager, Advertising and 
Sales Promotion 
Westinghouse Lamp Division 
Bloomfield, N. J. 


The Westinghouse trade advertising campaign was designed to serve 
these purposes: 1) to obtain new accounts not now handling 
Westinghouse; 2) to get all of the business in those outlets where 
Westinghouse was sharing the business with competitive brands; 
3) to use the new Beauty Tone line as a means of increasing the 
Westinghouse share of the market on all lamp lines. 


SCHEDULE: The two-color eight page insert introducing the new 
Beauty Tone line to the trade was followed by a four-color six page 
insert with a coupon sample offer. These same inserts that appeared 
in eleven publications were later used as merchandising pieces. The 
campaign was climaxed by a series of black and white spreads in 


merchandising publications. 


. RESULTS: ‘‘Westinghouse received over 20,000 requests for samples 
in response to its coupon offer to the trade. Within less than five 
months, original production estimates proved inadequate. By the 
end of 1956, approximately eleven million bulbs were distributed. 
One District Sales Office reported Beauty Tone light bulbs going into 
100 stores of a chain handling a competitive line of lamps. Dealers 
and distributors all over the country reported Beauty Tone lamps 


responsible for total lamp sales 


increases up to 33 percent. 


AGENCY: McCann-Erickson, Inc. 


THE ASSOCIATED BUSINESS PUBLICATIONS 


Founded 1906 


COPY WRITERS, Account Execs, Ad Managers... here's a thor- 
oughly realistic check list of the ways and means of advertising 
to dealers...a reminder of some of the jobs you can do with 
trade advertising. Eight folders on eight ways to move more mer- 
chandise—all in a file folder. This is helpful stuff! Ask ABP—or an 
ABP_ member—for MAN IN THE MIDDLE. 


LOOK FOR THESE SYMBOLS 
OF WANTEDNESS: They iden- 
tify members of the Associated 
Business Publications... lead- 
ing businesspapers, working to- 
gether to give their readers— 
and their advertisers—more for 
thelr money? — 


Ap 


aD 


205 East 42nd St., New York 17, N. Y. © 201 North Wells St., Chicago 6, Ill. @ 1004 National Press Bldg., Wash. 4, D. C. 
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SAFE—This color page is the latest 
in Glass Container Manufacturers 
Institute’s campaign for glass 
packaging. It runs in July in Fam- 
ily Circle, Good Housekeeping, 
Ladies’ Home Journal and Wom- 
an’s Day. Kenyon & Eckhardt, New 
York, is the agency. 
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HOTEL CLEVELAND 


se Cleveland Room 


Dine in the splendid old world 
setting of a grand dining 
room. The menu is varied, the 
service unexcelled, 


Droye feon 


One of the brightest of the city's 
supper clubs. Dancing nightly 
from 9:00 p.m. 

Air conditioned, of course. 


A true specialty restaurant 
For Fabulous Roast Beef, 
roasted, carved and served 
to your order. 


MEN’S BAR 


Strictly stag — is this all male 
haven for good drinks, 

good food and good tolk. 
Plus sports events on TV. 


TRANSIT BA 


For rapid service in the most 

unique bar in the country . . 
decorated with an outstanding 
collection of miniature trains. 


“PANO 


Pause — in the relaxing, informal 
atmosphere of the gayly decorated 
Patio. It's a Cleveland habit to 
soy — “Meet me at the Patio.” 


se Coffee Shop 


Service is brisk and decor cheerful 
in the modern, air-conditioned 
coffee shop. Enjoy a tasty sandwich 
or a moderately priced meol. 
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CIRCULATIO]] 


Yes, the biggest percentage gains in the field 


...and the biggest numerical gains, too! 


All this growth happened in just ten years. In 1947 circulation was about 290,000. 
Today the figure is 1,050,000—the biggest gains in numbers and the biggest gains 
percentagewise of all four weeklies charted here. 

The combined gain for these four magazines totals 1,776,000. And 37% of it— 
more than 650,000—has been scored by ‘“U.S.News & World Report.” 

More than 1,000,000 of America’s important people now make their plans and 
decisions on what they read in ‘‘U.S.News & World Report.”’ 


Here’s a magazine devoted entirely to the essential news of our national life, 
including world affairs—useful news, original news, the complete news. 


= GROWTH dramatizes the ever-increasing im- 
pact of this news on the day-to-day living and 
planning of pedple with big responsibilities—people 
who take their responsibilities seriously because their 
decisions are big ones, affecting the economy and the 
progress of the nation. 


No premiums, no door-to-door salesmen 


One important point about this growth: it has come 
about through the use of only the most voluntary of 
circulation methods—no premiums, no door-to-door 
salesmen, no sales in combination with other maga- 
zines. 

Another important point about this growth: it has 
come, in substantial part, from readers who formerly 
subscribed to one or more of the other three weeklies 
in the field. These readers have found, for themselves, 
that “U.S.NEws & WorLD REPORT” reports and 
analyzes the news in the way most useful and 
meaningful to them. 


B U.S.NEWS & WORLD REPORT 


Americas Class News Magazine 


10TH ANNIVERSARY YEAR 


“U.S.News & World Report’ established 10 years ago 
“United States News’’ established 25 years ago 


Think for a moment what this growth—this volun- 
tary growth—means in terms of advertising values. 

Here, in one audience, is a concentration of the 
initiators and decision-makers in business, industry, 
finance, government and the professions. 

Here is a concentration of 1,050,000 active families 
whose incomes average $14,826—highest of all maga- 
zines with more than 1,000,000 circulation. 

Here is a magazine that has that priceless quality 
of being the magazine read first for the complete news 
—the magazine preferred as “most useful” (ask for 
the research on this point)—the primary reading for 
America’s most important people. 


THE 
U.S.News PORRTTST: 


é Wortd — NEWS MAGALINE 
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CIRCULATION GAINS 


658,958 News Weeklies and Management Weeklies 


1947-1957 
984,347 


Lowest per-thousand cost 
in the field 


“U.S.NEws & WorRLD REpor?’’ is today a 
greater value than ever before—a magazine 
which more and more companies are 
finding essential to the successful marketing 
of their goods and services. 


132,187 


“USN&WR” 


TIME 


NEWSWEEK ~— BUSINESS 


WEEK 


Source: Comparison of publishers’ statements to the Audit Bureau of Circulations 


NET PAID CIRCULATION Now 1,050,000 


For full documentation on the ‘‘U.S.News & World Report” advertising offices in Boston, Philadelphia, Cleveland, Detroit, 
market, contact your advertising agency or our advertising Chicago, St. Louis, San Francisco, Los Angeles, Washington 
Offices at 45 Rockefeller Plaza, New York 20, N. Y. Other and London. 
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NIAA Slate Is 
Led by Myers, 
ISIM Proponent 


(Continued from Page 3) 
opment, U.S. Steel Corp., Pitts- 
burgh, might find it embarrassing 
to stand for election. Mr. Myers, 
currently vice-chairman, has been 
nominated to be chairman of the 
board to succeed R. C. Sickler, 
product group manager, advertis- 
ing department, E. I. du Pont de 
Nemours & Co., Wilmington. 


s During the past year Mr. Myers 
was chairman of the task force 
that drafted the controversial ISIM 
proposal, and he has been one of 
its strongest supporters. He is a 
member of the American Iron & 
Steel Institute, past president of 
the Pittsburgh chapter of NIAA, 
past president of the Sales Execu- 
tives Club of Pittsburgh and a 
member of the Porcelain Enamel 
Institute. 

W. D. Crelley, advertising direc- 


tor, Owens-Corning Fiberglas| 
Corp., Toledo, is the nominee for | 
vice-chairman. He has not been an | 
active supporter of ISIM, but he | 
has spoken for it. Formerly asso-| 
ciated with General Electric Co.| 
and Sweet’s Catalog Service div-| 
sion of F. W. Dodge Corp., Mr. 
Crelley became director of adver-| 
tising and sales promotion for cat 
divisions of Owens-Corning in 
1956. Active in NIAA for some) 
time, he has served as a vp of the 
association and also as chairman 
of the board of trustees of the In- 
dustrial Advertising Research In- 
stitute. 


® The other candidates are not so 
controversial. George H. West, di- 
rector of advertising and public 
relations, Consolidated Electrody- 
namics Corp., Pasadena, Cal., is 
the nominee for West Coast vp. He 
has served as a director of NIAA 
and currently is a trustee of IARI. 

M. S. Miranda, director of pub- 
lic relations and advertising, Dres- 
ser Industries, Dallas, has been 
named Southwest vp candidate. 
For 15 years assistant ad manager 
of Petroleum World, he has been a 
newspaper man, press agent and 
movie gag writer. He is a past 
president of the North Texas chap- 
ter of NIAA, and last year served 
as an NIAA vp. 

T. A. Yellowlees, advertising and 
sales promotion manager, motor 
and control department, Canadian 
General Electric Co., Peterborough, 
Ont., is the nominee for Canadian 
vp. A native of Toronto, he has 
been active in NIAA affairs for 
a number of years and last year 
served as regional vp. 


@ Michael J. Turner, senior vp 
and director, G. M. Basford Co., 
New York, has been nominated for 
the post of secretary-treasurer. 
Formerly with Newell-Emmett Co. 
as an account executive, he joined 
Basford in 1944 and has been ac- 
tive in the New York chapter of 
NIAA. 

The two nominees for associate 
director are Mitchell Tucker, vp 
and advertising manager, Oil & 
Gas Journal, and publisher of Oil 
& Gas Equipment, Tulsa; and Ray 
Richards, vp and director, Cono- 
ver-Mast Publications and pub- 
lisher of Purchasing Magazine, 
New York. # 


. 


Perry-Brown Buys Talley 
Perry-Brown Ine., Cincinnati, 
has purchased the assets of Tom 
Talley Advertising Inc., Cincinnati, 
and will service Talley accounts. 
Tom Talley has been named ad- 
vertising manager of the Realistic 
Co., Cincinnati, manufacturer of 
professional hair preparations, 


Oakland Adclub Elects L- 


Helen A. Kennedy, president of 
Kennedy-Hannaford Inc., has been 
elected 1958-59 president of the 
Advertising Club of Oakland—the 
first woman to hold the post in the 
club’s 54-year history. Other new 
officers are: B. Charles Wanlsey, 
manager of the Better Business 
Bureau of Alameda-Contra Costa 
Counties, lst vp; Tom Herbert, 
McCarthy & Herbert, 2nd vp; and 
Irla Hjerpe of Wilson, Johnson 
and Higgins, investment company, 


treasurer. t 


Anderson-McConnell Adds 1 


Lindsay Ripe Olive Co., Lindsay, 
Cal., has named Anderson-McCon- 
nell Advertising Agency, Los An- 
geles, as its agency. The company 
is a cooperative marketing associa- 
tion of olive growers, which oper- 


company says. 


HEAT RESISTANT—D. L. Clark Candy Co. outdoor posters, scheduled for 
posting May 25 in the East, Northeast and Midwest, emphasize that 
the Zag Nut bar is the only candy bar created especially for hot 
weather. The bar has a special candy coating that helps retain the 
freshness and flavor of the bar’s center in warm, humid weather, the 
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Sless to Cassidy-Richlar 


Bernard Sless has been appoint- 
ed director of sales and merchan- 
dising of Cassidy-Richlar, Phila- 
delphia direct mail advertising 
house. Mr. Sless was formerly gen- 
eral sales manager of Bayuk Ci- 
gars, also Philadelphia. 


‘Newsweek’ Names Sweeney 
William O. Sweeney, formerly in 
the Chicago office of Newsweek 
International, has been named 
West Coast manager, with head- 
quarters at San Francisco. 


Brown to Beaumont, Heller 
Beaumont, Heller & Sperling, 
Reading, Pa., has added William 
N. Brown to its creative staff. Mr. 
Brown was formerly with Grant 
Advertising in Detroit. 


Maher Joins DéC 


ates the largest ripe olive process- 
ing plant in the world. 


DMAA Offers ‘Layout File’ 
The Direct Mail 


out File,” 


Edmond B. Maher, formerly of 


Assn., 3 E. 57th St., New York 22,|format of direct mail pieces. The| the Nestle Co., has joined Dona- 
is distributing to members “Lay-| price for extra copies to members| hue & Coe, New York, as an ac- 
a 64-page brochure of|is $2.50. The price for non-members! count executive 
Advertising | ideas for shape, arrangement and| is $5. 


in the grocery 


products division. 
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announcing the 


PRIZE WINN} 


- in the PARENTS' MAGAZINE Slogaln 


25 HONORABLE § WV 


‘Do you agree with 
_ the choice of 
the contest judges? 


Statement by the contest judges 
(George J. Hecht, President and 
Publisher; Allison R. Leininger, Ex- 
ecutive Vice President; George Had- 
‘lock, Advertising Manager; Mrs. 
Mary Buchanan, Editor; Monroe 
__E. Michels, Promotion Manager) : 
We received in this contest 1039 
slogans, submitted by 670 contest- 
ants. There were so very many ex- 
cellent slogans that we had a most 
difficult time choosing winners. We 


E. is. Perhaps you may not agree with 
_. our selections. The two top-prize- 
winning slogans emphasize, as one 
__ winner put it, “the unique difference 
between readers of PARENTS’ MAGA- 
‘ZINE and others.” Actually, virtually 
all the slogans submitted stressed the 
5 uniqueness of PARENTS’ MAGAZINE. 


We give hearty. thanks to every one 
of _ who submitted slogans! 


Ph eee 


used our best judgment, such as it 


Ist PRIZE 51,000 


Mother love is the most powerful 
force in the world! No other magazine 
influences this force like PARENTS’. 
—J. Edward Boyle, Batten, Barton, Dur- 
stine & Osborn, Inc., New York City. 


2ND PRIZE~A Portable TV Set—Love makes PARENTS’ 
the best market in the world !—J. R. Warwick, Morey, 
Humm & Warwick, Inc., New York City. 


3RD PRIZE—35mm Camera—PARENTS’ MAGAZINE 
..»- Read and believed by those who buy more.—John 
C. Simmons, Dr. Pepper Company, Dallas, Texas. 


4TH PRIZE—Clock Radio—PARENTS’ MAGAZINE— 
where reader confidence means product acceptance. 
~Sherman E. Rogers, Anderson & Cairns, New York. 


STH PRIZE—Gold Wristwatch—PARENTS’ MAGAZINE 
—Bought and Believed by Families in Their Years 
of Acquisition.—Paul L. Loewenstein, Paul L. Loew- 
enstein Advertising Company, Luray, Virginia. 


6TH PRIZE—Gold Wristwatch—The trusted guide of 
thoughtful parents during the biggest buying years 
of their lives.—Arthur Sherrill, New York Herald- 
Tribune, New York City. 


7TH PRIZE—Gold Wristwatch—The magazine parents 
read and trust during those years when their buy- 
ing needs are greatest.—Frederick L. Olsen, Hexson 
& Jorgensen, inc., Los Angeles, Calif. 


8TH PRIZE—Gold Wristwatch—The trusted guidebook 
that commends your goods or services to parents 
throughout their heaviest buying years.—C. R. Cur- 
tis, J, Walter Thompson Company, Detroit, Mich. 


9TH PRIZE—Gold Wristwatch—The magazine read 
and trusted by America’s biggest buyers—the young 
mothers and fathers of growing children.—Joseph 


Hoffman, The Prudential Insurance Company df - 


America, Newark, N. J. 


1OTH PRIZE—Gold Wristwatch — Reader trust in 
PARENTS’ editorial and advertising content sparks 
buying action in the young family morket|—Stand- 
ish C. March, Vice President, J. Walter ere 
Company, New York City. 


% 
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While no prizes were announced for 
Honorable Mentions, we are giving 
each such winner two subscriptions to 
PARENTS’ MAGAZINE to send to their 
family or friends. 

The magazine with the Seal that seals the sale. 
~—James A, Gray, McCann-Erickson, New York City. 


The parents who read PARENTS’ have children 
burning holes in their pocketbooks.—G. 1. Young, 


The Procter & Gamble Company, Cincinnati, Ohio.. 


PARENTS’ MAGAZINE helps parents help their chil- 
dren, their homes, themselves... the “Grow” market 
fer growing sales.—DeWitt O’Kieffe, Leo Burnett 
Company, Inc., Chicago, Ill. 

The magazine that mothers and fathers believe in 
and buy from.—David L. Rand, Vice President, Grey 
Advertising Agency, Inc., New York City. 
PARENTS’... the magazine whose contents young 
mothers and fathers study, trust and act upon—fvan 
l. Peterson, Batten, Barton, Durstine & Osborn, Inc., 
Buftalo, New York. 


To Reach Parents, You Need PARENTS‘i—Bruce W. 
Wert, The Goodyear Tire and Rubber Company, 
Akron, Ohio. 


Millions of kids and billions of dollars—that’s what 
PARENTS’ families cre made ofl—Ruth Johnson, 
Milton Carlson Company, Los Angeles, Calif. 


PARENTS’ MAGAZINE Sells the Mothers of Well- 
Cared-For Children.—Lawrence Katzman, Kaz In- 
corporated, New York City. 


Devotedly serving the growing American family 
when its needs are greatest, its hopes are highest! 
~Ruth V. Neumann, Duraclean Company, Deerfield, 
i. 


Where editorial and advertisements are seen, read, 
believed, acted upon daily in nearly 2,000,000 
child-centered homes.—Glenn Stewart, The KVP 
Company, Kalamazoo, Mich. 

PARENTS’... 
peak period of purchasing.—Avron Spiro, Jr., Loke- 
Spiro-Shurman, Inc., Memphis, Tenn. 


practically, a primer for parenthood, 
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Advertising Age, May 12, 1958 


Don’t Convert to ISIM; ‘Sponsor’ 


I D s N Y NI A A U s |lose the support of their corpora- | 
| tions, many of which are the larg-| 
I, owling Urges ° e nif est in the field of industrial adver- | 


(Continued from Page 3) 
B. Mapel, Barrington Associates, 
chairman and member respective- 
ly of NIAA’s’_ implementation 
committee for ISIM, three devel- 
opments stood out: 


e Mr. Mapel predicted the de- 
feat of ISIM at the NIAA con- 
vention June 4 in St. Louis. He 
pleaded with the New York mem- 
bers, however, to support the re- 
organization plan. “The preserva- 
tion of NIAA,” he said, “calls for 
an infusion of new ideas and tak- 


ing a new direction. Even though | 


ISIM is defeated at St. Louis, 
and I expect it will be,” Mr. Ma- 
pel said, “it is my hope that the 
New York chapter will join the 
ranks of the minority. Defeat of 
ISIM will not destroy it. It will 
mean only a delay in putting the 


broad concept of a new type of 
professional marketing organiza- 


/tion into effect.” 


e It was announced that the New 


York chapter will vote on the) 


ISIM proposal by mail. Both ac- 
tive and associate members will 
receive ballots. 


e Mr. Dowling said that he hoped 
the New York delegates would 
be able to go to the St. Louis 
convention without taking a posi- 
tion on ISIM before the question 
is debated on the convention floor. 

Mr. Dowling expressed _ the 
opinion “that the ISIM question 
may destroy NIAA, regardless of 
whether the resolution is adopted 
or defeated. 


a “If it is defeated,” he said, “I 
think we will lose the support 


, and interest of the most outstand-| 


|ing men in industrial advertising. 
| By losing their interest, we would 


tising. 

“It is my belief,” Mr. Dowling 
said, “that the only salvation in 
the present situation is to find a 
compromise which will enable 
NIAA to develop stature in terms 
lof marketing, but at the same time 
provide the interests, services and 
personal prestige at the local level 
which many of our chapters are 
determined to preserve.” 


a Mr. Dowling proposed a “com- 
promise between the group ready 
to exercise its abilities at the up- 
per level of marketing and the 
group that wants NIAA to keep 
its present form.’ He proposes 
the NIAA “sponsor” ISIM in the 
same manner as it sponsors the 
Industrial Advertising Research 
Institute. 

“This approach,” Mr. Dowling 


SMOOTHEST WHISKEY 
THIS SIDE OF CANADA 


SRA | AACR RRECLEY 


RESEARCHED—Its “smooth” approach 
in current newspaper advertising 
is the result of research proving 
that it is the word associated by 
most buyers with quality whisky, 
says Jas. Barclay & Co. 


said, “would permit NIAA to ap- 
proach other organizations within 
the marketing area for support 
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PARENTS’ MAGAZINE 


They trust us to bring up their children—No wonder 
they rely on our ads!—William D. Tyler, Chicago, ill. 


PARENTS’ Where reader-trust and confidence is a 


priceless valuel~H. G. Selby, Meldrum and Few- 


smith, inc., Cleveland, Ohio. 


Edited with a tender loving care that devoted young 
_ parents instinctively know they can trust.—Robert 
B. Parker, Jr., Wilson, Haight, Welch and Grover 


, Inc., Hartford, Conn, 


PARENTS’ .. 


-@ time of life, a way of life, a trusted 


buying guide.—Lucille M. Freeman, Bearden-Thomp- 


son-Frankel, inc., Atlanta, Georgia. 


PARENTS’ MAGAZINE—Unique in its appeal, 


, backed by the power of the Commendation Seal, 
priceless in its value to advertisers.—Ben Herr, Eby 


Shoe Corporation, Ephrata, Penn. 


' PARENTS’—the magazine most interested in chil- 
dren, and most trusted by parents.—Sam Haven, 


Benton & Bowles, inc., New York City. 


« PARENTS’ MAGAZINE—designed with parents in 
mind—and children at heart.—l. G. Roblyer, Bendix 


_. Aviation Corporation, Elmira, N. Y. 


Friend of the Family—for people who buy on ad- 
vice of a friend who knows !—William D. Tyler, Chi- 


cago, lilinois. 


The magazine children grow by and parents swear 
+ by.—Jack 8. Peters, Kastor Farrell Chesley & Clif- 


ford, Inc., New York City. 


‘Your product gets more appeal when it earns the 
P.M. seal.—Webster Kuswa, Morrison-Greene-Sey- 


mour, Inc., Milwaukee, Wisc. 


No. 1 Medium for hands thot rock the cradle and 
rule the buying world.—Avron Spiro, Sr., lake- 


Spiro-Shurman, Inc., Memphis, Tenn. 


For two generations, turned to by parents and re- 
toilers as the most trusted guide for family buying. 
~E. Bradish, Chicopee Mills, Inc., New York City. 


Where heart strings and purse strings are synchro- 


MAGATINE & FAMILY HOME GUIDE 


rearing children from =] 


Parentgy 


makes 


the best 


nized for You.—Lloyd ira Miller, Allentown, Penn. 


The magazine devotedly believed in and trusted by 


young, growing families during their biggest buying 


period.—Jack 1. Moss, New York City. 
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MOTHER 
LOVE 


sales-producing 
medium in the world: 


Adapted from the prize-winning 
slogans submitted in PARENTS’ 
MAGAZINE’s Slogan Contest. 


_ circulationin homes 
with over 4 million children! 


Male readership 60% higher than 
the average of the leading 
Women’s magazines! 


' Advertisers may apply for this 
Commendation Seal that seals the 


—— 
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most sales for mothers and fathers! i 


Copyright 1958, The Parents’ Institute, Inc., publishers of Parents’ Magazine. 52 Vanderbilt Avenue, New York 17, N. Y. oN 
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|| ing on committees and assuming 
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|| of ISIM. This aid would probably 
increase its chances of success. 
Equally important, by maintaining 
|NIAA in its present form, an op- 
portunity would be provided to 
those individuals on their way up 
to develop themselves by work- 


responsibilities in a trade organi- 
zation.” 

Most of the presentation of ar- 
\guments for ISIM by Messrs. St. 
'Thomas and Mapel went over 
| ground that has been covered ear- 
lier at chapter meetings in other 
cities. The questions from the 
floor were relatively few and were 
lukewarm. 


s Dick Hodgson, executive editor 
of Industrial Marketing, presented 
that magazine’s “Advertising 
company of the year” award to 
the Charles Pfizer Co. for its spe- 
cial annual report insert last year 
in The New York Times and its 
four business publications adver- 
tising programs. + 


‘Poultry Journal’ Splits 

American Poultry Journal, effec- 
tive with its September issue, will 
split into three specialized editions. 
The three new editions, with page 
rate, are The Egg Producer, which 
will have four regional editions, 
eastern, midwestern, southern, Pa- 
cific (national rate: $1,700); The 
Broiler Producer ($500), and The 
Turkey Producer ($500). 


Snapp to Beaumont & Hohman 
Donald T. Snapp has been named 
a senior account executive in the 
San Francisco office of Beaumont 
& Hohman, which moved its head- 
quarters from Chicago to the West 
Coast Jan. 1. Mr. Snapp was for- 
merly with Gerth Pacific Adver- 
tising Agency, San Francisco. 


Pierce Joins Cole & Weber 

Frank N. Pierce, formerly ad- 
vertising copy chief of J. Wein- 
garten Inc., Houston grocery chain, 
has been appointed assistant ad- 
vertising executive of Cole & Web- 
er, Seattle, specializing in food 
accounts. 


executives 


can you use 


$1500 - $2500 
or $5000? 


Abuongetl Uy phing 


Your own signature is all that is required. 
No collateral . . .no endorsements . , .no 
red tape. Our simplified form has fewer 
questions...privacy is assured at all times. 
Payments may be spread over 2 years. 


BORROW THIS MONTH— 


NO PAYMENTS TILL AUGUST 
Call Mr. C. C. Lyons, Vice Pres. 


Murray Hill 2-5000 


COMPLETE BANKING 
SERVICES 
for BUSINESS and 
the INDIVIDUAL 


INDUSTRIAL 
BANK or COMMERCE 


Main Office: 56 East 42nd Street 
Other offices throughout the city 
Member Federal Deposit Insurance Corporation 


Available to residents of N. Y. Metropolitan area 
Including Conn. and N. J. 
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Good Typography 
Cuts Space Costs 


Here Type Can & Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago 1 


Morin Joins MGM-TV 

Robert B. Morin, formerly with 
National Telefilm Associates, has 
joined the sales staff of MGM-TV, 
| New York, tv film distributor. Mr. 
| Morin’s sales territory will be the 
eastern region, with headquarters 
in New York. 


Von Gerloff to Otto 

W. S. von Gerloff, formerly as- 
sistant promotion manager of the 
Merrell-National (Overseas) lab- 
oratories division of Vick Chemical 
Co., has joined Robert Otto & Co., 


New York, as an account executive. 


‘Naturally, 
I'm a 
natural- 
born 
salesman’ 
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; \| MAGOO'S 
ARABIAN 
NIGHTs 


ED 


THE MOST FAMOUS 4 
CARTOON HUCKSTER 

OF THEM ALL IS 

MAKING HIS 

FIRST FULL-LENGTH 
TECHNICOLOR FEATURE 
FOR COLUMBIA 
PICTURES! 


@©u.P.A. PICTURES INC. 1958 


sheers! Pas 


JUSTIN 


at SCREEN GEMS | 
711 Fifth Avenue, New York City 
PLaza 1-4400 Extension 572 


| 
| 
| 
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Weil Plough Lipscomb 
PRIZE FOR PLOUGH—Abe Plough of Plough Inc., Memphis, which ha 
put $80,000,000 in newspaper advertising, gets a bronze reproduction 
of an ad for St. Joseph aspirin from Louis A. Weil, new chairman o 
the Bureau of Advertising, American Newspaper Publishers Assn 
Looking on is Charles Lipscomb Jr., president of the BofA. Awar 
recognized Plough’s “50 successive and successful years of news 

paper advertising” (AA, April 28). 


ABC Names Delaney 

James F. Delaney, formerly with 
Ziv TV Programs, has been ap- 
pointed division manager of the re- 
cently created Proven Programs 
sales division of ABC Film Syndi- 
cation, New York tv film distrib- 
utor. 


Hockaday Adds Enger-Kress 
Enger-Kress, West Bend, Wis., 
leather goods maker, has named 
Hockaday Associates, New York, 
to handle its advertising. Arthur 
Towell Inc., Madison, Wis., is the 
previous agency of record. 


Names Killingsworth-Moreland 

Broco Inc., Los Angeles, has 
named Killingsworth-Moreland, 
Los Angeles, to handle its adver- 
tising nationally. Broco is a phar- 
maceuticals distributor. Radio and 
| television campaigns are planned. 


Maxon Boosts Adams 

Dorothy Adams has been pro- 
moted from the copy department 
of Maxon Inc., New York, to exec- 
utive on the General Electric ra- 
dios and phonographs department 
account. 


New York BBB Moves 

The Better Business Bureau of 
New York City has moved to new 
quarters at 220 Church St. 


ee Neen 


the new force 


in building 


Architectural Forum the magazine of building published by TIME INC. 


‘Movement West’ 
Is New History of 
Ad Assn. of West 


Los ANGELES, May 6—The lo 
and colorful history of the Adv« 
tising Assn. of the West has be 
compiled by E. J. Murphy, p: 
president of the organizati 
(1936-7), and set down in his ne 
ly-published book, “The Movem« 
West” (Sage Books, Denver, $4.5 

The association, which now cc 
ers 11 western states, Alaska, H 
waii and western Canada, has be 
continuous since 1903, though 1 
name has gone through some ey 
lution (starting with Pacific Co; 
Advertising Men’s Assn.). ] 
Murphy spent ten years compili 
information for the work. 

The book includes a brief h 
tory of West Coast advertising | 
fore the association was form 
The “Go West!” cry was taken 
in the advertising of clipper sl 
owners and later by the railroa 
In the fast-growing West, fa 
advertising and fantastic claims | 
some products constituted a s« 
which caused honest admen to fo 
an association of legitimate adv 
tising people. 


= Feats of some of the West’s lez 
ing admen are recalled in the bo 
William T. Cresmer, of the Fre: 
Evening Democrat, preceded — 
nationwide business tours at 1 
turn of the century by sendi 
cards to space buyers, readir 
“Coming with a bunch of rais 
and reasons.” Curious advertis 
greeted him, and Mr. Cresn 
helped sell the country on Fresn 
product, and sold a lot of natio 
advertising space for the Democr 

The birth of the association, 
formative years and its detai 
history are presented in “1 
Movement West.” Mr. Murphy | 
cludes in his book the agenda 
many meetings, a complete list 
association presidents, and some 
the group’s notable accompli: 
ments. # 


John Hogan Joins EWRR 

John F. Hogan, formerly prod 
advertising manager of Pfizer L: 
oratories, has joined Erwin Was 
Ruthrauff & Ryan, New York, 
account executive for Lederle L: 
oratories, division of Americ 
Cyanamid Co. 


B. T. Babbitt Shows Profit 

B. T. Babbitt Inc., New Yo 
reports a profit of $159,046 for 
first quarter of 1958 compa 
with a loss of $92,000 for the sa 
period in 1957. 
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On an average day, 41 percent of the adult listeners 


specify WJR as their radio station. This was learned 
from an Alfred Politz Research, Inc. survey of an area 
where 196 other stations were heard. 


WHEREVER THEY ARE, 


These personalities are heard only on WJR 


PROGRAMMING MAKES THE DIFFERENCE 


WJR programming is designed to satisfy the more than 
17,000,000 people in WJR’s primary coverage area. To 
do this, local programming is emphasized and for good 
reason: Programming with just the right touch of ex- News Editor Vocalist 
clusive personalities and features has won for WJR an 
overwhelming popularity among all listeners. In terms 
of adult audience, it has won the dominant share .. . 
assembled the purchasing power into one huge package 
that’s easy for an advertiser to reach. Such programming 
is a skillful blend of information, entertainment, and 
public service that gets close to the interests and atti- 
tudes of people, so that they will remain close, loyal Announcer Newscaster 
listeners to WJR. And that’s just what they are—close 

and loyal and numerous—as proved by successes of 

WJR advertisers. This was confirmed by Alfred Politz in : 
a listener survey of the Detroit-Great Lakes area. > . 


Farm Editor 
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ADULTS STAY CLOSE TO 


 @ 


BILL BARBER JIMMY 
Vocalist Announcer Music Director __Newscaster 


JACK HARRIS BRUCE CHAPMAN 
Feature Personality The Answer Man 


1. P. McCARTHY MARTY McNEELEY 
Announcer Feature Personality 


CHARLEY PARK 
Chief Announcer 


In addition to network stars and 
their shows, WJR offers a fine selec- 
tion of news documentaries, public 
affairs programs, special events, 
dramatic plays, serials, westerns, 
and mysteries. 
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’s dominance gives you the greatest effective reach in 
3 America’s fifth richest market 


speak.” 
In its primary signal area, WJR’s voice penetrates America’s oo 
fifth richest market which accounts for 10% of almost anything— -_ aa Any 


come impor 
tools in her 
‘ and her twi 


people, income, sales. Daytime coverage is shown above, as 
compiled by the WJR Engineering Department with approved 


field-strength measuring equipment. At night, coverage includes to a group 
most of the 48 states and a major portion of Canada. Mail authen- mye 


ticates the tremendous reach of WJR. 


news of new 
and one goo 
become a lez 
to know al 
products. Th 
of cosmetic: 
standards of 
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reaches the most people with the most buying power 


Eighty-one percent of the purchasing power in the Great Lakes 
area is controlled by people 30 years of age and older. In this 
age group (again, according to Alfred Politz Research, Inc.) WJR 
has more listeners than the next six Detroit radio stations combined. 
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The distri 
Formula ha: 
the Federal 

with false ac 
tations, to 1 
product will 
heads and ° 
Cited in the 
Sales Inc. a 
FTC charge 
shedding is 
pattern bald 


nee: 


That’s why products that mean business advertise on WJR! 


If you want to reach buying power effectively—the adults of the 
Great Lakes area—contact your nearest Henry |. Christal repre- 
sentative for all the convincing facts. 
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n't Bug Teen 
Using His Lingo © 
Ads: Armstrong _ 


‘EW YorK, May 6—To reach 
teen market, illustrate a/ 
1 situation in your ad—but 
*t use teen talk to tell the 
ngsters about your product. 
hat’s the advice Donald D. 
nstrong Jr., vp of McCann- 
*kson, gave today to the 
hion Group’s forum on teen- 
rs and cosmetics. 
eer-agers, when buying, 
< information from their 
rs, not their parents or 
shers, he pointed out. Teen- 
rs will not identify with an 
that presents an adult situa- 
1, and they tend to ignore a 
duct so presented, he said. 
lowever, those sensitive 
1-agers will reject jivey copy 
t tries to imitate the teens’ 
1 picturesque language. 
ilk straight,” he recommend- 
with no patronizing, no 
cing down. 
sy 1964, people 20 years old 
| under will form 40% of the | 
ulation—77,000,000 of them. | 
an enormous market, made | 
of a variety of little markets, | 
pointed out. Great differ- | 
es exist between the various | 
. groups, and what appeals to 
13-year-old will probably 
attract the 19-year-old, he 
rned. 


[he other forum speaker, Dr. 
or Koeves, vp of the Insti- 
e for Motivational Research, 
‘ified: “Although teen-agers 

rebellious and_ skeptical 
en it comes to adult author- 
they believe in advertising 
i the publications especially 
ted for them. These are their 
des, their confidants, so to 
ak.” 
Yosmetics have tremendous | 
otional meaning to a teen-| 
» girl, he said, and have be-| 
ne important psychological 
Is in her quest for identity 
i her twin drives to belong 
a group and to become 
mebody” in that group. 
Teen-agers are eager for 
ws of new products, he said, | 
i one good way for a girl to} 
“ome a leader in her group is| 
know all about the latest 
»ducts. The teen-ager’s choice 
cosmetics depends on the 
ndards of her group, but by 
» 9th grade all girls wear 
stick, and by the 12th grade 
the class has started wearing 
scara, he asserted. + 


C Says Hair Ads False 


rhe distributor of Don’s Hair 
rmula has been charged by 
» Federal Trade Commission | 
th false advertising represen- 
ions, to the effect that the} 
oduct will grow hair on bald 
ads and will cure dandruff. 
ted in the complaint are Alex 
les Inc. and its officers. The 
‘C charges that most hair 
sdding is caused by “male 
ttern baldness,” and that the 
pparation can’t budge that 
ilady. It also will not cure 
ndruff, the commission al- 
res. 


wrence Fertig Names Twe 
Henry Bretzfield and Robert 
Wolfe have been named vps 
Lawrence Fertig & Co., New 
rk. Mr. Bretzfield has been 
th the agency for 23 years in 
th creative and management 
pacities. He is the author of a 
‘t book, “Liquor Marketing 
d Liquor Advertising,” and is 
‘ount executive on the Na- 
nal Distillers account. Mr. 
»lfe has been with the agency 
- five years and is also an ac- 
int executive on National 


Bowman Yerian 
THE MAN—Melvin E. Tharp, ad director of the Columbus Dispatch, 
was the winner of this year’s “Man of the Year” award made by the 
Advertising Club of Columbus, O. Joining in the presentation are 
Gus K. Bowman, Byer & Bowman Advertising Agency, the 1957 
winner, and James Yerian, WBNS Radio, adclub president. 


Allied Shifts Ruben 


been 
named to the new position of ad- 
vertising and sales promotion man- 
ager of Jordan Marsh, Miami de- 


William S. Ruben has 


partment store affiliated with 
Allied Stores Corp. Mr. Ruben for- 
merly was assistant to the Allied 
director of Southern Stores. Sam 
McColloch, formerly advertising | 
director of the Marsh store, has| 
joined Burdine’s, Miami depart- 
ment store, as advertising director. | 


‘Seattle Times’ Publishes Study | 

The Seattle Times has published | 
its “1958 Consumer Analysis of the 
Corporate City of Seattle.” This | 
llth annual report is a study of| 
consumer brand preferences, buy- 
ing habits, product usage and deal- | 
er distribution. 


| 

| 

Lewis Advertising Adds Two | 
Lewis Advertising, Newark, has) 
been named to handle advertising | 
for H. W. Porter Co., Newark, | 
maker of tile underground conduit, | 
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and the Beckwith Chandler divi- 
sion of Kirker Chemical Corp., 
Patterson, N. J. 


American Motors Taps Donat 

G. A. Donat has been promoted 
to assistant merchandising man- 
ager of American Motors’ auto- 
motive division. He formerly was 
a special sales representative in 
the company’s Chicago zone. 


Kuscher Joins FR Corp. 

Herbert A. Kuscher, formerly 
advertising manager of Detecto 
Scales, has joined FR Corp., New 
York photography equipment mak- 
er, in the new post of advertising 
manager. 


Created 
Produced 
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ADVERTISING 
230 N. MICHIGAN AVE. CHICAGO I, Hhk. 
FRANKLIN 2-202) 


stillers brands. 


Young, vibrantly alive and loaded—with everything it takes to knock 
life for a loop!—To buy a house, buy a car, have a baby—have a ball 
... That's really LIVING! 


For young homemakers, LIVING is like that today—and more. It’s the 
promise and the fulfillment. The dream come true... 


It's true. Today’s young couples have the incomes, the yens, the press- 
ing needs—they just need the know-how; and LIVING provides that. 
LIVING provides the thrilling ideas, what to buy—where, and for how 
much. It’s down to earth. It’s heaven, too... 

It's heaven for advertisers because young homemakers are today's 
T.O.P.% market—They buy more, because they need more. They’re in 


IEINEG 


the "must buy” years. That’s why, today, they’re buying more houses, 
more furniture, food and appliances than all the other people in this 


country put together. 


...Meet the market that needs no coaxing. 


*T.O.P. means Time of 


1. New families are being formed 
2. Families are expanding 
3. Families are moving 
LIVING’s readers are in these stages. 
ee ee ee 


Purchase ... greatest when: 
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FOR YOUNG HOMEMAKERS 


575 MADISON AVENUE, NEW YORK 22, N.Y. 
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SPACE 


IN THE 


$38,000,000 000 
MILITARY MARKET 


The six world-spanning Times Service 

Publications are first in paid space, first 

in paid circulation and first in advertising 

coverage of the gigantic, global military 

consumer and procurement markets. 
Write for full information. 


ARMY TIMES + AIR FORCE TIMES * NAVY TIMES 


The American WEEKEND + MILITARY MARKET Magozine 
The ARMY-NAVY-AIR FORCE REGISTER 


ARMY TIMES 
PUBLISHING CO. 
2020 M St., NW * Washington 6, D.C. 


U. S. OFFICES: Boston, Chicago, Charleston, 
S. C., Dallas, Detroit, Honolulu, Los Angeles, 
Miami, New York, Philadelphia, San Francisco. 
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‘Senate Unit to Open 


Allocation Hearings 


| WASHINGTON, May 6—Hearings 
on “the general question” of tele- 
| vision channel allocations and tv 
service to smaller communities 
will be opened May 27 by the Sen- 
ate commerce committee. 
Chairman Warren G. Magnuson 
(D., Wash.) also announced that 
hearings will start June 2 on the 
bill by Sen. John W. Bricker (R., 
O.) to bring networks under the 
jurisdiction of the Federal Com- 
munications Commission. + 


Whitbey-Rehbock Gains One 

Roquefort Assn. Inc., New York, 
Roquefort foods promoter, has ap- 
pointed Whitbey-Rehbock Adver- 
tising Inc., New York, to handle its 
trade and consumer promotion of 
Roquefort cheese, dressings and 
spreads. George Gero Advertising, 
Patterson, N. J., previously han- 
dled the account. 


Jones Elected President 

Arnold Jones, pr and advertising 
|executive with Michigan Blue 
Cross, has been elected president 
of the Junior Advertising Club of 
Detroit. William Lyons, of the sales 
staff of Cupples-Hesse Envelope 
|Corp., has been elected treasurer. 


AMA Sets Meeting May 19, 20 


American Management Assn. 
will hold a two-day economic mo- 
bilization conference May 19-20 at 
the Hotel Astor, New York, at 
which the presidents of leading 
companies will tell how they are} 
mobilizing their resources to meet 
the current recession. Highlight of 
the meeting will be a major eco- 
nomic policy address May 20 by 
President Eisenhower. Vice-presi- 
dent Nixon will preside at a session 
that afternoon at which steps be- 
ing taken by industry will be sum- 
marized by Elmer L. Lindseth, 
president, Cleveland Electric Illu- | 
minating Co., and associate chair- 
man of the conference. 


Doherty, Clifford Names Two 

Doherty, Clifford, Steers & Shen- 
field, New York, has appointed 
Henry L. Musser an account exec- 
utive in the professional drug di- 
vision and James Maloney a senior 
art director. Mr. Musser formerly 
was with Cortez F. Enloe Inc. Mr. 
Maloney previously was with 
Foote, Cone & Belding. 


WHIM Appoints McEnaney 

E. James McEnaney Jr., former- 
ly on the sales staff of WJAR, 
Providence, R.I., has been named 
sales manager of WHIM, Provi- 
dence radio outlet. 
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duction men 


do the rest! 


Skillful, dependable service, elways. R.O.P. color, too! 
HOTO ENGRAVING COMPANY 
CHICAGO 6, ILLINOIS 


good engravings 
spark readership... 
help initiate 
sales-action 


A better ad calls for a better engrav- 
ing, whether it’s a simple zinc or a 
complex four-color R.O.P. engraving. 
Advertising managers and agency pro- 


‘““Engravings by Washington’’ will re- 
sult in better engravings. To add 
SPARKle to your ads and to SPARK 
sales-action, just give us a call. We’ll 


know that specifying 


° FRANKLIN 2-6343 


Zany ‘Annual Report 


to win customer acceptance 


in advertising, Granny Goose avoids high-pressure methods; uses “soft sell’’ 


Advertising Age, May 12, 1958 


1958 advertising ludget; $325,000, ; 


“ r] 


SOFT SELL—This whimsical illustration of soft sell is characteristic of 

the pictures which make up the bulk of Granny Goose Foods’ annual 

report. Like the remainder of the company’s vital statistics, its ad \ 
budget is presented in a single line below the caption. 


Granny Goose Hails 
Anniversary with 


’ 


SAN FRANCISCO, May 6—An “un- 
usually backward glance _ into 
the history of Granny Goose” is 
the company’s description of a rad- 
ical departure in annual reports, 
prepared by the San Francisco of- 
fice of Brooke, Smith, French & 
Dorrance of the Pacific Coast for 
Granny Goose Foods, 

The company’s 10th annual re- 
port, consisting mostly of off-beat 
pictures with humorous captions, 
was prepared by agency copywriter 
Carol Pauker and art director Jack 
Keeler under the direction of ac- 
count executive Parker Wood Jr. 
It has proved so popular that the 
first run of 7,000 copies was ex- 
hausted and it has gone into a 
“second edition” of 2,000 copies. 

“For the past several years,” Mr. 
Wood explained, “the two principal 
owners of Granny Goose, Mervyn 
Wangenheim Jr. and Peter K. 
Wanger, have cherished the idea of 
putting out a zany picture story of 
the company’s history and opera- 
tions.” 

This year, with Granny Goose 
celebrating its 10th and most suc- 
cessful year as a manufacturer and 
distributor of potato chips, corn 
chips, nuts and other snack prod- 
ucts, they decided to go ahead with 


| 
| 


|the project. 
| In directing a humorous repor 
| to the company’s grocer cutaall 
Mr. Wood said, the purpose wa 
|“‘primarily to project to the trad 
| the idea that Granny Goose is ngt 
‘only a growing and progressive 
firm, but one with which it is fun 
| to do business.” j 
f 

@ The agency was directed to make 
the “report” completely off-byat 
and many hours were spent ove} a 
period of several months locating 
picture ideas from various files. 
Some of the photos were by San 
| Preneiocs Chronicle photographer 
Ken McLaughlin and some ‘by 
commercial photographer Bob 
Skelton. 

Production costs amounted to 
$3,500 and requests for copies, of 
the annual report have come from 
financial and industrial executives, 
'other ad agencies, public utilities 
heads and the general public. + 
| 
Scholbe Named ‘Plating’ A.M. 

Ralph F. Scholbe has been 
‘named advertising manager of 
| Plating. Mr. Scholbe formerly was 
\in charge of advertising sales jin 
|eastern and midwestern territoy- 
| tes for The Log. | 


Caples Names Tery 

Joseph A. Tery, radio and tv dij- 
rector of Caples Co., New York, 
| has been appointed vp. 
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The General Outdoor Advertising Com- 
pany has been a long-time leader in advo- 
cating and practicing non-discriminatory 
planning and zoning of outdoor advertising. 
As a result, our operations are confined 
overwhelmingly to business, commercial 
and industrial areas in urban communities, 
because outdoor advertising belongs where 
business belongs. General Outdoor opera- 
tions are not now and have never been es- 
sentially “‘highway”’ operations. 

For more than a decade, General Out- 


door has maintained a large and efficient staff 
of planning and zoning experts to establish 
and administer a practical and fair Code 
of Outdoor Advertising Practices. This staff 
is so widely respected it is constantly con- 
sulted by state, county and municipal 
officials as to the form and content of zon- 
ing ordinances and other zoning activities. 

Your local General Outdoor Branch 
Manager is equipped to give you many 
additional points of interest about the Out- 
door Advertising Code of Practices. 


IN 1700 MARKETS 
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GET OUTSTANDING ACTION 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, Illinois 
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BRIGHT—This half-block long display for Aeronaves de Mexico is the 

world’s largest Day-Glo painted bulletin, according to the Day-Glo 

producer, Switzer Bros., Cleveland. The bulletin is atop the Wur- 
litzer Bldg. in New York. 


'George Gero Adds Three 

| George Gero Advertising, Pater- 
json, N. J., has been appointed to 
|handle advertising for Jet-Aer, 
Paterson, maker of aerosol prod- 
ucts, and Plastic Horizons Inc. and 
Raritan Plastic Corp., affiliated 
Paterson plastic product makers. 


Want Information? News? 


Burrelle’s will supply clippings 
from daily and weekly newspa- 
pers — national, sectional or local 
— magazines, 
promptly. 


trade-papers, 


"‘Welding’ Names Phelps 

Herman C. Phelps has been 
named eastern district vp of Weld- 
ing Engineer Publications Inc., 
Morton Grove, Ill. Mr. Phelps had 
been manager of the same district 
since January, 1955. 


Est. 1888 
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TV-TULSA covers 45 counties where .. . 


RETAIL SALES TOTAL 
$1,405,638,000.00* 


Food Sales total 
$306,757,000.00* 


Drug Sales total 
$49,078,000.00* 
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*Soles Management’s Survey 
of Buying Power 1957 


Subliminal Ads Don’t 
‘Brainwash’ Viewers, 
College Dean Says 


New ORLEANS, May 6—People 
can’t be “brainwashed” by sublim- 
|inal advertising, and much of the 
criticism of subliminal communica- 

tions techniques was based on mis- 

jinformation or ignorance of its 
|basis, according to a university 
dean here. 

In a talk at a regional convention 


Assn. of America, Dr. Henry J. 
Engler, dean of the college of busi- 
ness administration of Loyola Uni- 
versity of the South, denied vehe- 


“brainwashed” or forced to do any- 
thing contrary to his personal na- 


than he would be by visual adver- 
tising media. 

Dr. Engler declared that sub- 
liminal messages “put something 


it, as in brainwashing. They insert 
data, which will be acted upon 
later by the viewer, as a reminder 
advertisement that will make vis- 
ual media more effective in the 
selling process,” he said. 


® He ridiculed statements that 
children who watch subliminal ads 
for beer and whisky would be 
forced to become whisky or beer 
drinkers against their will. 

“Visual impressions we receive 
every hour of every day, condition 
us and all viewers for subliminal 
communications,” Dr. Engler said. 
He described subliminal communi- 
cation as a device “which presents 
information or ideas to a viewer, to 
enable him to make a selective re- 
sponse without being aware of his 
being communicated with in such 
a manner.” + 


Brown & Bigelow Ups Schoener 

Harold G. Schoener has been 
named international sales manag- 
er of Brown & Bigelow, St. Paul. 
He had been assistant interna- 
tional sales manager for the com- 
pany since May, 1955. 


Appoints Frank Taylor 

Frank L. Taylor, exec vp and 
director of the New York Herald- 
Tribune, has been named chairman 
of the Brand Names Week plan- 
ning committee for 1959. 
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Wilson Dawson 


HONORED—Ed Hill, executive editor of the Daily American, Rome, 
Italy, receives the Lincoln University award for significant contri- 
butions to human relations from President Earl E. Dawson of the 
university at festivities taking place in Jefferson City, Mo. L. Alex 
Wilson (seated), editor of the Tri-State Defender, Memphis, was 
toastmaster and winner of a LU award for journalism. 


Canada Consumer Credit Dips 

Consumer credit continued its 
downward trend in Canada in Feb- 
ruary. Credit outstanding on books 
of sales finance companies at the 
end of the month was $753,000,- 
000, 1.5% lower than the $746,- 
000,000 a month earlier, but 2.2% 
higher than the $736,000,000 a 
year before. 


‘Register’ Published 

The 1958 edition of “American 
Register of Exporters & Importers” 
has been published by American 
Register of Exporters & Importers 
Corp., 444 Pearl St., New York. 
The book lists more than 25,000 
U. S. companies, costs $15 in the 
U. S., $16 overseas postpaid. 


Kennedy to Cohen & Aleshire 

James T. Kennedy, formerly 
of Sullivan, Stauffer, Colwell & 
Bayles, has joined Cohen & Ale- 


shire, New York, as copy chief. 


Wilson’‘s ‘58 Ad Push 
Gets in Full Swing 


CuHIcAGO, May 6—Wilson Sport- 
ing Goods Co.’s 1958 advertising 
campaign is currently in full 
swing with the coming of balmy 
spring weather throughout most 
of the U.S. 

Ads featuring golf clubs, base- 
ball gloves, tennis rackets and balls 
and golf bags currently are appear- 
ing in Sports Illustrated, The Sat- 
urday Evening Post, Time and 
U. S. News & World Report. Wil- 
son is reaching the youth market 
with ads in Boys’ Life, the Scho- 
lastic magazines, Sport and Young 
Catholic Messenger. 

Members of the company’s pro- 
fessional advisory staff are fea- 
tured in ads in 123 newspapers in 
74 markets. Ads for baseball equip- 
ment are running in The Sporting 
News. Roche, Rickerd & Cleary is 
the agency. # 
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STARS vce 
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Western Food Chain 
Owners Told of Need 


for Dynamic Selling 


CORONADO, CAL., May 6—Speak- 
ers at the 37th annual convention 
of the Western States Chain Gro- 
cers Assn. stressed that dynamic, 


progressive advertising and mar-| 


keting were of vital importance in 
reversing the recession and ex- 
panding future economy. 

Walter L. Smoldt, western man- 
ager of the chain store division of 
ANPA’s Bureau of Advertising, 
said the grocers’ twofold challenge 
is to “make available and sell the 
increasing volume of food that our 
growing nation requires and to 
make available and project the 
kind of atmosphere that will bring 
shoppers into your store.” 

He forecast a 50% greater food 
market within ten years while the 
population grows to 200,000,000. 

“We still find a lot of evidence 
that food advertisers are not using 
the full power opportunities for 
marketing and selling that the dai- 
ly newspaper offers,’ Mr. Smoldt 
said. 

He said food and food advertis- 
ing is news, and cited a recently 
conducted survey in Battle Creek, 
Mich., which showed that 70% of 
the women interviewed said they 
refer to newspaper ads before pur- 
chasing food. 


® Blayne Hutchison Sr., of Dow- 
ney, Cal., association president, 
said in his opening address that 
“the challenge of tomorrow’s econ- 
omy will demand a high capacity 
for creative marketing by profes- 
sional management. Obviously this 
means new ideas and new ap- 
proaches must be developed con- 


tinually if we are to move ahead.” | 


John A. Logan, president of the 
National Assn. of Food Chains, said 
sales nationally had increased 8% 
to 10% in recent months. 

“We anticipate building more 
new stores than last year,” he said. 
“We will build 2,000 new super- 
markets, remodel 1,700 others. We 
will spend $750,000,000 on con- 
struction and new equipment.” # 


Westinghouse Names Klug 


Charles Klug, staff producer for | 


KDKA, Pittsburgh, has been ap- 
pointed fm program coordinator 
for the Westinghouse Broadcasting 
Co., New York. Last fall Westing- 
house began programming its four 
fm stations independently of its am 
stations to provide a third pro- 
gramming service. 


Baker Heads ANPA Institute 

Lisle Baker Jr., Louisville Cour- 
ier-Journal, has been elected pres- 
ident of American Newspaper 
Publishers Assn.’s Research Insti- 
tute. Other new officers are James 
S. Copley, San Diego Union-Trib- 
une, vp; Harold Grumhaus, Chica- 
go Tribune, treasurer; and Arthur 
T. Gormley, Des Moines Register- 
Tribune, secretary. 


ABC Radio Names White 


| 


| 


John H. White, formerly nation- | 


al sales manager of ABC Radio, 
New York, has been named direc- 
tor of national sales of the net- 
work. He takes over direction of 
the department formerly headed 
by sales vp Thomas C. Harrison, 
who resigned some time ago. 


Rupert 


does 
it! 


See page 128 
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iv Advertising Age, May 12, 1958 A 

Emerson Promotes Two ager for the manufacturer. Mr.) England Joins F&S&R Cunningham Joins Small K 
Eugene Van Cleve has been pro- Forman has joined the advertising| Robert B. England, manager of} Perry Cunningham, formerly of 

moted to advertising and sales|@d sales promotion departments | Grant Advertising’s San Framcisco|General Electric Corp., has joined tis 
promotion manager and Leo Hahn °f Lewyt Corp., Long Island City, | office until the merger with Abbott|the marketing and research de- po 
to field sales manager, a new post, | *Y- Y., as manager. Kimball, has joined Fuller & Smith |partment of William J. Small B 
by Emerson Radio & Phonograph | & Ross, San Francisco, as a senior | Agency, Boston. ke 
Corp., Jersey City, N. J. Mr. Van| Barron Adds One account executive. 7" 
Cleve, who replaces George For-| Ray Barron Inc., Boston, has WMEX Names McGovern M 
man, formerly was assistant ad-| been named to handle advertising | Representatives Moves Peter McGovern, former sales oi 
vertising and sales promotion) for the new Boston branch of Ra- Station Representatives Assn.,| manager of WCOP, Boston, has ra 
manager and Mr. Hahn was dio-Electronic TV Schools of the} New York, has moved to new of-| been appointed managing director as 
northeastern regional sales man- U.S.A. & Canada. \fices at 366 Madison Ave. of WMEX, Boston. D 


CAN AFFORD MORE 


THe RELATIVE POWER OF YOUR ADVERTISING to compel attention 


depends on your medium, as well as on art and copy. 
Just figure the many opportunities you get in The Wall Street Jour- 
nal to dominate automatically: 


The Journal has fewer columns to the page, and being a daily, has 


. — " 4 
fewer pages per issue than other national media. Advertising of virtually + 
every size stands out, gets into the limelight. Crisp, black-and-white com- p 
petes advantageously on absolutely even terms—no acrobatics needed to be 5 


the center of attention. 


Sie: 


— 


And you're in good position every time! All pages carry valuable 
information and studies show that page by page reader traffic is about as 
level as the Jersey Turnpike. 

The newspaper-size format is a blessing, of course. In The Journal, 
your bold sales messages can be bold. You don’t have to cram a gallon of 
sales fuel into a thimble of space. 

And if you want the other kind of dominance, too — the ability to 
come forcefully to the attention of your total business market . . . again 
The Journal is your must. It opens doors and closes sales for you in every ; ~ 
state, almost every county. 

To dominate the national business scene, The Wall Street Journal 


should head your list. 


YOU CAN GET IT WITH 


THE WALL 
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Advertising Age, May 12, 1958 


Kastor Adds Berry Refining 

H. W. Kastor & Sons Adver- | 
tising Co., Chicago, has been ap- 
pointed to handle advertising for 
Berry Refining Co., Chicago, mar- 
keter of Hy-Test 303 fuel oil in 
Illinois, Indiana, Wisconsin and 
Michigan through franchised fuel 
oil dealers. Tv, newspapers and 
radio will be used. The former | 
agency is Henri, Hurst & Mc- 
Donald, Chicago. 


NAFC Names Peachey 

J. R. Peachey, president of Lob- 
law Inc., Buffalo, has been named 
general chairman of the 25th an- 
nual meeting of the National Assn. 
of Food Chains, which will be held 
Oct. 5-8 in Chicago. 


'D.M.C. to Hilton & Riggio 


D. M. C. Corp., New York, man- 
ufacturer of embroidery and cro- 
chet thread and cotton knitting 


|yarn, has appointed Hilton & Rig- WPON Names Venard, Rintoul 
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gio, New York, to handle its ad- WPON, Pontiac, Mich., has ap- Jacobson Sets Twin 


vertising. Arndt, Preston, Chapin,| pointed Venard, Rintoul & McCon- | h s f rla n, 
Lamb & Keen is the previous agen-/ nell its national sales representa- Pus e ° J yso 


cy. _ tive. Jack Masla & Co. was the for- Exycello Shirt Lines 


|mer representative. 
Ruppert Promotes Leahy New York, May 6—F. Jacob- 


Louis G. Leahy, formerly as- All-Canada Changes Name son & Sons will launch an adver- 
sistant to the vp in charge of mar-| All-Canada Radio Facilities, To- tising campaign next fall which 
keting, has been named manager | ronto, radio-tv representative, has Will include use of tv and radio 
of the wholesale division of Jacob changed its name to All-Canada SPOts on a 75%-25% cooperative 


Ruppert, New York brewer. Radio & TV. | basis to introduce a new wash ’n’ 
8 |wear Jayson white broadcloth 


1, eae 


% Six columns instead of 8 — wider 
columns offer greater display 


° Enough pages to interest the reader, 


not to surfeit him 


© Big-Bertha page size for your. big pitch 


¢ Spreads or multi-page insertions for 
real billboard dominance 


44 Brood 


NEW YORK & WASHINGTON, D. C. 
St. 1015 - 14th St. N.W. 


Where every ad acts bigger... 


~~ | shirt. Called “Care eze,” the shirt 
| will retail for $3.95. 

Bé&w partial pages will be used 
in Esquire, Good Housekeeping, 
New York Times Magazine, Play- 
boy and Sports Illustrated to push 
ithe Jayson “Care eze” and other 
shirts. Jacobson’s agency, Alfred J. 
Silberstein, Bert Goldsmith Inc., 
will provide dealers with newspa- 
per mats and with store and win- 
dow displays. 


s Four-color pages will be used in 
consumer magazines to promote 
Jacobson’s more expensive Excel- 
lo line. The media list includes 
Holiday, Fortune, New York Times 
Magazine, The New Yorker and 
U.S. News & World Report. Inser- 
tions also have been scheduled for 
the Christian Science Monitor and 
Playbill. 

The Excello line will be adver- 
tised on tv in conjunction with Fab, 
the Colgate detergent. A one-min- 
ute spot, prepared by Ted Bates & 
Co., which handles Fab advertis- 
ing, will be used on three network 
programs, “Dotto,” “The Big Pay- 
off” and “The Millionaire.” In ad- 
ra dition, a 15-second radio spot, also 
ad in conjunction with Fab, is being 
4 offered retailers on a 50-50 co-op 
basis. 

The Jayson theme will hinge on 
pairs of names—like Mr. Black and 
Mr. White—real people, with their 
addresses appearing in the copy. 
The headline will say, “What do 
Mr. Black and Mr. White have in 
common?” # 


“SS 


Stolz Joins ‘Photography’ 

Walter J. Stolz, formerly on the 
sales staff of the Long Island 
Press, has joined Modern Photog- 
raphy as a member of its eastern 
advertising sales staff. 


THE WALL STREET JOURNAL 


Luce Joins ‘Photo Methods’ 
Walter Luce, formerly of Mc- 

Graw-Hill Publishing Co., has 

| been appointed midwestern sales 

|representative of PMI—Photo 

| Methods for Industry. 

| 
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| OFFER! 


_approach 


CHICAGO 
711 W. Monroe St. 


WHT JOURN 


PUBLISHED. AT: 


ee 


- DALLAS 


S poe 
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“WRITE TODAY time ! 


Free BOLD Daylight Fluorescent 
Screen Process Color Information Kit 


e “Color Card” Brochure: Contains perforated 
fluorescent swatches ... technical data... 
samples of different methods of using fluor- 
escent colors for maximum P-O-P impact. 
e Design Article: Expert advice on art and copy 
techniques. e Newsletter: Cost and use trends 
in fluorescent field. Kit saves time and money 
on every job! 

Consult your silk screen printer . 

“For brignt 


all your 
Lauter (([f)chomicas Inc. 


3550 Touhy Ave. * Chicago 45, Ill. 
Newark, N. J.* San Leandro, Cal. 


. . Specify BOLD 
SAN FRANCISCO _ 


911 Young St. 1540 Morket Street 


sis wir an okie F af i hy tO SS of fe WOO S tae. - Ror FPS xe, | - ee > i me * 
en Ore : ed Sg ae RN ene * ins uss a ete ee ple Wt ae eee. by Se ep ee iene ue Be ial eso 4 “ =! eS ou, 
ae 0) a 2 SRE me 4 aR ee, es sate ho oe ee 2 ee yk ‘he gS 9 SU Fis ea iat aR hse TARR hc as pe rier: S's Sy eg Es ty ir, me + a % 
: ea nee Reta op a blag ao on . : ae RN RE Pie ae eS Ce py EA Sgiite be PE ae regi tte pie ay 1 Oo ; 
ieee ' 2 = a nia . Z 2 f ‘ : 3 : Bes 3 ieee ; cae ey ae 
. mm ‘2 = 
a | : : 
—__— SN re Zz ee . 
SEE a : fee 
Bes eo 
ee 
OR en I Te ~ 
eS Sa: . ‘ “i oe & re ag r ‘ Es . ‘ ee vanes, oo oe Eth eeks ches Pe ee 
e Beg 2 Ree 
Pas : eae 
F | ere - 
& bs F 
as ie 
2 i ee 
a= 7% are 
tae “ 4 
Pig ‘ 3 sa 
Ae ok as Pes oe ola 
wa re 
i Nae 7 v3] wie ss hee tig - - 7 oa ee : MIs ch a Cieoie bake - b> ie a 
i ead aS Rare pe chet Le : ; ere bau ee a ae 
eee Se rare sie ne A ay ee eee FS 
ee : a ees ae pate oe DaaNty fe aes Rae 
} : ; Bae es th Nie ete Bd ee Pie ren i Pe 
a Bee ae Can ane Nee (3): ee Pee ees ee ier Aes 
| eee SO. ae me ie 
Vytt aas ee el SE eo oar SOT Re 2 ae Seas ‘stl 
ees " = i asa i i Ssh, 3 oad a > 
penne fe. eee ALE SS trea - 2 Ee arr’ eas 
, ee a Bote 5. RvR te ete a ie oo 
ei: peta Br: aes ERE oe Sug 2 i Sa es 
ir ee Aue f eee wy een ma ita tule 
<ATehs sete : fe de oe ; ets RA: : Bee 
af Scare. aan ; : Sey! JOnlynia «Eni a be ; Medea 
aa pacar ce ia : Treat Pee er a ipeee ' eae 
oN ne Rens ea anni 3 Sn ie ae ciahytoilie: nf eden Piet 
Phe on aera arty Re te ee ha Vo ay aReC a 
an cae: pitas ; a Mec § nue 
ef Beal s Bet ies 
a aS a ; ‘ = : ee 
; sens wa . os react 
: or ee eo eee * : =F: oF | 
ant as 2AM Bahn yc Sot Ey bs 
ace, flies a: ae 24 ae ; a: [me isa 
oc: > ea aa ety Bie ns 7 ee Pe ee Sigs 
er ae fee pate ea Picea ee. sees 
ey ; i ee" Aad are a 5 ee 
3 ft i a 
Lae 
ee 
/ makes 
‘ia a oy 
. ee eae 
ae 
| ae 
are . naa 
nny REE es ; : 
Heal (es 3 
Ff rere ego) 
= f=.“F ape sag - SS | a 
1 = ct 
FAT S| RW 3e : 
Se ay] esas | 
Es: GE i 
2 2) => se } 
SS Poe oe ner 
= eters a3 - 
dee ie 
Sf.>° i] SearR au ; 
a8, ]f 28 
i is?:; . 4 ; 
| sib * 4 aK. hits 5 
Pay ele ¥ 5 
6 SS Aan 
ee? SS | Splat ee 
bales 8 fi 2% aa 
Aa A s ‘ 2 
Terese oth iui? 
oS ee A <SoeesepeeneeneneneaeemneennesiemmnennmaeeeD dial 
= Fe eye ree — i ea = 
Thea. | ae 
- : eel 2 ap; acess | y ~ <a 
Snes = 24 a ae / re 
. B “ : ieee ESSo Bibs —————— {, is toa 
: ; — —_——_ ee ea es | : d 
‘ SS BE ee e —_—===_=_=_=_ | zs 
ce >: Sai La 2 ———_____ 
‘ : de MR eed ih, mi i a} —— | ae 
dt ed ; eves =3 Shad a 7 4 a 
Se ae 3 ee 3 33 ———<———— 4 face’ ty 
~ he S| ss selene Lan 7 \\ oa 
; sa carota —. ee —_— Wee \\ “genes 
SP 3 Fes ‘ -ae : “ j path 
ee rosa SPARS : x “fj . Hh 
ae ‘ ee Sts Gg / ‘ <a 
: esa ‘ ps, Pe . i ee ’ “ie 
5 : See aS Ses BE * =- é 
ry aT: eee = Pas ane] é ; 
=-.. —————SS = a ‘> i 
; eS ar) ES "ae i —_—————_—_—_— « ee ~ 
ee wy SSS= PASS = —— | ‘ e al 
; Eaters SS 
Sere pf , , | ® 
Seis ¥ ——— ° ee 
ot irk ——————7 | ate 
a: === Deeg | \ eines 
A Se can — Tsai 
* = Ped 5 65 2 Rage See E 
. ETE, ow ts B OR RS ae ls haere! 
S$Sz Sr: . 3 “a Betis 
=e = : ae 
feemtoeat \w —_——-= a - aes, 
——< ~~ fa 
| a es 
eat ie 
— ERIS 
ie 
| <a 
; yee 
valid 
ae: 
aoe. s 
ee Re 
: ae 
: | Wen 
. a 
| Tae: 
Les 
Dn me 
oF ae 
RT 
3 ae 
= ce | 
ae | 
‘ Pv | Re on ] 
a 
hls A ae Sele Sead ¢ y ee e a aes BR gan oe NE Dad eam ne : eM is Meee oats oo ae fj wg 
a se 
a 
ee. La 
i shyly 
Frakes) ie Se | OIA ED Saphir agcee De Ree ERE ed Te RnR ie MR aN a dy TY ON Wee SON Wir nee ee Mn ET sal AT PEM Stee ies ui : —— Soe, . Syne ‘ ce a 
ony ace’, | = le se Hae ey a coed Ieee yn Ye Mik Yl Rg eh  Sak puhamaig iL 2! Me sc he aR ER Siri fe Ia gi Ma pet ee, en a try sob ele Eat Gs a ete eae ee ton te Ney pee, Sapte ooo san - o: "Eo $ pe ete 
Gunma Giguere) Sake eer sere eens ee ms ee tenia eet hee oe es i hs ROT alge cave TY, Sie tote MRR oh: ag EN OIE Rc yn OR cre a win SB a PGE et ; ee 
ape a oe Nee age SN RP «5h a een OM oe ec ate gO Ps ON CSG 6 ni ek ARRIGO ppiggme est eg o's saat Vay, ae eek Se ee oe as Nace gate: ene cede 74 Dee le ae Re ee Pa A RAS, ae ihe aoe 
bs BE TS (een gine Skies Gant ness oer Uae AM mma alin a TaD Bre he aCe pnp Selig arac ce A Oot SEA ar ey tit geri Es fag. rey nS : Bak gt ngs = Poe Ree lc N=, ERAN IS, ood ae er Bee cela a eee nee eS 5 5 Kee 
co AS SS 2 ae sR Meee ge eared en EE rh RN Merely Se Gi al te, MeO Paar eat Go MECC ake reer ae sec Mek ngiy Wena ORRIN 7 cL Ucn hy Sag eage Warm ean MR RST Ler kts jaa aE =| cS eg So eel eee ag me. PES a gt mia ce faire St ge cr MRE eS yc ce A A 5 


ee a 


56 


_ 


Open Sesame 
To Sales 
In Memphis! 


by 
Bert Ferguson 


Exec. Vice-President, 


WDIA 


Right now, the door is wide open 
for bigger sales and profits for 
you in Memphis! We’ve wrapped 
up 40% of the market for you— 
as a unit! This 40% consists of 
the Negroes in the Memphis 
market area! And the medium— 
the only medium—that makes 
this high volume market stop, 
listen and buy is Radio Station 
WDIA! 


KEY NO. 1: LISTENERSHIP! 

The low percentage of television 
ownership among Negroes and 
low Negro readership mean you 
can’t reach the Memphis Negro 
effectively through these media! 

You can’t reach this market 
with any other radio station, 
either! Memphis Negroes listen 
first and foremost to WDIA! First 
station in the nation to devote 
itself exclusively to Negro pro- 
gramming ... only 50,000 watt 
station in the area ... WDIA 
literally dominates sales contact 
with the Memphis Negro! 

What’s more, WDIA has be- 
come more than just a radio sta- 
tion to its intensely loyal audi- 
ence. By a program of active 
public service, it has become an 
integral part of their daily lives! 
It all adds up to this: The Mem- 
phis Negro first listens to WDIA 
. .. then buys the products ad- 
vertised on his station! 

KEY NO. 2: BUYING POWER! 

The facts and figures are pretty 
overwhelming! Within WDIA’s 
listening pattern are 1,237,686 
Negroes—almost 10% of all the 
Negroes in the entire country! 
They totaled up earnings of 


$616,294,100 last year. And they 


spent—on the average—80% of 
this income on consumer goods! 
The Negro is buying more be- 
cause now he’s earning more! He 
has become a vital contributing 
factor to the economy of the area! 
In point of fact, Negroes in the 


Memphis area have a _ higher | 


comparable income than Negroes 


in any other section of the entire | 


country. According to a recent 
129-city survey, Memphis, with 
$28.79 of Negro income for every 
$100 of white income, ranked 
first in ratio of total Negro to 
total white income. That’s three 
times the average of comparable 
Negro income in Philadelphia 
...- almost five times the average 
in New York! 


KEY NO. 3: 
SALES RESPONSIVENESS! 

Last year, the Memphis Negro 
market bought 47.9% of the 
sugar sold in Memphis .. . 56.2% 
of the tooth powder . . . 52.7% 
of the face powder . . . 78.4% of 
the packaged rice! 

WDIA consistently carries a 
larger number of national adver- 
tisers than any other radio sta- 
tion in Memphis! Saleswise ad- 
vertisers who have discovered, 
that to reach—and sell-the Mem- 
phis Negro, it takes WDIA! This 
impressive year-round list in- 
cludes such names as: 

BLUE PLATE FOODS. 

DODGE AUTOMOBILES ... 

DR. CALDWELL’S LAXATIVE 
. GENERAL FOODS COR- 


PORATION . . . GROVE LAB- 
ORATORIES . . KELLOGG 
CORN FLAKES .. . KROGER 
STORES ...NU-MAID MAR- 
GARINE ... WILSON & COM- 
PANY ... PUREX BLEACH. 


We've got the market—and 
the medium! Why not drop us a 
line? We’d like to show you how 
WDIA can open the door to high 
volume sales and profits for you 
...4in the sales responsive Mem- 
phis Negro market! 

WDIA is represented national- 
ly by John E. Pearson Company. 


EGMONT SONDERLING, President 
HAROLD WALKER, Vice-President, Sales 


one that’s well lighted. When they 
are traveling, 88% prefer the club 
|ear to their private compartment. 

Scotch makes the most popular 
| highball, whisky sour is the lead- 
ing whisky cocktail. As for the 
champion gin drink, 45% take 
theirs with a lemon twist, 36% 
prefer an olive and 20% want only 
pure martini. There was no in- 
formation from the onion-chomp- 
ing crowd. 

58% don’t mind waiting at the 
bar until a table is ready, and 83% 
tip their bartenders, who could 
probably do even better if they 
took heed of one more Cue statis- 
tic: 90% like their cocktail glasses 
chilled. 


SEAGRAM ADS AIM TO 
TEACH MARTINI USERS 

New YorK, May 6—‘How to 
improve your martinis without 
| taking lessons. . .” 


‘Cue’ Finds 91% 
of Its Readers 
Drink Whisky 


33% Have One Drink 
Before Dinner; 4% 
Have Four or More 


New York, May 6—Cue, the) 
magazine devoted to the hedonistic 
tendencies of the local citizenry, 
has made a study in depth on 
drinking and has emerged with 
some enlightening statistics con- 
cerning the alcoholic habits of its 
devil-may-care readers. To wit: 

91% indulge in whisky. Despite 
the fight for elbow room in the 
local pubs at the end of the long 
day, 83% of the respondents say 
they do not stop at a bar on the! _ ,, P 
way home to the wife and kids. | ° How to place vet olive properly 

Four out of ten drink daily. Be- in a martini glass. . . 
fore dinner, 33% have one drink; 
35% down two; almost 10% knock 
off three; 4% guzzle four or more 
before dinner. There are no sta- 
tistics on how many finally get to 
dinner. 

Brand names are asked for by 
76%, but only 50% know how 
much goes into a “shot” glass. 
44.8% drink scotch, 22.9% bour- 
bon, 19.3% canadian and 13% | 
blends. Alarmingly, the martini is 
women’s favorite cocktail. 


e “How to win respect from an 
4. 


These are the subjects of a new 
series of ads that Seagram Distill- 
ers Co. will run during the next 
three months in Cue, Holiday, So- 
cial Spectator, The New Yorker 
and Time for the benefit of mar- 
tini drinkers, whose number re- 
portedly is legion. 

The new ads feature off-beat il- 
lustrations and copy. George E. 
Mosley, vp in charge of advertising 
and sales promotion for the com- 
pany, says, “We believe the urbane 
art treatment and copy of these 
ads will have a special appeal to 
the fastidious martini drinker.” 


# Almost eight out of ten—the in- 
tense kind, you might say—prefer 
to stay put in one drinking place} Copy in the first ad credits the 
when “on the town,” and choose invention of gin to a Hollander 
a place with “atmosphere” over| born under the sign of Sagittarius, 


Pix Director Hal Florian has never seen the 
inside of an ivory tower. Even in his most imagi- 
native conceptions, Hal never loses contact with 
the customer. How can he, when his second story 
office at Anderson & Cairns overlooks and over- 
hears one of the city’s busiest marketplaces! Hal 
is an expert at creating that unique A & C prod- 
uct—“The Quality Image... That Sells.”” Now 
in his tenth year with A & C, Hal is art director 
for an impressive array of accounts—Union Car- 
bide’s DYNEL, Chatham Blankets and Facit 
business machines, to mention a few. Hal is a 
welcome paradox on our A & C creative team— 
an artist in a business suit, a businessman at a 
drawing board. He is on the faculty of Pratt Insti- 
tute where he attempts in his layout course to 
raise the sights of tomorrow's advertising art 
directors. Anderson & Cairns’ art directors, such 
as Hal Florian, know how to make a product leap 
off the page and into a shopping bag. They can 
be the shortest distance between you and your 
customers. Call Jack Cairns for an introduction 
today: the number is MUrray Hill 8-5800. 


ANDERSON & CAIRNS, INC. 
Advertising of Distinction 
130 East 59th Street New York 22,N.Y. 


SEAGRAM’S 
GOLDEN GIN 


| 
| URBANITY MOTIF—Seagram’s Golden 
gin gets special attention in a new 


series of ads in Cue, Holiday, So- 


| 
| 


Advertising Age, May 12, 1958 


Motorola Offers 
‘Garden Premiums in 
Spring Radio Push 


Cuicaco, May 6—Motorola Inc. 
will offer flower seeds, garden 
tools and umbrella-table combin- 
ations as premiums during its 
spring radio promotion this year. 

Ten packages of flower seeds 
with a retail value of $2.50 will be 
offered by Motorola deakers for 
25¢. The umbrella-table set and 
| garden tools will generally be given 
free to the customer with the pur- 
chase of portable radio products. 

The spring promotion will be 
supported by ads in Sports Illus- 
trated, The Saturday Evening Post; 
| newspapers in key markets, and in 
| Electrical Merchandising, Home 
| Furnishings Daily and NARDA 
| News. 
| Leo Burnett Co., Chicago, is the 
|agency. # 


cial Spectator, The New Yorker} 


and Time addressed specifically to Student Institute Makes Awards 


martini sophisticates. Warwick ad “Key to Achievement” awards 
Legler is the agency. | to seven national advertisers will 

be presented in New York on May 

astrologically a lucky sign. But| 14 by the Student Marketing Insti- 
“while the world spiraled onward | tute. Recipients will be the Birds 
and upward with the arts, gin| Eye division of General Foods, 


plodded along on little leaden feet 
until it reached the 20th Century. 
Then along came Seagram,” says 
the ad. The distiller is credited 
with having improved gin by ag- 
ing it “through Nature’s ancient 
mellowing process.” 

Warwick & Legler is the agen- 
cy. # 


Four Are Named 

Four appointments of advertis- 
ing and sales promotion account 
execs have been announced by 
Robert M. Peterson & Associates, 
Milwaukee. The executives are El- 
/mer F. Weber, formerly with U. S. 
| Chemical Co.; Walter Nordstrom, 
formerly with Window Displays 
Inc.; Lloyd C. Bache, formerly 
with R. M. Hollingshead Corp., 
and Ralph Gagne, formerly with 
Libby, McNeill & Libby. 


Stevens Names R-M 

| Stevens Candy Kitchens, 
| cago, maker of nationally distrib- 
uted candy, has named Reach, Mc- 


Chi-| 


food and beverage; Ford division, 
transportation; Personal Products 
Corp., cosmetics and toiletries; 
Smead Mfg. Co., stationery and 
supplies; Denim Council, apparel; 
Westinghouse Electric Corp. and 
Science Service (joint award), in- 
dustry, and Hartford Fire Insur- 
ance Co., associations and services. 
Prizes will be awarded “on the ba- 
sis of campaigns of 1957-58 in stu- 
dent markets.” 


ABC-TV Adds Two 

KVKM-TV, Monahans, Tex., will 
become an affiliate of ABC-TV ef- 
fective Aug. 15. The station is 
scheduled to go on the air in June. 
KTIV, Sioux City, Ia., will join 
ABC-TV as a dual affiliate, effec- 
tive May 22. The station already is 
affiliated with NBC-TV. ABC-TV 
will continue to service its other 
Sioux City affiliate, KVTV. 


Ovesey & Straus Adds Two 


Ovesey & Straus, New York, has 


| been appointed to handle advertis- 


|Clinton & Co., Chicago, to handle|ing for Richard Englander Inc., 


its advertising. Allan Marin & As-| Dallas manufacturer of children’s 
sociates, Chicago, is the previous) hats, and Kilgore Inc., Westerville, 


agency. 


1O., toy manufacturer. 


712 FEDERAL STREET 


SPREADING THE NEWS 


SINCE 1922 


REVERE PHOTOENGRAVING CO. 
WAbash 2-8816 


e CHICAGO 65, ILLINOIS 
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New York is a pa- 
rade. New York is 
a suburban picnic. 
New York is 5 million 
families growing, 
needing, wanting, 
buying. New York 
is The New York 


Times. New Yorkers 


live by it. It serves 
them with the 
most news. It sells 
them with the 


most advertising. 
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Researcher Finds 


Interest in Auto 
Ads at Low Level 


Cuicaco, May 7—“The most 
important factor causing the pres- 
ent recession is not that people do 
not have the money to buy, but 
rather that they are fed up with 
what is for sale and the way it is 
dished up to them.” 

This is the conclusion of Harold 
Merillat, former advertising agen- 
cy writer and art director who is 
now engaged in advertising re- 
search designed to be of particu- 
lar help to creative people. 

Mr. Merillat bases his conclu- 
sion on his experience in the au- 
tomotive field, where he has been 
running advertising awareness 
studies for two years. The studies 
consist basically of getting mean- 
ingful playbacks of advertising 
content from a sample of 300 peo- 
ple, usually picked at random in 
airports, terminals, etc. 


ANE, 


ats 


You, too, can get we merchantising 


help in Muncie, 


Mr. Ernie Leucht, district represent- 
ative for MILNOT says, “My best rec- 
ommendation goes to The Muncie Star 
and Muncie Evening Press for good, 
sound, business-getting merchandising. 
Their help is always available.” 


‘ 

‘ 
. 
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| SHOOTER— George 
| Gilbert, vp of 
Wexton Co., gets 
set to photograph 
actress Tina Lou- 
: FS ise in connection 

eee ee ees with a coming 
The MUNCIE STAR * MUNCIE EVENING PRESS Simcuuemucamen 
: ; : : eee by Asahi Optical 
Co., Tokyo, for its 
Asahi - Pentax 

cameras. 


Why don’t you use these two great 
Eastern Indiana Newspapers? 


MUNCIE, INDIANA 
National Representatives: Kelly-Smith Company 


s Throughout 1957, until Septem- 
ber-October, Mr. Merillat reports, 
his interviewers had to approach 
an average of about 425 persons 
to get 300 completed interviews— 
that is, to find 300 people who 
had enough familiarity with cur- 
rent new car advertising to com- 
plete the interview. 

In October-November of last 
year, however, interviewers (ex- 
pecting some increase in non- 
meaningful answers because of 
the rash of announcement ads), 
discovered that 1,000 people had 


.X MINUS 80,640 MINUTES* UNTIL plete 300 interviews. In January- 
MISSILES AND ROCKETS IS LAUNCHED 


February, it took 1,700 interviews 
ito get 300 completed question- 
|naires, and in _ February-March 


the service was abandoned after ere st 
preliminary checks showed that at only ; 


least 4,000 interviews would be 
required to complete 300 ques- 
tionnaires. 


= “What does this mean?”, Mr. 
Merillat asks. “We can only ra- 
tionalize ‘that consumers were 
listening to, seeing or reading au- 
tomobile advertising in January, 
February and early March, at a 
rapidly declining rate ...The con- 
sumer is not too much interested 
lin current blandishments con- 
cerning automobile manufactur- 
ers’ promises in advertising, at 
ithis time. There just isn’t the in- 
iterest in automobile advertising 
and what it has to say that there 
was a year or two ago.” # 


|Clement Joins Ad Counselors 

Dee Clement, Yakima, Wash., 
has joined with Advertising Coun- 
selors Inc., Seattle and Portland, 
in opening a new Yakima office 
to be known as Dee Clement, Ad- 
vertising Counselors. Advertising 
Counselors, meanwhile, has been 
named to handle ads for Hotpoint 
appliances in the Alaska, Northern 
Idaho, Montana, Oregon and Wash- 
ington area. 


Frost Gets Better Bite 
s Harry M. Frost Co., Boston, is 
, ert . 25 : handling introduction of Better 
World’s Largest Aviation Publishers the dan food in the New England 


1001 VERMONT AVENUE, N.W. ¢ WASHINGTON 5, D.C. market for Evans Industries. 


| Sebastian 
does 
it! 
See page 128 
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Har Pal Singh and his mother. 
They work too hard... have too little... 
enjoy too few of life’s pleasures. 

Yet they—and 400,000,000 like them— 


are freedom’s last hope in Asia. 


Har Pal Singh, of Baoli, India, is 10 years old. He lives in a mud hut, eats poor food, works more than he 
plays, has never seen a movie or been in a car. Now, spurred by new freedom, he and his countrymen 

want a better life. The question is: Will they turn to Russia or America to get it? In the current issue of LOOK, 
a writer-photographer team presents a 17-page report-in-depth on the people—the Har Pals and Nehrus, 

the villagers and city-dwellers, the pro-Reds and pro-Westerners—who comprise India 1958. 


People. That’s the key word. For no book of statistics, no philosophic essay, can reveal so much about a 
country as a candid, sensitive view of its people. A mother’s sad caress. A schoolboy’s awed reaction to a 
light bulb. The cocky grin of a Communist organizer. This is India 1958. This is Loox’s exciting story of 
people—a story that, issue after issue, has attracted to LOOK one of the largest, most responsive magazine 
audiences ever assembled. Of particular importance to advertisers is LOOK’s ability to deliver this vast audience— 
one of every five Americans aged 10 and over—at the lowest cost per reader of any major national publication. 


READ BY 24,800,000 PEOPLE LOOK the exciting story of people 
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| Lewis Forms Own Agency 

Allan J. Lewis, formerly account 
executive and sales promotion and 
pr vp of Alvin Epstein Advertising, 
Washington, has opened his own 
agency, Allan Jack Lewis Inc., 
at 1028 Connecticut Ave., N.W., 
Washington. His staff includes 
John M. Gaudreault, media direc- 
|tor; Boyce Kendall, radio and tv 
director, and Olga Rossani, copy 
chief. 


P&G's 9-Month Net Is Up 

Procter & Gamble Co., Cincin- 
nati, had a net profit of $56,343,773, 
equal to $2.75 a share, for the nine 
months ended March 31. This com- 
pares with $51,520,833, or $2.63 a 
share for the same period a year 
earlier. 


.. in the upper midwest 


We've got the coverage! Take a look at these 
figures— 


KCJB-TV in Minot, the first television station in the 
state, reaches 58,000 television homes with their 
new 1072 foot tower and increased power! That 
means KCJB-TV covers 95% of North Dakota's oil 
producing counties. 

KBMB-TV, Bismarck-Mandan, in the heart of North 
Dakota's cattle country, reaches 42,000 television 
homes in the southwest part of the state, and 
KXJB-TV, Valley City-Fargo serves 162,000 homes in 
the rich Red River Valley of North Dakota and 
Minnesota. 


Cover three-fourths of the North Dakota market with 
one buy—the North Dakota Broadcasting Company 
Market Maker stations—cash in on North Dakota's 
high dollar volume of retail sales. ($723,000,000 in 
1957!) 


KXJB-TV, Valley City; KCJB-TV, Minot; KBMB-TV, Bismarck 


Chantron in Top Texize Post 

Tom E. Chantron, formerly an 
account executive at Dancer-Fitz- 
gerald-Sample, Chicago, has been 
named advertising director of Tex- 
ize Chemicals Inc., Greenville, 
a. € 


JACKSON, MICHIGAN, MARKET 
A city of diversified industry 


LAK D 


HANCOCK 


MANUFACTURING CO. 
Automobile door locks, etc. 


gu 
ve 


2 
e) 
u 


“ 
Ss. H. CAMP AND COMPANY 
World's largest manufacturers 
of scientific supports 


CONSUMERS POWER CO. 
Utilities 


CLARK 


EQUIPMENT 


CLARK EQUIPMENT CO. 
Transmissions for trucks, 
buses; gears, forgings 


MAN 


YARDMAN, INC. 
Hand and power mowers 


These are a few of the 
industrial concerns which are 
prospering in Jackson, 
providing it with the 
diversification that makes a 
stable, prosperous community. 
You can prosper in Jackson, 
too, by advertising in 


HANCOCK 


Jackson 
Citizen Patriot 
36,809 Circulation 


ACME 
ey 


ACME INDUSTRIES 
Residential, commercial 
air conditioning and 
refrigeration equipment 


==~\eroquip : 


AEROQUIP CORPORATION 
Flexible hose lines 
and fittings 


MACKLIN COMPANY 
Grinding wheels and 
abrasive materials 


GOODYEAR TIRE & 
RUBBER CO. 
Tires and tubes 


THE BEST OF MICHIGAN 


WBOOTH NEWS PAPERS 


THE GRAND RAPIDS PRESS 
THE MUSKEGON CHRONICLE 
THE GRAND RAPIDS HERALD 


THE ANN ARBOR NEWS | 
JACKSON CITIZEN PATRIOT 
KALAMAZOO GAZETTE 


THE BAY CITY TIMES 
THE SAGINAW NEWS 
THE FLINT JOURNAL 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New York 16, MUrray Hill 5-2476 @ Sheldon 


B. Newman, 435 N. Michigan Ave., Chicago 11, SUperior 7-4680 @ Brice McQuillin, 785 Market St., 


San Francisco 3, SUtter 1-3401 @ William Shurtliff, 1612 Ford Bidg., Detroit 26, WOodward 1-0972., 


USEFUL—A Bissell Little Queen car- 
pet sweeper is being offered by 
Kellogg Co. as a premium with its 
shredded wheat. $2 and two box 
tops get the miniature, but work- 
ing, sweeper. Leo Burnett Co., Chi- 
cago, is the agency for both. 


Business Gift Sales 
Increasing: Oakson 


CINCINNATI, May 6—Companies 
are stepping up their good will ad- 
vertising and, as a result, sales of 
business gift items will double in 
the next two years. 

That’s the prediction of John J. 
Oakson, president of Osborne- 
Kemper-Thomas, business gift and 
advertising service company which 
expects to rack up $2,500,000 in 
sales this year. 

“Despite the slowdown in the 
economy, our business—which 
serves thousands of other compa- 
nies—has taken a decided upswing 
since Feb. 15,” he reports. “Most 
classifications in our line are now 
ahead of last year in sales, and in 
March alone we added 1,656 cus- 
tomers.” 


= Other business gift statistics: 
85% of the nation’s business con- 
cerns now distribute gifts of some 
type. The trend is away from of- 
fice items and toward whole-family 
| merchandise, to the extent that 
|more than 80% of the gifts now 
|are aimed at the home market. 
75% of the company’s orders are 
for Christmas presents. + 


Sterling Drug Sets Record 

Sterling Drug Inc., New York, 
reports a new record in sales and 
earnings for the first quarter of 
1958. Sales were $54,854,238, an 
increase of $5,521,696, or 11.2% 
| over the first quarter of 1957. Net 
| profit for the quarter was $5,060,- 
767, a 9.8% rise from the $4,583,349 
| reported for the corresponding 1957 
| quarter. Sales gains were reported 
from all parts of the world, with 
the U. S. accounting for 70% of the 
total gain. Fully half of the U. S. 
increase represents higher sales of 
| the company’s proprietaries. 


Smith Named ‘Adwoman’ 

Marjorie Smith, editor of the 
“Martin Mercury,” house organ of 
the Glenn L. Martin Co., has been 
voted Baltimore’s “Advertising 
Woman of the Year” for 1958 by 
the Woman’s Advertising Club of 
Baltimore. 


BBDO Boosts Gunn 

Gordon Gunn has been named 
research director of the Los An- 
geles office of Batten, Barton, Dur- 
stine & Osborn. He has been with 
the agency since 1955, when he 
joined as an assistant in the re- 
search department. 


‘Elks’ Names Grossbard 


Arthur J. Grossbard, formerly 
advertising director of Bardley 
Hall Press, has been named pro- 
motion director of Elks Magazine, 
New York, succeeding Edward 
Faust, who retired May 1. 
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' “14 carbons, 
9?? 
the man wants! 


“Everybody and his brother gets one of these! It’s that 
latest letter from Nielsen on network efficiency. The boss takes 

one look at it and zowie! Copies to everybody! What’s 

it say? Same thing the last one said—ABC still delivers more 


homes per dollar than any other network! Here, look for yourself!” 


(Right on the next page!) 
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“NEW’—“If we sell some bidets, 
fine,” Gerber Plumbing Fixtures 
Corp., Chicago, tells dealers in ex- 
plaining that this May Good 
Housekeeping page is primarily to 
create consumer interest in Gerber. 
Sidney Clayton & Associates, Chi- 
cago, is the agency. 


Scarborough Named Ad Head 


J. Barret Scarborough, former 
president and publisher of Every- 
woman’s Magazine, which com- 
bines with Family Circle with the 
June issue, has been named adver- 
tising and marketing director of 
Everywoman’s Family Circle, New 
York. Last month Mr. Scarborough 
joined the combined monthlies as 
vp on the president’s staff (AA, 
April 7). Mr. Scarborough takes 
over from Thomas J. Patterson as 
ad director, while the latter con- 
tinues as exec v.p. There had not 
been a marketing director on the 
magazine. 


Pines Suspends ‘Real’ 

Pines Publications, New York, 
has tentatively suspended publica- 
tion of Real with the April issue. 
A spokesman declined to comment 
on the move, saying only that an 
announcement of the suspension 
would be made “within a month.” 
Real’s cover price went up from 
25¢ to 35¢ with the February issue. 
The magazine reported 110 pages 
of advertising in 1956 and 157| 
pages in 1957. In the January- 
March period this year it reported 
46.7 pages of ads as against 37.6 
pages for the same period last year. 


Storecast Starts Service 
Storecast System, New York, 
will begin operations shortly of a 
new grocery advertising-merchan- 
dising project in cooperation with 
three radio stations: WCFL, Chi- 
cago; WICC, Bridgeport, and 
WHAY, Hartford-New Britain, 
Conn. Initial participants in the 


service will be 230 sponsors repre- 
senting more than 700 products and 
almost 500 supermarkets of the 
American Stores Co., First Nation- | 
al Stores Inc. and National Tea Co.) 
chains. 


Smith-Corona, Marchant Join 

Directors of Smith-Corona, Syra- 
cuse, and Marchant Calculators, 
Oakland, Cal., approved merger of 
the two companies, subject to con- 
sent of two unnamed insurance 
companies which hold notes for 
the two companies. Stockholders 
will vote on the merger at a special 
meeting June 26. One-and-a-half 
shares of Smith-Corona will be 
exchanged for each share of Mar- 
chant. 


Eastman Opens Rep Office 
Robert E. Eastman, former pres- 
ident of ABC Radio, is opening his 
own station representative compa- 
ny, Robert Eastman & Co., in New 
York this month. His first station 
will be WNEW, New York. The in- 
dependent radio station currently 
is represented by Simmons Asso- 


ciates. 


Bartell Group Buys KYA 

The Bartell Group, San Diego, 
has purchased San Francisco ra- 
dio station KYA for a sum report- 
edly in excess of $1,000,000. Other 
radio stations owned by Bartell 
are in San Diego, Phoenix, Mil- 
waukee, Boston, Atlanta and Bir- 
mingham. 


WNR Publishes Directory 
Weekly Newspaper Representa- 
tives, 404 Fifth Ave., New York, 


has published the 1958 “National 
Directory of Weekly Newspapers” 
showing rates of all paid circula- 
tion weeklies in the U.S., Alaska 
and Hawaii. Copies cost $12. 


Pope Names Keyes, Madden 
Francois Pope & Sons Foods Inc., 
Chicago, has named Keyes, Mad- 
den & Jones, Chicago, to handle 
advertising for a line of frozen 
products to be introduced in the 
Chicago market in early June. 


C. Knox Massey Agency Bows 


C. Knox Massey & Associates, 
an advertising agency, has been 
formed in Durham, N.C. Officers 
are C. Knox Massey, president and 
treasurer; John L. Moorhead and 


William E. Stauber, vps; W. D. 
Carmichael III, account executive; 
George Watts Fowler, art and pro- 
duction director, and C. Knox Mas- 
sey Jr., secretary and assistant 
treasurer. All, except C. Knox Mas- 
sey Jr., were previously with the 
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Durham office of Harvey-Massen- 
gale Co., Atlanta, which has dis- 
continued the Durham office. 


Cunard Names O'Reilly 

George L. O’Reilly has been 
promoted to advertising and pub- 
licity manager of the Cunard Line, 
New York. Mr. O'Reilly has been 
acting manager since February, 
1957. Roger M. Golrick has been 
named assistant advertising and 
publicity manager. 


. 


These GIANTS are hard to beat! 


Want to drum up more sales action? The world’s 
biggest — pride of the Univ. of Texas Longhorn band — 


stirs listeners for 


blocks around...but TRUE, the 


giant man’s magazine, carries your message to over 
4 million readers, coast to coast. 


TRUE’s current circulation of more than 2,450,000 
makes it the best-seller in the men’s field... gives ad- 
vertisers 200,000 bonus above guarantee. 


Edited for and read faithfully by close to 3 million 
Men, TRUE has over a million women readers. (How 
can you keep wives from prying into their men’s 
favorite reading?) The point is, you pay only for 
male readers — and at a bargain rate. 


On newsstands, TRUE outsells Life, Look and Time, 
issue for issue... has greater dollar sales than the S. E. P. 


Beat the cost-price squeeze by stretching your 
advertising dollar with TRUE. Only the largest selling 
man’s magazine gives you solid, no-waste circula- 
tion...and more of it. No wonder TRUE’s ad dollar 
revenue for Ist quarter of 1958 was up 33°. There’s 
just One magazine giant...that’s TRUE. 


brand customers are men. 


MALE vs. FEMALE BUYING POWER 


Check the record on your product. Find out 
who really does the buying. 
big brand decision. In case- after case, Daniel 
Starch & Staff in consultation with the Adver- 
tising Research Foundation show why your best 


..who makes the 


Ask for TRUE’s report on your category. 


Air Conditioners - Air Travel - Automobiles 
Beer - Business Shirts - Electric Shavers 
Life Insurance - Liquor - Outboard Motors 
Shaving Cream - Television Sets - Tires 


AMERICA’S LARGEST SELLING MAN'S MAGAZINE 


A FAWCETT PUBLICATION 
Fawcett Bldg., New York 
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tising, 24th 


Represented nationally by Doyle and 
San Francisco, New York, Chicago, 


*In the first 50 morning 
papers Riverside Enterprise 
ranks 22nd in Financial adver- 


ing, 40th in total Display 
advertising and 46th in 
total advertising. 


in Retail advertis- 


see the man 


from RIVERSIDE 
PRESS and 
ENTERPRISE 


*Source Media Records Jan.'58 


11,193,882 lines of 
retail advertising ‘57 


Hawley, Los Angeles, 
Boston, Minneapolis. 


‘TV Ads Must Be 
Better to Survive 
Stress: McMahan 


CoL_uMBus, May 9—Tv is healthy 
enough to survive “these days of 
|/economic stress,” but many types 
of tv commercials now being used 
will—and ought to—fall by the 
| wayside, the Columbus Advertising 
Club was told here today. 
| Tv ads must be better written, 
| better researched and present bet- 


iter visual concepts, because the) 


American tv viewer is much more 
| sophisticated about tv ads than he 
| used to be, Harry W. McMahan, tv 
/commercial vp of Leo Burnett Co., 
| Chicago, told the adclub. 
Important trends are now taking 
hold which are leading to more ma- 
|ture advertising, Mr. McMahan 


|said. Many advertisers have) 


‘searched for these trends, he as- 
| serted, but only a few have found 
them. 


|= He cited the following ten ad- 
| vertisers for the quality and ef- 
| fectiveness of their tv advertising: 
| Jell-O—“They have wooed and 
won viewers with some of the 
brightest commercials on the air... 
Jell-O recognized long ago that the 
viewer is pretty doggoned smart 
and that the purchase of a package 
of Jell-O is not the most important 
decision in life.” 

Marlboro—“...Clear-cut tv 
‘image’ advertising, successfully 
executed in at least four basic for- 
mats.” 

Nabisco—“ ...Some of the most 
entertaining advertising on the 
air.” 

Bank of America—“... Some of 
the most un-bank advertising 
you’ve ever seen. It created great 
word-of-mouth good will and 
started a trend many national ad- 
vertisers followed.” 

Piel’s beer—“...I think this 
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That's not all these two attractive buildings had in common 
The Butler Building System offered architects and buyers 
other advantages over traditional building methods 


Hours and dollars of preliminary engineering were saved 
because Butler structural frames and roef systems came pre- 
engineered to meet local building codes and requirements 

Both buiidings were built well on modest budgets. They 
were finished sooner than ordinary building methods would 
have permitted Mass-produced Butler components ( which 
make up the basic building) were shipped from stock directly 


a> 


Seles offices in Los Angeles and Richmond, Catit. + Houston, Tex. + Birmingham, 
¢ 


Redwood Lanes bowling alley, Latham. New York 


One system of building helped create 
both structures on modest budgets 


> BUTLER STEEL BUILDINGS 


rea * our 

cost. Guichly ane 

economically erected. 

Weather-tight perma- 

truss-clear construction. Thousands in use for 
“FOR INFORMATION CALL” 


DISTRICT OFFICE 


0 
sepesess UNiversty 2-8877 
BUILDER 


BUTLER MFG C 
18450 Livrnos 


local franchised 


to each site Precision-made to assemble quickly, they 
caused considerable savings in construction time, labor costs 

Other advantages and economies: clear-span design per- 
mitted maximum flexibility in the handling of interior space 
Load-bearing rigid frame allowed economical curtain walls 


Jeveland, Obie + Pittsburgh, Po. + New York City and Syracuse, N.Y. + 


( 


BUTLER MANUFACTURING COMPANY 
74546 Best | 3th Street, Kansas City 26, Missouri 


Manutacturers of Buildings + Oil Equipment + farm Equipment © Ory Cleaners Equipment «+ 


Outdoor Advertising Equipment + Custom Febrication 
. Ale. * Atlanta, Go. + Kansas City, Me. * Minneapolis, Minn. + Chicago, It. + Detroit, Mich, 
Boston, Mau. + Washington, 0. C. + Burlington, Onteric, Coneda 
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BUTLER TRADE-MARK in the Yellow Pages 


of telephone directories shows listings of 


builders. 


BUTLER BUILDING ADS carry a reference to 
the Yellow Pages. This directs prospects 
to their nearest franchised Butler Builder. 


“Dollar for dollar, Trade Mark Service is the most 
economical means of directing prospects to our Builders” 


says EDWARD J. HOWSE, JR., Advertising Manager, 
BUTLER MANUFACTURING COMPANY, Kansas City, Mo. 


“Our national network of franchised 
builders are the first to tell us how 
important representation in the Yellow 
Pages is to them. They list their firms 
under our trade-mark in classified tele- 
phone directories across the country. 


“We help our builders profit from 
our national advertising by referring 


readers to the Butler trade-mark in 
Yellow Pages! 


“Trade Mark Service is a most effi- 
cient way of making our advertising pay 
off. It sends prospects directly to our au- 
thorized builders. It eliminates the delay 
and expense of processing inquiries.” 

Like to know how Trade Mark Serv- 
ice can be tailored to fit your distribu- 
tion pattern? Call the Trade Mark 
the Service representative at your tele- 
phone business office. 


Advertising Age, May 12, 1958 


series did more than any other on 
the air in jarring Madison Ave. out 
of its lethargy. It shook almost 
every agency from top manage- 
ment down in a search for more 
creative commercial work.” 

Hamm’s beer—‘“It sells beer. 
And the latest proof is the way it 
has licked the California market 
against tough competition.” 

Prudential Insurance—‘Out- 
standing have been the ‘Our Town’ 
stylized settings, and you may also 
have seen such human interest 
stories as the commercial with the 
mother seal protecting her baby— 
magnificent documentary footage.” 

Kellogg—“...A top tv job ona 
variety of products. This advertiser 
made the first successful use of the 
Mobilux process for Special K.” 

Pet milk—‘“Pet has consistently 
set new trends in human interest 
commercials ... Add another cred- 
it for some of the best writing in 
the business.” 

Ford—‘“Ford was one of the pi- 
oneers of the John Hubley cartoon 
technique, developing the first 
American film to win in the Cannes 
Film Festival ...Add to this some 
nice offhand, light-touch commer- 
cials by Ernie Ford. It’s a well- 
rounded package for tv.” 


= Some facets of tv ads that need 
considerably more work by adver- 
tisers, Mr. McMahan said, are: 


e Music—“We’ve used it well in 
jingles and theme songs, but we’re 
only beginning to know its full 
value in scoring for mood and at- 
mosphere.” 


e Settings—“The use of abstract 
settings has been pioneered, but 
there is a vaster potential 
ahead...” 


e Cartoons—*...The surface has 
only been scratched.” 


e “Image” concepts—“We’re talk- 
ing basic advertising now, but the 
work of Marlboro and Hamm 
shows how rich and fruitful this 
type of advertising in tv can be.” 


e Videotape recording—“...The 
most fascinating of new doors 
opening to tv...With VTR we 
have electronic matting and optical 
transitions in color at a fraction of 
film cost.” 


e Research—“We need to know 
more about our viewer, and we 
need a better gauge of how we are 
getting through to him. Tv com- 
mercial research has failed us at 
this point—we have only a scratch- 
ing of the surface of recognition 
and recall. We’re going to have to 
get deeper than that and under- 
stand what really motivates the 
viewer toward a purchase.” # 


Peekskill Research Group 
Offers TV Testing Program 

The Center for Research in 
Marketing, Peekskill, N. Y., has 
made available a new tv commer- 
cial testing program for advertis- 
ers and agencies called C.A.C. The 
abbreviation stands for the pro- 
gram’s test areas of communica- 
tions, assimilation and credibility. 
The 100 respondents used for test- 
ing each commercial are selected 
from Westchester, N. Y., and sur- 
rounding areas. 


WDXB Names Venard, Rintoul 

Station WDXB, Chattanooga, has 
appointed Venard, Rintoul & Mc- 
Connell as its representative, re- 
placing Forjoe & Co. 
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T he Seattle Times’ leadership in R.O.P. Color. 
Advertisers know that The Seattle Times is 


the preferred newspaper... the advertising 
medium that puts hard sell into your sales 


message in the all-important Seattle market. /4@ 
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1957 COLOR R.O.P. ADVERTISIN 


(FIRST 50 as reported by Media Records) 
NEWSPAPER TOTAL R. 0. P. LINAGE 
i | aaa ee eT AIMS 
Pe ee Fe nce, 6 See POP ee 
3. Atlanta Journal & Constitution . . . 2... . . . . 1,678,162 
eS Se a oe eee eee 
5. CS: oC ee. kOe 2 
6. Miami Herald. . . . . mht eee 
7 
8 
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. Long Beach Independent-Press Telegram. . . . . . . . 1,378,392 
te ot ae ET CMC 
Se bo ke er ae ae 
10. Long Beach Independent . . . ........ +. . 1,261,189 
11. New Orleans Times-Picayune & States. . . . . . . . . 1,219,434 
i ea ead ae a eS ee 
a )  h 


Er re 
15. SEATTLE TIMES ..... 1,136,985 
NEWSPAPER TOTAL R.0.P. LINAGE NEWSPAPER TOTAL R.0.P. LINAGE NEWSPAPER TOTAL R.0.P. LINAGE 
16; Gineinnet! Gneuirey 2 2 ke 1,129,608 28. Minneapolis Star & Tribune. ..... 983,369 pe ae ere een re 862,447 
17. San Jose News & Mercury News. . . . 1,086,807 29. St. Petersburg Times... ...... ..: 959,536 41. Pasadena Independent Star News. .. 856,755 
Se oe ka > se 1,084,682 30. San Diego Tribune .......... 936,117 42. Cincinnati Times-Star......... 855,609 
¥e. Colomous Dieeeten ............ 1,060,430 31. Omaha World Herald ......... 930,137 43. Des Moines Tribune Register ..... 831,036 
20. Fort Worth Star-Telegram. ...... 1,049,481 ee eee ee 909,818 G8; SORTA Bia ics 6s sae its 825,818 
/ Eee eee 1,046,402 ES ete eee ee ee 900,915 45. Gan Joee WOPGUTY occ Gece es 825,096 
22. St. Paul Pioneer Press & Dispatch . . 1,045,877 34. Akron Beacon Journal ......... 887,109 Ce ee ee 823,776 
ee ere te are eee 1,025,882 ee a ry 886,129 47. Spokane Spokesman-Review. ..... 808,563 
24. Dallas Times-Herald.......... 1,017,293 36. Cleveland Press............ 885,453 48. Evansville Press & Courier Press ... 808,550 ot 
25 SE: i os eee wloseia 991,250 37. Los Angeles Examiner. ........ 880,299 49. Portland Oregonian .......... 805,400 a 2 
26. Atlanta Constitution. ......... 990,163 ae ie 875,055 BO. ERE ee ies kh ee 804,756 ee 
27. Salt Lake City Deseret News Telegram 988,707 39. Washington Post & Times-Herald ... 866,723 
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Member of Conlalidated Consumer Analysis Group . 


SEATTLE’S _-—-- > >) NEWSPAPER 


REPRESENTED BY O'MARA & ORMSBEE, INC. 
_ Detroit .« Chicago «+ los Angeles — : 
-Member Metro Sunday Comics and Metro Rotogravure Groups 
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Kobak Hecht 


mMPA—At the Magazine Publishers Assn. meeting were James Kobak, J. K. Lasser & 
Co.; George Hecht, Parents’ Magazine; Ford Stewart, Christian Herald, MPA chair- 


Stewart 


Myers Hits TV as ‘Risk,’ Supplements 
as ‘Trading on Magazines’ Stature’ 


(Continued from Page 1) 
of winning the audience, and if 
he succeeds, his competitors lose 
on other channels. Further, if he 
wins in ratings, it may not mean 
sales. 


s “The costs of success are enor- 
mous, the chances slim, the risk 
of failure very great, and the costs 
of failure nearly ruinous ... I 
think the advertiser is very ready 
to listen to a sound exposition of 
the values inherent for him in a 
medium which bases its rates and 
guarantees on audited, paid units 
of circulation, for which the con- 
sumer shares the costs with him. 
We intend to make him aware, as 
he once was, of these values,” he 
said. 

Four Sunday supplements—re. 
ferred to by Mr. Myers as “what- 
ever-they-are”—attracted $91,000,- 
000 in 1957, he pointed out, adding 
that they call themselves maga- 
zines, hoping “to trade on the 
image of quality and _ editorial 
stature which the advertiser holds 
for our medium . . . They make 
vast claims of circulation, depend- 
ing on the number and size of 
newspapers they have inveigled 
into carrying them. The largest 
claims 12,000,000 circulation, the 


others somewhat less, but all in| 


the multi-million category. 


a “They have even persuaded the 
ABC to grant them associate 
membership and are allowed to 
issue consolidated statements sep- 
arate from ... their carrying news- 
papers. 

“Is circulation acquired by bulk 
- sales to newspapers—not consum- 
ers—to be put into equal status 
with magazine circulations ob- 
tained through individual sales to 
individual consumers? 

“In the latter sense Sunday 
newspaper supplements have no 
circulation at all, since the con- 
sumer does not really pay for the 
supplement itself. What do you 
suppose the circulations of these 


mpA—At the Magazine Publishers Assn. meeting were Robert Dennison, J. Walter 
Thompson Co.; Fred D. Thompson Jr. and Reginald Clough, Reader’s Digest; Frank 


supplements would be if they 
were offered separately to the 
consumer through single copy or 
subscription channels?. . .” 

Mr. Myers pointed out that Life 
and Reader’s Digest surveys which 
showed comparable audiences of 
magazines and supplements were 
to magazines’ advantage, “that 
magazines, starting from paid 
units of circulation, had many 
more readers per copy than the 
measured supplement. 

“But that supplement today is 
still claiming it has more circula- 
tion, and advertising in it is read 
by more people than in anything 
else in print. 


= “So here we are in magazines, 
getting little or no credit for our 
paid units of circulation and de- 
nied credit when the audience 
measurement used by other media 
is applied to the magazine medi- 
um.” 

The Look publisher said the 
abortive ARF study of magazine 
audiences had left the magazine 
industry “with a terrific black eye 
before the advertising industry.” 
(Look was prepared to be a spon- 
sor of the study, generally opposed 
by major magazine publishers.) 
He said the question of magazine 
audiences and their measurement 
still awaits resolution. 


= He held out the prospect of a 
boost in magazine volume from 
$741,000,000 to $1 billion through 
cooperative effort, although prom- 
ising plenty of competition. 

“Let’s not worry too much about 
being competitive. Let’s worry a 
lot more about not being coopera- 
tive in producing for the magazine 
industry one strong voice which, 
while loudly proclaiming maga- 
zine value, also is placing on the 
record the sobering truths which 
can counter and deflate the now- 
unanswered claims and exagger- 
ations of our competitors,” he 
said. 

Other MPA meeting highlights: 


Clough 


Rhodes Reilly 


e J. B. Kobak, of J. K. Lasser & 
Co., showed the publishers a pic- 
ture of rising costs in the pub- 
lishing business, and dwindling 
profit margins. He pointed out 
that higher page rates would 
help to offset a slide in unit vol- 
ume, thus yielding a better profit. 


e Kent Rhodes, vice-chairman of 
MPA, reported on the current 
postal situation, which was still 
being hammered out in congres- 
sional conference in Washington 
as the publishers met. He showed 
differences between the House 
and Senate bills and urged collec- 
tive action because “if we don’t, 
the lawmakers are going to put us 
out of business. We must tell them 
we're being gypped.” 


e Representatives of a revitalized 
MAB described new projects in 
the works: 

Wesley Bailey, Good Housekeep- 
ing, outlined the work of the mer- 
chandising committee. 

Edward Miller, Life; Andrew 
Cullen, Newsweek; John Malon- 
ey, Reader’s Digest, and Jay 
Stanwyck, McCall’s, reported on 
the progress of research (three pi- 
lot studies on projects will be un- 
der way in the late summer; Miss 
Stanwyck heads a committee to 
collect and interpret university 
research on magazines). 

Harry Thompson, Newsweek, 
reported on the color “spectacular” 
which ran in ADVERTISING AGE 
April 28 and disclosed additional 
plans for similar cooperative pro- 
motions in other business papers, 
plus proposed ventures like the 
“Magazine Showcase,” in which 
admen will hear people featured 
in magazines describe their im- 
pact. 

Philip Ewald, The New Yorker, 
advised the publishers that the 
magazines’ public relations ave- 
nue was to “be of service.” 

Karyl Van described the sales 
committee’s cooperation with the 
color spectacular—383 salesmen 
wearing color ties, 11,000 color 
drop cards distributed. 


e W.H. Mullen, director of MAB, 
pointed out magazines’ postwar 
rise, indicated the tentative mar- 
ket offered by direct mail users 
and candidly pointed out that 


Braucher 


Gamble 


Braucher, consultant; Fred Gamble, American Assn. of Advertising Agencies; A. O. 
Knowlton and Weldon Willis, American Home; Norbert Hofman Jr., McCall Corp. 


Whatmore 


jamong the 50 largest advertisers, 
| magazines’ share of total expendi- 


tures had shrunk from 35% to 
24%. 


e F. E. Davis, Newsweek, report- 
ed that magazines sold 5.25 billion 
copies in 1956 and that circula- 
tions had moved up ahead of pop- 
ulation, keeping pace with a 
growth in education among the 
public. He predicted that by 1965 
consumer publications’ circulation 
would be up 33144 %, business mag- 
azines’ up 50%. 


e A panel moderated by Dr. The- 
odore Peterson, University of Illi- 
nois, assessed the role of maga- 
zines in our present and future 
society. He complained of maga- 
zines’ slowness to present minori- 
ty views and of their imitative- 
ness (“pack journalism”). He 
compared magazines’ economic 
structure to the 16th century 
“putting out” system, but he com- 
mended the industry’s variety. 
He thinks magazines will be 
around a long time, but not the 
same magazines. If history were 
to repeat itself, there would be a 
60% mortality among the 25 lead- 
ing magazines by 1987, he said. 


e Dr. Ernest Van Den Haag, of 
the New School of Social Re- 
search, commented blandly that 
magazines are very tempting to 
the intellectual and provide a use- 
ful service in keeping intellectuals 
employed and out of mischief. He 
called American lowbrow maga- 
zines the best in the world, as are 
middlebrow magazines. U. S. 


highbrow magazines he found 
very poor. 
Magazines, he said, tend to 


“make the obvious more obvious, 
the approved more approved. 
They do not offer new visions— 
neither ideas nor art They 
tend to homogenize the public 
taste.” 


e Jerry Ryan, vp of Woman’s 
Day, reported that Eldredge Pe- 
terson, former publisher of Print- 
ers’ Ink, had been retained by 
MAB to write a book in collabora- 
tion with the magazine committee 
of the Assn. of National Advertis- 
ers. Tentatively called “Maga- 
zines as an Advertising Medium,” 


Knowlton 


O'Neill 
man; Kent Rhodes, Reader’s Digest; Edwin Reilly, Post Office Department; Marvin 
Whatmore, Look; Michael J. O’Neill, TV Guide, and 


Advertising Age, May 12, 1958 


eet eo [a 


Grove 


Woodward Grove, Woman’s Day. 


it is being offered to publishers; it 
grew out of discussions with the 
ANA dating to 1954. 

The book is intended to describe 
magazines of millions of circula- 
tion, intermediate circulations, se- 
lective circulations, ete. It will 
cover only consumer magazines. 
It will eliminate copy and art dis- 
cussion, but will cover circula- 
tion, selling practice, corporate 
setups, editorial, etc. Mr. Peter- 
son will have access to the cam- 
paign records of ANA members. 


e Newman F. McEvoy, senior vp 
of Cunningham & Walsh, de- 
scribed his experiences in selling 
magazines door-to-door as a part 
of a “man-from-C&W” stint, em- 
phasizing that magazines (1) are 
packaged goods and subject to the 
merchandising devices of other 
packaged goods, (2) are wanted 
by readers and (3) ought to have 
a cooperative promotion cam- 
paign, like “What magazines did 
for my family in 1958.” 


e A panel of admen and editors 
discussed the question of whether 
print has a future. They decided 
it does. Richard Clurman, of Time 
Inc., said magazines must lead be- 
cause they cannot follow—that it 
is impossible to give the public 
what it wants, because it doesn’t 
know. Ben Hibbs, of The Saturday 
Evening Post, emphasized the role 
of research and stressed the im- 
portance of experimenting, illus- 
trating by describing the new se- 
ries (called Operation Egghead in 
the Post offices), for which $100,- 
000 has been committed. 

One of the two admen on the 
panel, William Steers, Doherty, 
Clifford, Steers & Shenfield, em- 
phasized that many buyers don’t 
know the value of magazines. He 
said this is more prevalent among 
younger admen than in the older 
group. He said magazines err in 
letting themselves be classified as 
a group. 


s William Ewen, Borden Co., 
leaped into the discussion at one 
point to counsel against giving 
the customer what he wants—if 
he wants to tamper with editori- 
al. Don’t let the advertiser sit on 
the editorial board,” he warned, 


Hofman Willis 
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Advertising Age, May 12, 1958 


asserting that the readers’ inter- 
ests should be paramount. 


® Ford Stewart, MPA chairman 
and Christian Herald publisher, 
summarized the MPA outlook by 
Saluting the new unity and re- 
porting that (1) a new dues struc- | 
ture will be advanced, (2) it will 
have a low base and higher rate | 
for magazines deriving specific | 
benefits, (3) the major publishers | 
have abandoned the old MPA ceil- | 
ing on dues, (4) business papers 
and farm papers would be sought 
as associate members. 

In Mr. Stewart’s wake, William 
B. Carr summarized the work of 
the MAB division. He said stoutly, | 
“There isn’t a chance in the world 
that magazines will go out of 
business; 180,000,000 people won't | 
let them.” 

He praised the volunteer work- | 
ers on the MPA-MAB merger and 
hailed the new magazine concept | 
—the joint selling venture for| 
which he has great hope. 

Gibson McCabe, publisher of 
Newsweek, was elected to the 
board of directors, succeeding the 
late T. F. Mueller. Richard J.) 
Babcock, president of Farm Jour- 
nal Inc., was elected to the MPA 
executive committee. + 
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Te Backstop # rockers bier 


Universal Atias Cement Company 
canes Waited Slates Soe 


ZOOOOM—A Cape Canaveral per 
illustrates the “mighty strength” | 
of concrete in this ad—the first of | 
a new Universal Atlas Cement Co. | 
series—scheduled for the May 24} 
Saturday Evening Post. Batten, | 
Barton, Durstine & Osborn is the| 
agency. 


dividual television stations would | 
be under AFTRA jurisdiction, with | 
SAG to have jurisdiction over tape 


|/commercials only when made by} 


Continental Can Names 
Fisher to New VP Post 


Raymond G. Fisher has been ap- | 
pointed to the new post of vp in 
charge of mar-| 
keting of Conti- 
nental Can Co.,! 
New York. Mr. | 
Fisher joined) 
Continental in| 
1952 as director 
of economic re- 
search and has 
served since 1956 
as director of the 
company’s sales) 
research and pro- 
motion. Prior to! 
joining Continental, he was eco-| 
nomic advisor to the Rockefeller | 
family for six years. 


R. G. Fisher 


Screen Actors Guild 
Proposes TV Tape Agreement | 
The Screen Actors Guild has 
named a special committee and in- 
vited AFTRA to do the same, so a 
meeting may be held to negotiate | 
agreement in the current hassle} 
over jurisdiction for video tape. 
SAG takes the position that com- 
mercials done in network or in- 


producers other than networks or) 
stations. The Guild asserts this de- | 
marcation will give AFTRA a ma-| 
jority of the tape work now done, 
but that its proposed division of | 
jurisdiction is logical, and based on | 
historical background. 


Lovick Opens N.Y. Office 

James Lovick & Co., Toronto, | 
plans to open a New York office) 
on June 1 under the supervision of 
Don Agnew, a vp in the Toronto 
office, and under the direct charge 
of Douglas Hall, now at Toronto. 
Lovick, which now has eight of- 
fices in Canada and one in San 
Francisco, says that the new office 
does not represent an effort to 
compete with U.S. agencies for) 
U.S. business, but instead will! 
serve Americans advertising in) 
Canada and Canadians advertising | 
in the U.S. 


|Miller Joins EWRR in L. A. 


Jack Miller, formerly an ac- 
count executive both of Buchanan | 
& Co. and D’Arcy Advertising, has | 
joined the Los Angeles office of| 
Erwin Wasey, Ruthrauff & Ryan | 
as senior account executive. 


PROGRESS 
PLASTIC PLATES 


are used REGULARLY 


by some of the 


LARGEST AGENCIES 


for some of their 
LARGEST CLIENTS 


THAT'S EVIDENCE OF QUALITY! 


PROGRESS 


913-23 Filbert Street, Philadeiphia 7, Pa. 


PLATE MAKING COMPANY 


WaAlInut 2-0447 


PROGRESS Plate Making Company i 
923 Filbert Street, Phila. 7 
Walnut 2-0447° 


THE PROGRESS « HANSON + PROGRESSIVE GROUP 

PHILADELPHIA +s NEW YORK ¢ WILMINGTON ¢ BALTIMORE ¢ WASHINGTON ¢ RICHMOND 
HANSON Electrotype Company 

Sth & Sansom Streets, Phila. 7 

; Walnut 2-5567* ; 
* of course any of the three can be reached by one call ° 
NEW YORK: MU Hill 2.1723 * WILMINGTON: OL 5-6047 * BALTIMORE: SA 7-5302 » WASHINGTON: EX 3-7444 » RICHMOND: Mi 4-277) 


PROGRESSIVE Composition Company 
9th & Sansom Streets, Phila. 7 
WaAinut 2-2711* 
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in Sacramento 


Checked any Sacramento statistics lately? 
When you do you'll be plenty surprised by what 
you see. 


Sacramento’s story is typical of our West — 
people are flocking here. Since World War II 
population has skyrocketed 78.4% compared to 
the U.S. total of 18.8%. More than that, this new 
citizenry has prospered. Buying power in the 
same period has more than doubled. Up 140.5% 
in fact. And sales experts are still talking 
about the astounding increase in retail sales. 
More than half a billion dollars in 56 —a hike 
of 208.3% in just ten years. 


Of course, what’s really soaring in Sacramento 
are the rockets, missiles and aircraft being built 
nearby. Sacramento—in this space age—is in the 
No. 1 position as the largest rocket development 
center in the nation. This has meant scores of 
new industries, thousands of new jobs and 
hundreds of millions of dollars in private and 
government investment. 


But don’t forget Sacramento’s bread-and-butter 
is still agriculture. This area helps feed America 
with an annual output valued at over $200 
million. And a modern transportation system — 
including the soon-to-be-completed multi-mil- 
lion dollar Sacramento-Yolo Port Development 
— gets things to market — fast. 


Now is the time to get your share of sales in 
this growing market. The Sacramento Bee and 
Parade can help you. Each Saturday they call 
on three out of every four homes in town. Each 
Monday they begin to move goods off dealers’ 
shelves. 


PARADE ...The Weekend Magazine 
section of 59 fine newspapers covering 
some 2800 markets ...with more than 
16 million readers every week, 


—eSS 


n’t miss the t 


in Sacramento? 


Per cont of tomilies reached 


LOOKE...... .11% 
POST.........12% 
LIF EF treeeecees LB® 


Meme Cougaty 


The Sunday Picture Magazine 


Parade 


(The Sacramento Bee ie represented 
nationally by O'Meara & Ormades, Inc.) 


. 5 a rs pices ™ ee i Ee Ripe: \ pwereiat © £ ei roe Lee ee &, al a ee eae eat ee ee: 
= Seat) * gts : My ekg eee is, ete = J 4 - t eee ‘ f i" Lay ‘ val ye Mee: mn > al ay 
ee 2 ar west aR ape aes ans PO ar a Ng ic & Pc ae Ch rae re peta ile ea i ee Pa iii Be eg oon Ne ME hee oe Wy ah: at ee 
Se ae ; ee i b ED aie ae aang a: sis ahi mene. ae ane \ ae Ths Whiges., sae 2 0 eos aed eataaes eee, ‘. a lee ad aoe ts 
— oxen * sR iG - 
a 
EE : : ; i a | 2 PTE ‘ } ‘al 
7 - : ‘ a A 
cop cutie pnipuaniea gait : 4 
‘ - ; 
? . 6. #@ eee, 
ane y . we, ge are 7 : ‘ Peet tals,” (a aca ; fi 
oR aan nee ada es? . ay : \ y " a ? $aa ‘ 7 ‘ aan 
Pee > a a : “| oo wr) : heey = 5 
= " st Bed ees ye , A } . 7 pee . { t i — ss 5 “a 
Dag PM aN P - ae ye eae © 
ie eer AE ieee tas. sows “ " i th 5 R t a Sf ' op ae: 
: ; ; ” . cf fiaity a canal oe . a. oe nae 
a ¥ . . ea ys ee as ee Sek eee - ae ee ee 
ee 53 7 ~ % < Recs ‘ | oe oN eee, cen 
. fe Saar i age eres. CE > ers AE = 3 wer  OEAUMACY . sy: : - as (Serres fon Pie 
Se a ae Gib t ae r “f - E x + & a : . Sai 24 
a Fa * ¥f 2% e , Bs spe : Pat a ay 4 as cp . 
Se en ese | oe  - Roe in Wate ee a, < ‘ 1 ae aS “a | 4 A qt * ' q ad ja gat oat a 4 
eae ee BE te ees ae ng a hie Ho { o. ” a * “as eee F 
rs + ; Pd 2 ki Cea ¥ zt te : . > . %, P. ke 
: > 8 of nk. er ee aber xe a é a ° i, i Pee 
hae” =a. ae gwrveRsh ieee ee Ce ane ae 4 4 aad ‘ ~ BY a cane 
et ae was eo Oe ee te a ‘' ; ’ ; ¥ ie fe a ae 
ve ri L ee eect At " - ¥ .) , > . i) eu ‘ iy f 
; ce iis fo << 4... - ’ “a8 ‘ ie ‘ aa 
yee ee i! ve ee 
| 4 °F - 9 J . 3 r “ -<. ¥ * oe is sa ee ‘ pees ie ‘5 és 
re . aa a : a EET ime ei | 
; we ~ ‘ . g f ~ “ . Athol Foe tt ae 
. a4 te ae iy & wae &. ia . ‘ :' : ! . age emer 1 ae 
<i rt Ss s C: *,. “ LS : Poy ae ae 
4 aS { 4 o te, Et ca ; ee ‘ “~* bare OPS as ar 
, 4 ij iw “ 5 ES Sees 
X fe. 1g ‘ f ae vs.Be , : rarer a 
. : ie ceo 2 2 ae 2 ; ' , ; 1 ; Pe eee 
* eee = caer i 4 m4 - i , eee 
ee oe : ) ee Sr a . im fe a” on 
Rae Magee ie j i f33 : ™% . re as Bes ee 
ee : ; i ; H : q 3 aes ae 
* ° ane ‘ & , y { 4 : es ee 
ee: > ¢ aS ude -. - € : " : e need 
ow YY “Se . hd i ae s. 7. a ESR Remo aN Ae 
Oy ee “AS Nous oe el 

, Ye i ial a E- a a eke ae 
. ; + 3 : » e . : Sais se 

¥ ®. * eu Bo oy _ BE Ce Bee eee 

y AF . o al ae * - we: is 

Cla ‘ f 4 a i i Frit oe. < 

é a . 7 ie . . : _ 2a . pees R ea Tek ees, 

aig * fa . a boat : eget ce ial Sie Fe ae 

a oo. e Ls < ? i Bey), » 4 . ' * . : es Fe Lae 2 Poy eer 

. 8 7 6 | ee i. a ome 

a : ‘peg 4 “—_— bala Be att ‘ ¥ ae ; % tel to: 

. po 2 : See» a. a ee Sa, : _ as . a é 
: ‘ . ual eo: : Pree % eA oy 

kh fo: a , | . ; ; 
: " ate Ss . Nae ‘geen eo 4 pro > ele ; "ha — eo ' 4 
ie pia Ja are ie earns all se dip be ‘ sh, ee 
i i es ae 4 ies ial: oe ae sear te ee ton a ey i ‘ 
4 aa ox. ony ae gee ee ee ae a a hae i see aig ‘ 
‘ oa Eke a ce a ; oo oe ; a 1 weecemccai 
x j 7 % a pene ‘ ia . ( os ‘ jeri Ne 
u - Wn om, ae: Aaa 4 : i ‘ : L 3 . ite 
oe a eee . i. a 2, a Se is 

Se eel ge : 5 ears a. See i re 

he ee li Mes ee + : i eke 6 ae. ae 

eee k os eal No yaeeeegsa OPNSS, +. aan fas Se “ eae ade 
oe tary. Pare Tht Sse SO cee a ha = ee eR vs See 
! “i , Wee pie ere, . t me oR eee ee eee 

; . . ce eer cae ee a ‘ies eee 

die. ee . : ARNE ES rage si i Bi aicpedase a8 na pes eae 

7 ; +) ee S| Pe ay ee nS oe 

\ t 2 ” J ‘ a aaa 

, i arade ies 
I | os p a et Sate ead r 
: [ ee ‘ee Rent. 

a : sae 

ra Annual Children's Camellia Parade et ea eee 

: ' i: Carat ee mee = 
i et 7 

" ene PS 

ican pape! 

: agate 

ee re ar oils 

. i fs fe Sue 

Pa a | : se Rear hes 

i eR ig Rh apa 

: a its? 
’ sp entre age 

: iy, Aenean ate 
f q Sot io th age ae S z ath ies = 
= ¥ ee. Beshiee) 

E a ‘ age. a 
- ee eid OS dane 
| | _ eee 

é » 

¥ 

Rca ai Rie aa 
- 783k coil ‘ 
/ veene vou sat RANE See 
| Br ae foot te) 
Lh — saa peers ie es 
e bo 
Rae pe 
ET - - f | ee Sere oe me 
3 s Fee NS 
ine ie a, anime: 
‘ <. ye . ‘oe: es SC eetied. 2 
Pe i is ar he. See 
ee + tie oe irae tg ono ee Be 
”’ Se a iS ee silted aoe fy 
49, 2 wes ‘ * ieee ee Se 
2 co "2S, ne ; egies: t 
te i oesteeeeseeetienenstiientnenanietndantomnentteiemtnmeantememenatenmmee acne ntinn tee ee ee er ‘a wis Ms 7 7 Cb, ote ria po 
45 ae ae eee Bree 5A oe q 
| | RS “eu A] Sgr 
| | ss ve Qo ee = ee OS ee SFO a 
} a - ay Ser gee ee Coots a 
- wi Oe: tT Seats: ehe! ee 
fe rca t 
i | a — r et oe i 
= - tee 6 a gr meg me one il = Pe % a 
| prc ad ta as, x 
at ae 
a oo a 
eit P 
i ee &, 
eae EF 
hve E : : ; Sean ae 
ems ice AT Seay tai Ja pe a Se ee enced as aN cect an Soe ede i Ae RA cree eS eee ed herrea a eh Soe gaara epee bel EA ee ee noneeh tate Mae Sit Paty be eee ag Sih 9 AO: a ESS. Mi eye = ‘ gir Ieee Se ‘fe A ae 
RE PR Bas eee ee age Re Re oe oan SN eet Wie Seah RE NE Ge GR ES = ae ROR Cae RR ROD RTD oe a ae rs te Cee ne ae Per eC Me Mage ss a 
a oe Bone eS MEE ay ak lg ho geo oe Ba ME Se Ieee eo 7s CAPUR aeg Ng Taga See Ny emer cena See ee is NS Ge ETON Calne ge en AES nee TENOR Ae POS UMTR an ORME NCC tN Ss 


| 
| 


Going places with the 


We aL refi reshment 
a 


Fems that modern, active people are always 
S on the move, so it’s hardly surprising they've 
streamlined their eating habits, too 
Lighter, less-flling food and drink keep their 


figures trim and their spirits flying 


Today's Pepsi-Cola travels right along with this 

trend, Reduced in calories, never heavy, never 

too sweet, it’s the modern, the light refreshment 
When you're going places, always say 


Pepsi, please.” Refresh without filling! 


THERE'S A NEW WAY 


PEPSI COLA (and agency, Kenyon & Eck- 
hardt) pulled a switch with its newly slanted 
“the light refreshment.” Sparked to the merry 
clip of modern living, aimed at the growing 
trend to low calorie diet, its advertising sings 
“refreshes without filling.” 


PR epsi-Cola 
refreshes nvtheatC filing 
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There’s a new way to sell soft drinks, trust services, 


petroleum products, and many other things today. Now, too, a new way 


to sell your product to the Chemical Process Industries . . . 


e 


~ "lomorrow 


in today s es | selling! 


Zoom! Labor’s up . . . transportation’s up . . . costs are 
up all over! That’s why CPI-Management are in hot- 
problem seats today . . . they have to lick rising costs to 
fatten up profits after taxes, Every move they’re making 
is aimed dead center on increased operating efficiency. 
That’s your story,‘too, isn’t it? Then don’t slow it down 
... get it to them directly, decisively. The new way for 
you to speed sales is to ease the “net profit squeeze” on 
CPI-Management. 


The modern “management approach” pushes your story 
into every active CPI function — both “technical and 
non-technical”, . . into production and plant operations, 
design and construction, research and development, 
sales and purchasing .. . right up to top administration! 
As interests integrate at all levels, as management plans 
together . . . what you sell becomes more and more a 
part of their profit-planning. Then, and only then, do 
you pull the tremendous weight of their buying decision 
over to your side. 


You accomplish this by the advertising weight you ap- 
ply via their own magazine, CHEemicaL WEEK. It re- 
flects CPI-Management in its time-consciousness (a fast- 
paced newsweekly) . . . in its scope (Administration, 
Markets, Engineering, Production, Research, Sales — 
all CPI interests!) . . . in its “looking ahead” (analyz- 
ing, interpreting, forecasting ). This rubs off on your ad- 
jacent sales message, ups its performance . . . puts the 


TOUCH OF TOMORROP in today’s CPI selling! 


A McGraw-Hill Publication 


McGraw-Hill Building 


New York 36, N. Y. 
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Pry Loose Those 
Savings, Canada 
Advertisers Told 


(Continued from Page 1) 
newed emphasis on marketing.” 
Advertising, he said, “is the cata- 
lyst that can, as it has in the past, 
spark consumer spending” and 
provide a shot in the arm for this 
country’s economy. 

“In this climate,” he continued, 
“Canadian advertising has an 
unparalleled opportunity and obli- 
gation to perform efficiently and 
well. As the creative force in 
marketing, advertising will have 
a powerful voice in determining 
the direction in which our econ- 
omy is to go.” 


s R. J. Eggert, marketing research 
manager, Ford Motor Co., Dear- 
born, Mich., spoke of an “anticipa- 
ted upturn” in the second half of 
1958 and a “highly favorable” out- 
look for the longer term. He said 
the upturn later this year would 
stem from easier credit, mounting 
defense and construction expendi- 
tures, a leveling off of inventory 
liquidation, improvement in con- 
sumer spending and reduction in 
income and excise taxes. 

For the longer haul, he said, ad- 
vertisers could plan for a “growing 


market, a shifting market, a richer | 


market, a more discriminating 


market.” 


es Dr. J. R. Petric, consulting 
economist in Montreal, told one 
session that while he couldn’t see 
an end to the recession in 1958, he 
expected that an ACA speaker 


Canada as lying “in discovering 


its own individuality and goals.”| 
“It is wrong for Canada to) 


|simply try to imitate America,” 
he said. “It is equally wrong for 
her to try to be different at all 
costs. The right answer lies in 
discovering the uniqueness of 
Canada. Canada’s role could very 
| well become an example of a truly 
' balanced nation in a modern age— 
jan example for Americans.” 
Dr. Dichter said Canadian con- 
sumers “demand products equal 
or superior to those manufactured 
in the U. S.” But, he said, Cana- 
dian manufacturers are lagging 
behind their opposite numbers in 
the U. S. The result, he added, is 
that Canadian dollars flow into the 
| U.S. for the purchase of American- 
made products. He urged Canadian 
manufacturers to “get on the ball.” 


® Dr. Dichter also told Canadian 
advertisers to emphasize the 
“morality of the good life.” 

“We are frightened by continued 
prosperity,” he said. 

“We consider it almost a sin. 
Canadians feel that Americans, 
having more of a good life, are 
even more sinful than themselves. 

“This attitude is wrong. There 
is no real difference between ma- 
terialistic and idealistic achieve- 
ments. 

“A trip abroad—what is it? A 
materialistic or an idealistic ex- 
perience? Remodeling your home? 
Putting in a swimming pool? All 
|these are examples of the unclear 
differentiation between the sup- 
posed materialistic achievements 
and the more moral idealistic 
goals. 
| “We do not buy a new car just 
| because it is new and provides us 
with a thrill, but more basically 
because it gives us a chance to 
grow, to discover new experiences. 


“Canadians need the permission | 
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RECIPE INSERT—RCA Whirlpool and Pillsbury mixes teamed up to run 
this unusual ad in the May Household. It consists of a color spread 
with an eight-page b&w insert consisting of eight half pages of rec- 
ipes. Cover of insert continues the spread’s color illustration in b&w. 


1953-'54 and into the prosperity,;In his call for new media, Mr. 


recession, he said, saw sales off| tions channels are “approaching a 
by about 4%, but advertising| traffic jam” situation. 
|volume, “for the first time in| “A traffic jam can be temporar- 
business history, did not fall with/ily relieved by taking a detour,” 
the declining sales volume. Actu-|he said. “In advertising language 
ally it increased 5%.” this means that creative effort 
| Mr. Wallace said Canada’s pro- through present media should be 
| ductive capacity would be about sharpened further. This aggres- 
| $32 billion by the end of 1958 and | sive, creative course represents 
that by 1967 it would be $55/one road of making your message 
billion. stand out above competition.” 
“To take care of our expanding 

| productivity, we will have to raise; ® But detours are only temporary, 
our living standards a full 90% in|and Canadian media may be ex- 
|nine years,” he said. “In dollars,| pected to become more jammed 
|this represents an additional $16.5|in the future, hence the need for 
billion above the present level of | “the industry to apply its ingenu- 
consumer purchases.” |ity to creating new media.” 

| Mr. Kober was critical of Cana- 
® The opportunities inherent in|dian media which assume “a 
this situation, he continued, “come | Somewhat archaic attitude of re- 
in developing new markets fast |fusing to divulge any data” about 


of 1955, 1956 and 1957.” The 1953!Kober said present communica- | 


prebably would be able to say at 
this time in 1959 that the recession | to enjoy their life. Advertisers 
“is behind us and we're off on| have to stress the fact that their 
another spurt.” |products provide new  experi- 
ences,” he said. Another step to 
s E. H. Walker, president and | prosperity, said Dr. Dichter, would 
general manager of General Mo-|come when advertisers and sales- 
tors of Canada, declared, “This is /men recognized that the consumer 
not a recession year” for his| “feels he has not been persuaded 
company—‘“our business is up.” |enough; not been wooed or pleased 
He pointed out that “years of|or given to understand how impor- 
readjustment and stabilization can | tant he is. 
be just as important in the eco-| ‘Unless there is a real attempt 
nomic development of a nation or|to grant the consumer this self- 
of any individual industry or|importance,” said Dr. Dichter, “he 
business as are the years of new | may use a recession period as an 


production achievement. We can 
use such years to consolidate our 
gains.” 

He cited the “phenomenal suc- 
cesses” of the “You Auto Buy 
Now” promotions in the U. S. and 
Canada as “proof that the money 
is there and that it needs extra 
effort to get that money working 
where it will do the most good.” 


= Dr. Ernest Dichter, president of 
the Institute for Motivational Re- 
search, Croton-on-Hudson, N. Y., 


excuse to punish salesmen for 


enough to take care of this colossal 
increase by changing the con- 
sumption pattern of our Canadian 
population. This can take place 
only if we change their habits, 
change their desires, change their 
motives and their ideas of what 
satisfies them. 

“In so doing we will significant- 
ly change their level of demand 
‘for goods and services, which 
measure the standard of living. 
It is in this expanding of the 
economy that marketing will prove 
it is the vital economic force we 
all believe it to be.” 


| their advertising volume or other 
|performance criteria. He urged 
advertisers to put pressure on the 
media they use to supply such 
facts. 


® The ACA elected Harry E. 
Whitehead, sales and marketing 
vp of Kimberly-Clark Corp. of 
|Canada, president, succeeding Mr. 
| Atkinson. J. J. McGill, director of 
advertising of Imperial Tobacco 
Co., was named exec vp, and A. B. 
Yeates, assistant director of ad- 
| vertising, sales promotion and 


Advertising Age, May 12, 1958 


|tising Advisory Board and im- 
|mediate past president of the 
|Canadian Assn. of Advertising 
| Agencies. 

Last year the gold medal went 
to W. J. Campbell, director of 
advertising of the Toronto Daily 
Star and Star Weekly, for his 
advocacy of absolute truth in 
advertising practice. + 


Rambler's April 
Volume Is Nearly 
Double ‘57 Level 


New York, May 6—National 
retail sales of Nash Ramblers last 
month continued to spiral, almost 
doubling the number sold in April, 
1957. 

This was the word passed today 
by Roy D. Chapin Jr., executive 
vp and general manager of the 
|}automotive division of American 
| Motors Corp., to the Sales Execu- 
| tives Club of New York. 
| Mr. Chapin said national retail 
sales of Ramblers in April totaled 
15,418, against 8,074 sold in April 
of last year. In March, ’58, he said, 
14,139 Ramblers were sold. 

Tomorrow Rambler output will 
be boosted to about 750 units 
daily, Mr. Chapin said, noting that 
in mid-April of this year some 
600 units were being brought off 
the production line daily. Mr. 
Chapin said the Milwaukee and 
Kenosha American Motors plants 
now employ some 11,000 persons, 
and production is scheduled on a 
six-day basis, while some 7,600 
persons were employed at this 
time last year. 


® Elwood M. Davis, vp of sales 
and service, Pitney-Bowes, said 
first quarter profits this year 
were above the amount made last 
year during the corresponding 
period. Mr. Davis attributed the 
increase to a_ stepped-up sales 
program in the field. Pitney- 
Bowes’ net income for the first 
quarter of this year was reported 
to be $963,496, compared to $953,- 
788 in the same ’57 period. 


= Walter Sternberg, senior vp, 
National Airlines, told the sales 
executives that the airline today 
employs 8% more people than it 
did a year ago. And Leonard C. 
Truesdell, sales vp of Zenith 
Radio Corp., said Zenith “now 


|public relations of Prudential In- 


their lack of understanding.” 
® In a talk on Canadian advertis- 


surance Co., was reelected vp and 
treasurer. 


enjoys its greatest share of the 
market in company history.” # 


® In his speech, Mr. Wallace told 
the convention that Standard 
Brands “spends a great deal of 
money on advertising, but I know 
that it is one of the most economi- 
cal marketing tools we have in 
comparison with the results we 
get.” 

He also called it “an accepted 


|fact that sustained or accelerated 
| advertising pressure helped to 


ing media, T. W. Kober, marketing 
director of Vickers & Benson, 
Toronto, called for the creation of 
new media in this country. 

“The average Canadian citizen 
is today exposed to about 2,000 
selling messages every day,” he 
| said. “This volume is necessary to 
|maintain our buoyant economy 
|and to keep distribution costs low. 
But it will be—and must be— 


« Einar V. Rechnitzer, president Noyes Book Published 

of MacLaren Advertising, Toronto, | The autobiography of Pierre- 
received the ACA’s gold medal|pont B. Noyes, “A Goodly Heri- 
|}award for 1957 for “his constant|tage,” has been published by 
|efforts directed toward the imple-| Rinehart & Co., New York (May, 
mentation of the best principles of |$4). Mr. Noyes was founder of 
advertising methods and practices|Oneida Ltd., maker of Commun- 
and the over-all improvement of |ity Plate silver. His first book, ““My 
the stature of the advertising Father’s House,” told of the organ- 
|industry in Canada.” Mr. Rechnit- ization of the Oneida Community 


saw the road to prosperity for|lead us out of the recession of increased further in the future.” |zer is vp of the Canadian Adver- 


in the latter 19th century. 


Von Tress Mullen 


mMPA—Among those at the Magazine Publishers Assn. meeting were Ed C. Von Tress, 
Curtis Publishing Co.; W. H. Mullen, Magazine Advertising Bureau division of MPA; 
Wesley L. Bailey, Good Housekeeping; William B. Carr, McCall’s; Gibson McCabe, 


Bailey Carr 


McCabe Babcock Mrs. Chalmers 


at the Greenbrier in White Sulphur Springs. 


Morrow Chalmers 


Newsweek; Richard Babcock, Farm Journal; Robert C. Morrow, Catholic Digest; Floyd 
Chalmers, Maclean-Hunter Publishing Co., and Mrs. 


Chalmers. The meeting was held 
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Department Store Sales... 


Rainy Week Helps Sales Lag 8% 


WASHINGTON, May 8—Depart- 
ment store sales across the nation 
in the week ended May 3 lagged 
8% behind sales for the compar- 
able week of 1957, the Federal Re- 
serve Board reported today. 

The board attributed part of 
this decline to the fact that rainy 
weather on many of the shopping 
days discouraged shoppers. 

For the four weeks ending May 
3 sales lagged 7% and for the year 
to that date they ran 3% behind 
the previous year. 

Detailed breakdown of these 
sales will not be avaflable until 
next week. For the prior two weeks 
sales broke down as follows: 


% Change from ’57' 
Week Ending 


Federal Reserve Apr. Apr. 
District, Area, and City 19 26 
UNITED STATES ........600. —9 +4 
Boston District .................... —I4 +5 
Metropolitan Areas 
Eee —19 +2 
Downtown Boston . —23 —2 
Suburban Boston . —12 +8 

Cambridge .......... +9 +3 
Quincy ...... —21 +9 
a —16 +17 

City 

I 6 nish caccsinetionindgal — 6 +41 
New York District ................ —8 +8 
Metropolitan Areas 

TINIE ciccccenesengaptnsestcccccorsersnsse —21 2 

New York-N.E. 

DROW SOTBGG oicceccecsescccsscsenss r— 7 +11 
Newark +7 
New York +3 

Rochester ...... —1 
Syracuse ‘ —1 
Philadelphia District ............ —2 +R 
Metropolitan Areas 
IID, sicsscccessctenetenohinnens r—12 +1 
Trenton ...... ~ +5 +17 
Lancaster ...... —7 +18 
Philadelphia r+ 3 +15 
Reading .......... --12 + 5 
Scranton wwe T—25 +22 
Wilkes-Barre—Hazleton .. —28 + 5 
Cleveland District ................. —10 —5 


Metropolitan Areas 


Lexington 3 
Akron _...... 6 
Canton ....... 9 
Cincinnati 2 
Cleveland ae 2) 
Downtown Cleveland ...... —23 — 9) 
Columbus uw —1 —12 
Springfield .. —21 — 6 
STEN  eresinnibtatesoouesuns —27 —17) 
Erie —4% +43) 
eee +1 —_ 4) 
Wheeling-Steubenville — 5 —9 
Richmond District ................ —12 — 6 
Metropolitan Areas 
re — 5 —10) 
Downtown Washington .. r— 8 —12) 
Baltimore ww —14 ~- 5| 
Downtown Baltimore ... —10 —11) 
Richmond —21 0) 
Atlanta District ................ —i +11 
Metropolitan Areas 
eee —22 + 5 
IT aici Ceskiginstpsntebesetcininns —13 +14 
TACMBORVES  61s0.000cccs0er0ecsees0e00 —24 —4 
Ee r—12 +8 
Downtown Miami r—ll +2 
CU —18 ° 
Augusta .... r—24 —7 
New Orleans —20 +4 
REED orevectuecrvemnsetnisioneees —2 ° 
City 
SII ‘sacisinissinsiatnnenateertieteinods +14 ° 
Chicago District .................... r—1i2 0 
Metropolitan Areas 
IEP eneenticesntesercierinerevenee —12 +6 
Indianapolis a 17 —10 
EE ctincthcesctevess — 98 «s 8 
Grand Rapids —18 —3 
Milwaukee ......... -_—1 —7 
St. Louis District .................... —6 — 5 
Metropolitan Areas 
EBUTID TOOT cesesovececsscesesnorecveee —18 + 6 
EUIIGTED ccrceisseiccossescsncesescencees —Il1l — 5 
St. Louis .. —1 —5 
Memphis ................. —15 —10 
Minneapolis District ............ —16 —2 
Metropolitan Areas 
ee FOIE. cosmerrasigsciveccce —17 —1 
Mpls. and Suburbs .. -—21 0 
SI PAINE - vequiiteinssnbatetadcsssssoncces — 8 —2 
Cities 
Duluth-Superior _ ............. —10 —14 
Kansas City District ............ r— 9 +1 


Lloyd 
does 
at! 


See page 128 


Metropolitan Areas 


0 Bs en —9 
IID incisiiaidtihadiieaianapivenizentes —7 
Wichita ........ . —4 
Kansas City ....... Saetanas —10 
St. Joseph ............ papules oe 
Albuquerque o.oo —17 
Oklahoma City ..................... —10 
IN “Seencintirennansianctmditecting —10 
City 
EE ae —25 
Dallas District ................... Se Ed 
Metropolitan Areas 
0 —13 
El Paso ..... we —14 
IS TI ‘secessccinsonsnniasonsstiy —20 
Houston _...... : —19 
San Antonio ................ . —22 
San Francisco District ........ — 5 
Metropolitan Areas 
Los Angeles-Long Beach 4+ 6 
Downtown Los Angeles — 6 
Westside Los Angeles ... +14 
TORO  ccscisesticsencccipcesnees +20 
Re —9 
San Francisco-Oakland ... —15 
San Francisco City ......... —20 
IE ceccasiserccsicces —l1 
PIED Gicosinlidtesentmmnraaittiorens —14 


be 41 ++ 


— 


— oe 
eens cor 


+) t+ F+tet+ 44+ + 


Shana 


+] +++ 
urns wo 


Salt Lake Cit —13 + 2 

Seattle ............... 1B +4 

Spokane —9 
| Tacoma 0 
r—Revised. *Data not available. 


‘During April changes from a year ago 
reflect in part the fact that last year 
Easter was on April 21 while this year 
it was on April 6. For this reason it is 
estimated that in comparison with last 
year an allowance should be made for a 
decrease in sales of about 6 per cent for 
the month of April as a whole. These 
allowances apply to the figures for the 
United States. 


‘Playbill’ Offers Rate 
on Brussels Fair Edition 

Playbill, New York theater pro- 
gram book, will publish an edition 
for the American theatrical and 
concert performances at the Brus- 
sels world’s fair. Playbill expects 
to deliver a weekly circulation of 
15,000 for 20 weeks beginning May 
25. 

Rates have been set at $200 per 
page per week, but advertisers are 
being offered an advantageous 
combination rate for use of both 
the New York and Brussels books. 


, The combination rate involves a 
|20% discount off both the New 
| York and Brussels card rates. A 
| 20-week buy of the Brussels edi- 
| tion alone will cost $3,400. Adver- 
tising for the first issue closes 
May 19. 


| Dr. Hadley Named Research 
VP of Bureau of Advertising 
Dr. Howard D. Hadley, formerly 
research director of Morey, Humm 
& Warwick, has been named re- 
search vp of the Bureau of Adver- 
tising, American Newspaper Pub-| 
lishers Assn., New York, effective | 
May 16. 

He will direct the “greatly ex- 
panded” researcl. program recently | 
okayed by the BofA board of di- 
rectors. Dr. Hadley at one time was 
technical director of Daniel Starch 
& Staff. 


NBC-TV Promotes Two | 
NBC Television, New York, has| 
| promoted Robert D. Daubenspeck ! 
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and Arthur J. Johnson. Mr. Dau- 
benspeck, formerly manager of re- 
search services for the network, 
has been appointed manager of 
sales development and presenta- 
tions for the central division, with 
headquarters in Chicago. Mr. John- 
son, previously NBC-TV station 
sales representative, has been 
named manager of station sales in 
New York. 


CRIT‘{C AL READER 


CISTENERS, VieEwe 
up claims thet your agenc 
clients or personne! have commi 


LIBEL, SLANDER, INVASION OF 
PRIVACY OR COPYRIGHT, 
BEFORE it happens, get our unique 
Excess INSURANCE Policy 
an effective and inexpensive cushion 
against these hazards. 


EMPLOYERS REINSURANCE 
CORPORATION 


21 W. Tenth, Kansas on Gla 3 

; ~ Chicago, San Francisco 

fe ‘wiles . see. "100 Bush, 
St J St 


wckson 


32 years of broadcasting . . . important contributor t the-technical 
growth of the industry . . . builder of WANE-TV © .. . keen businessman. 
Active in civic affairs and, like WANE-TV, a vital part of community life, 
Morie Pierce knows Fort Wayne and how best to serve it. 
Morie is one of the important reasons why more families watch WANE-TV © 
than any other station in the billion-dollar all-UHF Fort Wayne market.* FORT 

Ve 
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eee 


Represented by Petry. 
*Area ARB, 11/57 
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A CORI NT HIA N STATION Responsibility in Broadcasting 


KOTV Tulsa 


KGUL-TV Houston’ e 


WANE & WANE-TV Fort Wayne + 


WISH & 


WISH-TV Indianapolis 


: a Pa 5 4 M Jaap . , : . ce volo a fans ree ee is thee ks eee, . an Fo whale > Bras, “f 
ee % 7 et fe 4 PEO eed . a oe: Wing rs = ag ad é see ae 3 Gal 
# " ale a is ae 4, wher e 1s sc I TE : ie = Soke Se ee ae a Reed Ray ep ina cape hig ees os = 
re ee Be. a > a a soe Seen + aR Ds Cs Soe ia Re ee Sag ele Foss ‘a 
- ee ; 
a 
z ee 
a P Rigs eh Be 
1 
2 a “ahd 
3 2 Ae 9 eae 
° wee |. 
: 16 | _ a SS a galt. —. Bs 
] eS Pee eee 
= lie ihe bar 
RS oS abe 
j os Dns oS” "aire tan ae 
\ Y eS gee ee 
els) 8. eee eee 
; oe ee es oe fs Dae = ed 
3 Bi ae he 
Pele. [aes 
q i = Pauae kee s 
! m ; Me <2 
ih te 
a eee |S. 
: Ae. Bey 
q Poker on 
oe i Se 
| ir a 
| ‘a 
; as oe i bese ae : 
— — $$ es es ei ee 
a i Sn 
» . Bs ee 
- Po = pp 
: Pee 
| Ca eee 
| Meet Mor 1e Pier CCOy ieee 
sh oe me 
wt a oe 
a a 
Gl 
eee 
-_—> 
: ee 
5 i a 
\ ee 
( ay Se Een. 
7 , ‘ i vee S. oad ie 
y aa aa oe eae 
te re 5 es 
ie 4 as 
) sett betes 
§ @ y 2. SEL tarmac ee es 
5 Re eal 
* ah Pr a ae 
: 7 tteasae . | ope 
: ; ee Nee 
Pe 2) heey aaa 
eik, ag A | > ge rE 
} a 2 SSeree ace 
| aa < . f . 
eS pe ie 2 hon 
‘ Pom @y ' : pee ty 
} mall . . , " H . , eas 
f — “" \ > 3 rh hau i \ ¥ ae i 
= —_ state sh 
{ ec Cs i = 7 + is eee 
- lll 7 Peoe ls, Seas 
Ae DAs foot 
i i ar ; le Sa OF 
“ ' , : aie Eee ee ee ae 
~ r § " : . = ‘ eae on + 
— ~ i le . aS 
d . q . i / : ; oad 
{ } ; : / 
4 b ay ™ 5 , 2 Z 
> weeele sft 
J ¥ j Se a 
' Z > > : . : ec Pe : 
. ‘e ¢ oo iho : ; Bec: : 
‘ © al ; a Nek eee 3 
; z - 2 : Sean oa te 
{ 1 ¥ F Ee ‘ Baek 50 ears 
oe .. = . i oa =f ean te a 4 a 
\ j * = j CR wreemee ay 
a : ~ 4 : 
bay rs : He * TRG it 
’ . ws. Sak Peat 3 
\ ‘s “ / . ‘ Rahs rh 
’ a ‘ ‘ a! ae ~ fe eae bg 
~ ; gn , ~ eae Sea 
- 5 Sa 
“fs ‘ e | Cie one gia 
A ag =" “ee -. on a 5 ee ee 
5 oo P ' ar «s BY eli =e 
| —_ : “s ‘ ow te. : é *, 
C. ; 7 ; ~ a —_ ¢ 
; j — 
——— (ios gee 
« ic ; riers. 
| ' - mee Ts ie ae 
\ y 5 bist isn i a 
eo eee ie 
\ . we ayo. ap eh 
a Bist tcc ee ee, 
ay: ogee 
— eee: ak” a % 
~ — ne ; pba re 2 
: — iS cee. - 3 
YY, a pA ee! ae 
Z = oe 
4 A ee = sid eee 
i 
‘4 “a Bae 
' ail i: ee 
wv i ae ay alee "4 
aa r; tne 
\/ ba t Pa hae os 
| i ee % 
i a — adel all = eS ee 
ee rine ie, Pek fa i 
san ee 8 4 
pe Te ae ies 
— ea 
2 Sona ee 
a ie an ee 
~<a tL ee of 
sega) 7 g. 
ee ae r 
Res pains Bed 
Ce ud Goes 
ee ee a 2 
» : See see By 
: ‘ aes te mal ici Sp ; r i "i ; De eae ee SE 
er or apemeenns? PR Ern rt wr ibe cg easy TRG lina) Urge SepeeMa canteen 8 Cres SHI Set aRiCT Enns eee mes oa Dee eee ede ee aes Sse as anny 1 ae ara ee aed tga a fon aM 9. cio eRe aie aS he FONE ba eee aie a 
MEN Sec syn, eth ee BO ea Settee ode 3 2 ia Ne ANS eh ac MBN Sel ae lly Mond cy a rar) RRR pedy Bort ee ing Ee oty S ea DA a eA eee ada. ce Wee aR ete Sek a TOT MPa odin bevy eee C arg uke camer Nae A il a os a ou el eat bert aap ie eo ee ON eee SEM SNORE eg 
Be to Sener reat | Soa n Ce armen e, wUR RD mars Ricotta iaiy a Oe We eR MBCA OE GI Lo gees any ee MN GRE N Ce Me yue yc 4, MTR oP RRR TOR A nee Coens, ec Oe Sapam Ce cetera 
ies er Sober ig od eS meee et Paes as ra fortress ce ti eb per ss hee a rhe frre sass REC) Slat aur | ae Be SON Pare ie paretea ae ite tag ai Uva BAM aha his on oe ae a eek Sa ener Peri a. alte oe ah TRIS ier aig ue ey Lae 


ALBANY TIMES-UNION e¢ BALTIMORE AMERICAN ¢ BOSTON ADVERTISER © BUFFALO COURIER-EXPRESS # CHICAGO AMERICAN e CINCINNATI ENQUIRER e¢ CLEVELAND PLAIN DEALER e¢ COLUMBIA, S.C. STATE 
CORPUS CHRISTI CALLER TIMES ¢ DALLAS TIMES HERALD ¢ (DENVER) ROCKY MOUNTAIN NEWS ¢ DETROIT TIMES #¢ HOUSTON CHRONICLE © HUNTINGTON, W. VA., HERALD-ADVERTISER ¢ LOS ANGELES EXAMINER 


ie s «= F a it) ori Lf ab ‘yates oe ee eee ae phan 2 9s al Maa a a Bd es +2 (share aay ai sh Spe, 
i cr) Me j ; oes ene ae = A eh eee mis cee es ah sche oa cn RR” Se eae ’ ae ict = 5 2 Siem lth pts a bog” oe ee ere ae 
e gemiee ae RAS ees OSs Seta gl ua eee eee PRT ae at PR a eee eo ne ch | piles” = iio Sore See Fee: a ee ii G8 ot ee 
See GRO ere se ae eee, a +> a Ns a re Ae 
Be : es es Oe ae <a “ae 7 Sane ney sstnie aie led oe : cae : i aR a ici 
ead, 6 é r > i é ee bi . < a = on ai "a SURE CR ag toe OR an + ai = 
a3, ' we i ia 
J EER Oh CORRE SCRE t oO ormerm ie ag 
eo \ 
pee & 
- Jom * i 3 
Sut oh " 
Jee ~l “i di : ° ; 
7 - ae ¢ : 
j - : a 
ih ’ o j “ = ae ; 
ie ‘Ee * wy | 
ps ‘ ‘ 
Ss * a ; . . 
Om mee ’ : } 
Eo ; g 
ie 
en 
oer a a 
re ae sti . <2 
ey oe a s > : j 
son ame & 4 ce 
ae 7 E > 3 us " 
par se f J - 7 z 
Pee , af Gj et. * . 
sees ra ee £ , { 
/ 7 4 a # Be en { 
os | ; a 4 5 1 
pe | wis a ne 4 ye 
= a : | 
7 ¢ 
ey 7 , $A ie 
Bi 3 ee ts i a % : 
ee ee SS 4 
om : ae be = . q 
“TS, 95 ae ~ er " { 
sia ja il ae ce aie ° hy —_ a } 
net = “a bie ©) A 5 6. “s im, ™ i 
a ie 4 & En Salas ey oa 
eae) r- ’ a ‘ : aes ; _ eo om 
pe . lg ged eae ——  - Bese iam ne a i 
. i. ‘ i A gens) atid + | 
ue : ae ig ee % ayae =e eae \ 
gies a _— = re, 7a oe 
~S K, + ual 4 pes 
Bae. a me ¥ R ei Fi P —s--  — ; 
ae Ss : ‘ j a x 
ee e f ce & ox : 
Ath a s wie S i 
7 a =; z * ys 
Lo , Me :  _——= 
pre Ee op 7 : a. ‘4 See ee 
iaeaeR “ag = : } — _ - l ' | 
me - Fs ae . #7 — ! 
Lae Pe? . jaa a Se ai 
ae = ae > 7 sy &: A ha o . ¥ 
= Rr te e 7 ae q ' eI F a Eales le " om 4 
Gee sl 4 si <n ce ee 
Ree a e “— ¢ 
ie eh ee "| a pi 
K a te ee . ge . “Ss * > ee. . an J 
7 a i a ee i. * q i 3 
ne Oe Pate Pe ay 2 ; be . : Be a a 
eae 2 A a. se Mee a ae ye apr ; 
soars: ~ af ee bail ee a sib 
= anne: a = ae : “ ae ae cae eo Se iets 
ee : ae Seeks e BP) le x . Cae 2 o_o cess. 
Sanne f - ee ee: rem ii —_ soncseiine ean cis eee | a aan 
cea Goad Dp asia ros ae gs ea eee ae iad OF ge aman a partniic i 
SS j 5 eee Lp eee a mmrann ria)" ¥ vere — tara Mid ci ooh RRR Shak 3 
bel j = ee, GAN i ie. Cet a aca. a ie RS Sama Ee 
Oe is ee ks Mer REE, ie eee { ce rele ae 
*; ; 4 Dek PS ac Cena Sas gt SNE i | sc eS Seis ce038 ae ' ; Be joe tek Bh 
a * ° i aa Oa ee eC gem VON At. ay a ik CON Ae Ren Prema OP ge. co he, Bee ee 
fee i’ ne i te ee ie yee) . re wee ae oe tees ee Mee SS Scale aa 
Sie ur : . >. gatas 2 Ou pe. Seer Ce Qin me 
iat es Ee eas aoa ie 
ee 1s. 3 # ae aaa ee ina terage e S.S  onaen RO eae r eee aOR 
patie a - - 2 . : — ag re Pea a sg sas ot ceria ath, Dean Sarees 4 
aya ‘ if - a — MR ret th RRM ee Lath” ee ! 
Nig 3 + Aes ae ef er Ke sea Re ie aS cs a 4 q 
1 a eae a fe a ‘ a .) | Ae on See 
ee — bee — MR Nii pee 7" 
SB Na. = ra 4 fi aid ai vias 
ae ieee” i errs | 
Tt TES a . 
is "i 2 ‘ F Be bas . . 
ant : Bi rec 4 ; ° -* é ein. 
i a4 J x Se : By 4 P ee x ax Ty ae 
NED ; Tes wee fe j > & a s,s i oe oi i 
4 : % : ao | ? we - 
t r € ys ' ' es #; ; : 
ie -— i * r ‘ , % 
. 4 vies ms es a wii P iad oa ¥ 
j FY 7 - -— ee Fa. a % . ol 
a . aa cs — + ae 4 " Mle 
| mee Se . * Ae 3 ay | | 
Lag oe ‘ ’ * 7 Pes , pe * iden g ¢ 4 i 
Ne rs i. Sas . ee x red - ~ 7s 
; a) Vig z & ie 4, wa Z 4 # - Xe ll : & : ¥. 
a & 8 + ° — a. an F pe 4 
inate * —- °° ‘ pe ae Fs ee Se _. . . 
ae ena ie . Bee hese q ; ee Bake. oe 3 oy a 
pes Se > i < Sippe tea. & Hie er ee. ae ~ is H 
Ns + em 4 Se ee See X ae a iad f . egies | 
aticaneay ie i : 4 oe 4 ile ; “ be ae oa a i F ee - ay >. % 
eae) ; z se rm ie: - £ 3 é ae. se ia cor pipe’: 
ee + a aN ee oa ; es s * i 4 BP sos 
oe : ee Pear ae bs oe i “ig ee it 
ees ne. esis es : y Prt Bigeye. a ’ — rae . | 
acai Sey CURA RE ea rh Sek team OS. e* 2 Soo a a a *. ne ‘ } 
cea a a ee ee ee ae se ig a ae wi = 
YS i oe Re yc Sees, lores ag cai or as P ri —. a, ae » TRS 
; i t fs os Fe yo oh gt ee 4 > — ee EM # — a 
ei " oe Res Nd 3 ce i a : 
P ras) BUS eae eh ae ae P 7 - 4 Lane SEN a ns 4 : é a 
bate , Scene ay ey kel é ah il i of So See: , Bee = oe 
, te “= ee pee et a . sit % a Wras ee oS rs a 
ee ae i: Sa a 2 i <7 7 tt i 
age “ie = Jae ae : "oa Od eee ae oe OS Oe Rae ee ca hg a | > ct E 
eels er ee ee ee ae eee oe < q 
a ea fo Soret," Sh 2 gh ae ~ gr “Fr pace aa : , : ; 
Ree ‘ TN 0, i eigen =e ka _— , 
a ane aa * Saag R Nr win , ae a fy se 
eth, oo. eae ie ; 2. & 5 a 4 4 ’ ‘a 
m : = oe Pee Es x: eX aes Sie ae ead Pi ps : a » 4 
: : r@ te ye aes ee >a = . * uy 
& cae =a “e e4 = % 
s riers es: % a. oe she { 
poe F — , a 
; ae : 3 i ae: sé Se a. 
| : ot eee + a a ; a 
a ia ) ww | -_" | 
a wa es ia > ¥ a 
oe : 4 ia payee , ~ a : 
al 4 “ ens 2 eos Bey are . ; i 
i= ee 7% fe es ee iy Any eae Et ) 
e see : 3 = eae Pe eet . | sone) ae “ 
hae . ee ee ae - aia 
Se ie i) <a ‘ "e. . * 
<a < rt ie oy Denies a > i 4 Spee MS & i 
a § hg Oe ee areas ieee « >. eee 
et - : a By a a ‘ 
me 4 j # ‘ a Ce SS 
ee: ‘ patos F ‘ans F % 
ae & $ ; tas} a Regal 3 
eee OB f : i, ‘5 i * J i? 
uae 4 io 4 ft s ‘ = 
Se 3 fone” a : a 
ae : pee r = + . < 
me . : : oe S x : . > 
ae | a 3 A e ro b % 
i to 4 es 3 4 P 
ee 7% oes ae _ ; 7 
aia of ' aa ’ 
on ; Reg — : 
> Sa . a Se PE va 
F i en * :" _ peated * ” 
a a . 
ae ” : * 4 : a 
: 1 % % Pe ie pe : , ' 
ae ms a | ae F : 
¥ j Sa ; : & . we. . ie ; : 
:f s ee eae er £ : | 
ig : 
ey : 
ot 
ee. a 
-o. ¢ 
, aod M 
kee “it S| 
cae j 
oe | 
on a. 
: , 
ge... 8 Ee a Be ee : SAE Ge Sen anes aes a : * : 
ae Ps a Sa ea : Se Srey SED ys AR eR Se ng SE, aR ka Om Sig, MME SRC Se aR aamwragh aig! Sy Se eclthecat  M ate H n MOME CD gm ade TO, oe Sapa Ug as Saenger fee Se) fale Se ee «AC Raa ice re AGRI a ee tie Sie Shae 
t 2 he ests Oe se ant ies Mr Une rane cee Ney Rae, Sac Ci tat a hen ae ah a nia ty ig A igs cgi UL te a a Ue ts i oN hc She ERG ae Sree ora a at ea ag 6 
> IE i Seta Te tee al) oa aia Oh SYS een Chr ae ees hare g Ma CTT Ett ear men emi ge oReD Sime MEET OE ori RAN MS A NENTS mo ~ ge tee Rel OE RN Ach Say Matlniccnigw Wo rapeomies on cn £5) A Hi EN a caf cere carat 7 is ee 7 A Sg ta oy ge an 
Bae ON ty ebays Weer He hy ee SibtiaR S.A eo, eee Rae oe A ee NOE Ma RETO 2 a oe ey in eee re ee pnt Mi oro eR To RI IE ed ety og, Sc ae ee : 3 , 5 BE AACS creas a gem ge tg RO 
er ate CEPI, ee a eee SUL OD Re Anya ae ge eae Rs eT eg ee ae pT END or ere anh SRM SUS RE Steps aan nen arene ee 
a Ear oe ee et Me ae PI sig aay eae, Fe Teocatinh (oh, sets ENS air we oy oo TE ROT Oe MEI PE Soe PT oe GRR! hm nye ad ny ae : fe Ae eS Urea 1 ah eae Egat eee win: co Sec sey Ns rae On 
RE a oma eens! Byars) oS labia leet ier as etme de alone) se ordi seen gene re mae Ree AE AT ORDER chemin orks lcs Mina SR AR oO graced che aie aan Da A i Ra an an ares i tay See eS Nc oN eT eee e ee ee ae a ay F am Se eee 


| 


7 dre 
; of 


YOUR 
OBJECTIVE IS 


SALES... 


AGAZINES, like horses, fall into three 
groups. Some are for show. Some are for 
work. Some, like the Percheron, are for 

both. The most disastrous thing an advertiser can 

do is to choose the wrong one. Especially when 
sales come hard. 


Let’s face it. Today’s market is no place to frolic. 
Time is short, it looks like rain, and there’s one 
heck of a lot of work to be done to save the harvest. 
It’s time to harness up The American Weekly — 
the Percheron of any media stable. 


The American Weekly not only has the size and 
power to get the job done—it costs less to “feed”! 


Four-fifths of its mighty audience is concentrated 
in the vital areas that spend 73% of all retail 
dollars. It penetrates these key markets with full- 
color impact at the lowest cost per thousand of 
any weekly. And it merchandises your campaign 
as only The American Weekly can...with a staff 
of experts recognized as the finest in the field! 


IT GETS RESULTS! 


McKesson harnessed the Percheron 

and came up with the biggest month in its history! 
Spearheaded by a special multi-page color section in The 
American Weekly, McKesson & Robbins achieved: 

- The biggest single month in its history! 

+ Over 150% of its dollar volume quota! 

+ Over 100% of its placement quota! 


+ Over double the best previous record of average 
“order-per-store”’! 


THE AMERICAN WEEKLY’S 


THE PERCHERON! 


Wesson Oil harnessed the Percheron 
and produced a 26% increase in sales! 


During the time when Wesson was using every week, full- 
color advertising in The American Weekly, Wesson Oil 
achieved: 

+ Growth 5% greater than the average of all oil sales! 
+ 12 times a year turnover! 


Wesson is continuing its every week full-color schedule 
in The American Weekly. 


Lawry Products harnessed the Percheron 
and sent Seasoned Salt sales soaring! 


As a direct result of a consistent small-space ad schedule, 

(recently increased in The American Weekly by 300%), 

Lawry Products achieved: 

+ Substantial sales increases from coast to coast! 

+ Peak returns in key markets! 

« A momentum in shelf movement which the Lawry 
Sales Department is confident will “compound 
success.” 


Your only chance to stay on top in today’s market 
is to sell—and sell hard—in the vital markets 
where most goods are bought. It’s time to harness 
up the Percheron...time to see the man from 
The American Weekly! 


31 OF AMERICA’S FINEST NEWSPAPERS carry The American 
Weekly into the most important marketing areas in the nation. 
Each of these great newspapers is unmatched for editorial influ- 
ence, for advertising power and penetration in its individual 
circulation area. The American Weekly is proud to be associated 
with these giants of the publishing world. 


The 
pM pate Pies a AMERICAN WEEKLY 


FIRST QUARTER OF 1958! THE AMERICAN WEEKLY * 63 VESEY STREET, NEW YORK 7, N. Y. 
Atlanta « Boston « Chicago « Cleveland « Detroit « LosA 


geles ¢ San Fr 


MIAMI HERALD ¢ MILWAUKEE SENTINEL * NEW ORLEANS ITEM * NEW YORK JOURNAL-AMERICAN © PHILADELPHIA BULLETIN © PITTSBURGH SUN-TELEGRAPH * PORTLAND OREGONIAN « ST. LOUIS GLOBE-DEMOCRAT 
ST. PAUL PIONEER PRESS * SAN ANTONIO LIGHT ¢ SAN FRANCISCO EXAMINER ¢ SEATTLE POST-INTELLIGENCER » SYRACUSE HERALD-AMERICAN « TAMPA TRIBUNE » WASHINGTON POST & TIMES-HERALD e WICHITA BEACON 
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(Continued from Page 3) 


ma Better Promotion Needed to Help 
Mm Dailies Flourish, Silha Tells NNPA 


Hertel, who was unable to attend 


drew Hertel, promotion manager |the convention, was notified of 
of the Milwaukee Sentinel. Mr.\his selection by telephone during 


TWO Separate Newspapers .. 


RETAIL SALES 
$724,863,000 
24 counties of West Texas 
and Southern New Mexico. 
More than 400,000 readers— 
New all time highs! 


The €1 Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING 4ND SUNDAY 


El] Paso Herald-Post 


& SCRIPPS-HOWARD NEWSPAPER 
evenino 


ONE LOW RATE --- BUYS BO 


The award is 


the convention. 
presented yearly to the newspaper 
|promotion man who contributes 
|the most to the field. 

| New officers of NNPA for the 
|1958-59 year are Barry Urdang, 


|Philadelphia Bulletin, president; 
Howard Wilcox, Indianapolis Star 
and News, Ist vp; Bernard Feld 
Jr., Birmingham News and Post- 
Herald, 2nd vp, and Clifford Shaw, 
Providence Journal, secretary- 
treasurer. Mr. Urdang succeeds 
Ed Templin, of the Herald-Leader, 
Lexington, Ky. 


|@ First prizes for outstanding 
newspaper promotion were award- 
{ed to 16 newspapers by Editor & 
| Publisher. Following are the win- 
| ning newspapers and classifica- 
| tions: 

| National trade paper promotion 
(over 50,000)—Louisville Courier- 
Journal. 

National trade paper promotion 
(under 50,000)—Telegraph & 
News, Macon, Ga. 

National direct mail promotion 
(over 50,000)—New York World- 
Telegram & Sun. 


| 
} 


MATCHED—Book match advertising for Formfit Co. is coordinated with 
its current magazine and newspaper advertising featuring a red 
apple in an otherwise b&w ad. Lion Match Co. makes the folders. 


National direct mail promotion 
(under 50,000)—Rio Grande Val- 
ley Group. 

National advertising presenta- 


Ford’s Sales Message 
finds the KEY MEN 
Thanks to Advertising! 


Says Henry Ford II: 


‘Advertising is an indispensable 
aid to our sales force.”’ 


The sale of trucks is a highly specialized field. 
Especially where large trucks are concerned, 
we know that performance and utility heav- 
ily outweigh the styling and prestige consid- 


erations that play such an important role in 
passenger car sales. Because of this premium 
on performance and utility, it is rare that one 
person alone makes the decision to buy a 


large truck. Our research indicates that an 


a decision, and that 


average of five persons collaborate on such 


they in turn are influ- 


enced by three other persons. 


Because truck purchases are so largely a 
matter of group decision making, advertis- 
ing is an indispensable aid to our sales force. 
It enables us to get our product story through 
to all members of the decision-making group 
—including those members who may not be 
accessible to our sales personnel. Our sales- 
man may or may not know the key man in the 
decision-making group, but the right adver- 
tising message will find him. 


Sin Ad & President 


Thanks to the advertising pages of the trade 
press, American Industry today has a wide 
choice of advanced techniques and improved 
tools and materials. This speeds production, 
steps up quality, cuts production costs. Then 
advertising, in turn, lowers selling costs to 
the consumer. Result: 


AMERICA IS A BETTER AMERICA— 
THANKS TO ADVERTISING! 


tions (over 50,000)—Chicago Tri- 
bune. 

National advertising presenta- 
tions (under 50,000)—Post-Cres- 
cent, Appleton, Wis. 

Retail advertising promotion 
(over 50,000)—Minneapolis Star 
and Tribune. 

Retail advertising promotion 
(under 50,000) —Post-Crescent, 
Appleton, Wis. 

Classified advertising promotion 
(over 50,000)—Charlotte Observer. 

Classified advertising promotion 
| (under 50,000)—Star-News, Wil- 
|mington, N. C. 
| Circulation promotion (over 50,- 
000)—Minneapolis Star and Tri- 
| bune. 
| Circulation promotion (under 
|50,000)—Bergen Evening Record, 
Hackensack, N. J. 
| Public relations (over 50,000)— 
Sioux Falls Argus-Leader. 
| Public relations (under 50,000) 
—Daily Enterprise, Riverside, Cal. 

Research (over 50,000)—Phila- 
|delphia Inquirer. 

Research (under 50,000) —Daily 
|Enterprise, Riverside, Cal. 


|@ The Audit Bureau of Circula- 
tions announced that it has estab- 
lished a retail promotion awards 
competition for NNPA members. 
Entries will be judged in Chicago 
in April, 1959. 

Clarence Har?2’ag, South Bend 
Tribune, chairman of NNPA’s 
public relations committee, said 
that the organization was paying 
for the publishing of 1,500 copies 
of “Your Future in Newspaper 
Promotion,” written by Rudy Mar- 

_cus, Daily Press, Riverside, Cal. 
/Copies of the book will be sent to 
| high school and college counselors 
|and newspapers. 
Mr. Harding also announced that 
'Current Affairs Films, New York, 
‘is producing an educational film 
| which encourages young people to 
‘take up newspapers as a career. 
| When completed, the film will be 
| shown to high school and college 
|students and civic groups. # 


King Appoints Vrettos 

Luther P. Vrettos, formerly 
treasurer, has been appointed vp 
;and general manager of King 
Publications, San Francisco, pub- 
\lisher of Western Construction 
,and Western Industry. Mr. Vret- 
| tos has been associated with King 
and its predecessor organizations 
‘since 1928. 


_BBDO Elects Polk VP 


| George Polk has been elected a 
|\vp of Batten, Barton, Durstine & 
Osborn, New York. With the 
agency since 1950, he is in charge 
of radio and television program- 
ming and planning. 


Evans Joins WVUE-TV 

Joseph W. Evans Jr. has been 
named general sales manager of 
WVUE-TV, Philadelphia. He for- 
merly was national sales manager 
of KF-'7-TV, Dallas-Fort Worth. 
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“Anybody can see through advertising!” 


As a matter of fact, anybody can. 


You can see through it, into it, around it—because 


advertising is always out there in plain sight. 


Yet some people insist there’s something just a little 
sinister about advertising. Some hidden power that 
makes people (other people, of course) do or buy 


something they don’t want. 


Balderdash! . . . Advertising can't make people buy, 


any more than education can make people learn. 


The best advertising campaign in the world can 
never turn a poor product into a good one.. .or force 
someone to buy something he doesn’t want. 


What advertising can do—and does—is to create 
awareness about products and services. It seeks out 
and stimulates wants and needs. It defines the dif- 
ferences between products. It demonstrates how 
things can be done better, easier, more satisfyingly. 


THE 23 CLIENTS OF BENTON & BOWLES, in order of our length of service to them: GENERAL FOODS CORP... . 
AVCO MANUFACTURING CORP....NORWICH PHARMACAL CO. ... CARLING BREWING CO., INC 
S. C, JOHNSON & SON, INC. . . , FLORIDA CITRUS COMMISSION . . . GENERAL ANILINE & FILM CORP. , . , WESTERN UNION TELEGRAPH GO., INC... . BORDEN COMPANY . . 


In short, advertising presents the consumer with 


the opportunity to desire, to select, and to buy. 


And because advertising does this—and does it 
well—it has become an indispensable force in the 


miracle that is the American economic system. 


ADVERTISING AS A SOCIAL FORCE 


“Advertising is a definite and established factor in 
our economy. There may be questions as to the sort 
of advertising one should employ, but there is 

no question as to the employment of advertising. 

One might as well question the use of powder 

in a gun. America has made advertising, and 

advertising has made America, Advertising has 
plaved a big part in gaining our world suprem- 
acy through sales and production.” 


— Herbert Bayard Swope 


In the end, it is the consumer—and the consumer 
alone—who makes the ultimate buying decision. 
If advertising helps people make that decision, 


we've done our job. 


In the market place where 170 million Americans 
make their individual buying decisions, we believe 
that more people enjoy more of all the good things 
in life because of the stimulation and influence of 


advertising. 


This business called advertising is a fascinating one. 
And one of its greatest satisfactions is the knowl- 
edge that the growth of our clients contributes, 
in no small measure, to the growth and well-being 


of America. 


BENTON & BOWLES, INC. 
666 Fifth Avenue, New York 


Advertising and Marketing counsel to leaders in American business 


PROCTER & GAMBLE CO » PEPPERELL MANUFACTURING COMPANY ASSOCIATION OF AMERICAN RAILROADS .. . AMERICAN EXPRESS CO. 
.. PHILIP MORRIS, INC.... MUTUAL OF NEW YORK... CONTINENTAL OIL CO....H. C, MOORES CO » RAILWAY EXPRESS AGENCY, INC... . INTERNATIONAL BUSINESS MACHINES CORP 
+ KENTILE, INC, ... SCHICK INCORPORATED . .. ALLIED CHEMICAL CORP THE EVERSHARP PEN CO. 
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| Rewspaper’s failings could be cor-; Chronicle as promotion manager. 
rected by good promotion and pub-| Two years later, he joined the San 
Barry Urdang| lic relations, hired him on the spot. | Francisco News in a similar posi- 


You Ought toKnow . | 
| “The moral of this story is: Get) tion. 


For the first ten years of his life , like. the basic facts,” says Mr. Urdang. | In 1942, he left the News to join 
Barry Urdang, promotion manager! His interview with Mr. Archi- | “Find out what the basic problems| the Army Air Force as a cadet. 
of the Philadelphia Bulletin and paid went badly until he put the| are and then get busy and solve | He flew 25 combat missions in Eu- 
newly chosen president of the Na-| publisher on the defensive with| them. You can’t improve something| rope as navigator of a B-17 and 
tional Newspaper Promotion Assn.,|some of the weaknesses of the| until you know how bad or good| won a Distinguished Flying Cross, 
floundered aimlessly in a vocation- | Times-Union that he had gleamed | it is.” an air medal with three oak leaf 
al vacuum. At 10, however, he! from his improvised survey. The! clusters and a Purple Heart for his 
made up his mind to be a newspa- | pyblisher, convinced by the youth-| 8 After two years in Albany, Mr. | efforts. 


per man; at 21 he had a job as pro- | P > | i is di i 
mater of the Albany Times-Union.| ful Mr. Urdang that many of the| Urdang mabics to the Houston! Following his discharge as a first 
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lieutenant in 1945, Mr. Urdang 
joined the New York Times as as- 
sistant promotion manager. He 
moved over to the old Pathfinder 
in 1948 as promotion manager but 
left after one year to join the Phil- 
adelphia Bulletin as its promotion 
manager—his current position. 


s Newspapers even dominate Mr. 
Urdang’s leisure activities. He col- 
lects antique newspapers and has 
more than 200 rare specimens in 


And for more than half of his! a 
present total of 42 years (omitting 
military service) he has relentless- 
ly pursued the vocation of glorify- 
ing the American newspaper. 

Born and reared in New York 
City, he originally wanted to be a 
sports writer; a friend who cov- 
ered the Dodgers for the old 
Brooklyn Eagle strengthened this 
aspiration. 

He majored in journalism at New | 
York University and was preparing 
to become a reporter when he met 
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Barry Urdang 


Leo McGivena, who later founded | 
L. E. McGivena & Co., New York | 
agency. Before opening his own 
agency Mr. McGivena had been 
promotion manager of the New 
York Daily News. 

“Mr. McGivena convinced me} 
that the best way to learn the! 
newspaper business was in news-| 
paper promotion,” Mr. Urdang 
says. 

“He sold me a bill of goods for | 
which I have been eternally grate- | 
ful.” 


# Mr. Urdang likes to tell about | 
how he landed his first job. One 
day in 1936 at the age of 21, he! 
stepped off the train in Albany— | 
two and one-half hours before a 
scheduled interview with Fred) 
Archibald, now vp and publisher | 
of the Baltimore News-Post but at | 
that time publisher of the Albany | 
Times-Union. 

“TI was green as grass and scared | 
to death,” says Mr. Urdang. “I had} 
never been to Albany before and | 
had never had an interview with | 
a publisher. I knew nothing about | 
the city or its newspapers.” 

He had, however, the presence of | 
mind to stop for a shoe shine, and 
from the shoe shine boy he learned 
that the Times-Union did not staff 
games played by the Albany Sena- 
tors, the local minor league base- 
ball team. The boy had other com- 
plaints about the Times-Union, and 
some good things to say about its 
competition. 
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of its kind. 


s This “interview” gave Mr. Ur- 
dang an idea. For two hours before 
his interview, he conducted his 
own on-the-street survey, asking 
Albany people questions about the 
two newspapers, finding out what 
they liked and what they didn’t) 


This year, when advertising must work harder... 


Jervis Corp. in Grandville, Michigan takes a look at future needs, prompted by STEEL 
magazine’s story, ““Exploring the Thermal Barrier’’. Result: J. H. Case, Chief Industrial 
Engineer tells us this led to a $65,000 purchase of one of the biggest heat treating furnaces 


Here are metalworking’s forward-thinking management men in action . . . eager to move 


uUS ership 


Pahoa TA : ATE re Paes i = ae fea: Lane ac aan : gta a erat a he eres is ar BE ce ea ane ae 
_ bi le Oe ey = eerie . a ha Sc.” as an eo ae seit chy io eae Pe gee ee ee Bee RN pik ae i sa < peer SS een ee Z 
ae ve i ae nite eae, cae : a ea ee: = Al stamp at RE seat) Sane ieee ree a eae ede PCa Oe et eT ois... oni Bat boty Tae : 

\ i ea 5 <7 er eG : ’ See inherit Sm i comimeny ee age ee See ae ; Tee eeu ened ae ie oe os cor oy ss Ce pesos : as ae teary: if ; Dt pais 

a i a Re dd se Va eee hae piconet = a Y ae ! TERT Sas Oa ie ots ee Ps yas: Shah Nee lea 4 sig ae PM iis oD nate ene, ae Nao ee 
a ma Seo. ‘ Seine ee the : 2 ‘ ee Oa utes F Si ae ee a a ee er a 
s ee ; ne a _ 
q 
ES Ad 
5 his 
al 
puk 
; ton 
Cre 
cop 
he E 
hee) hi 
des 1s 
gee. 4 . 
ihe rie¢ 
Peet yea 
Fe ry =6Ure 
fe sigh ea der 
ie ee 
aeaet a 
me 
= 
ee 
sse8 
sia lies . 
= Bias 
a +r 

5 
oe 

Be so) 

ne 
+ iin Shed 
2 ae 4 ‘ 
e . 
og ae é | , ane 
i a 5 : rian nee * hy 
ma : ao ae . yy ; Sc ee ae 
ie aa. fe ; ‘ Pree a ora 
Le eyo weak’ + -. x - BA erie ge! ne 2.4 
ES Saat Ss a va ; ee on 
cee a ae Se i i ae. ane : 
setae —— » f= i eB e : “4 EB a 4 ae 
jlo J) a eB. : 9 x 2 Lae Res ak 
ee: a — he Seon ne stata ae ie ee) ey fo 
oe iy ea oe 3 A eae he i , ee Se Ree 
eka : , 2 ’ Soak . ae : , cee) Sager. ee ae Bye 
ee : = * : ei = ace ee aan. 
Ee : 4 4 3 ro ae cis ieee: - $6 sour 

f Bs, a ae i a , “ 3 ao “nN om eee 

mS oe) foe 7 ~~ Sy , ‘ rae a a 
- ba, 5 7 +> Ber D \ ~ 

Wrecaiaoed ~ § By : , 2 ; . aes a Eee 
a. ies a PJ we . " ed a ee, | -- a 
ea a |—ClVT % a 4 ws Pi weak aS fe - Jee 
pene ‘ — —= ee. See eee ———— a oe 
ici : a . fs ee ee: ca ee ee, Ce: 
= a , . ‘ -. 4 Some High eee (ee ie) eee Gee eset 
; - ‘ . ie > cage i ce OE Sy we ir Be ze ae Se SMe 

ie a Se a a oa ey ’ da, Char ‘i : irre ie. a Sate ee Be ed L.- : ‘ 
< i \ “a il we Pi ~ ; : . 3 = al F 7 ¥ : ab mA 
— ie a ain ae f 3 >. 33 <a Pepe at ete E rat 
: a ‘ , a - " : Sek ae Gee ee Se —_— oo. oe ce 
; —- 4 gs dae CAL sare val ck Be Oi ieee “ ae 
fies — « er a ee oe = a Se ee arene 
Poche Ray a | : 5 al eo he tats oa a - ‘sos Geta get Me, eee 
ee as | ee a oS ae ae sp Eben —_—- °F. 
ne Po ee CI eee, 2 GE eee a Be tae ET ee ee a 
cae aS g Be od See) a > i = ar rate yk ae Oe 
ee 2 * = ot es Vi et ara i” igre Be g Se eee mee een 
pees: a aa “ ene “a Sioa . SFE PMR ANOS oY st oi. % ¥ oe rs 
er oe é gas eae 8 hy el sae aap Ti rene ‘ ers is 
so a a x q a ade z : : 2 os “a AB 2 kre ane 

p 3 ¢ ee ts ae *. ‘ oo 3 Hie cae Te Beer. a ines is Ee gat aate A lla 

Senin i eco a ee sa ar pee eet = Ree ae uy Smad rc, oF ee 
Roar: sm s Ao? st a ae = : ae oo eel ee mee jeer 

eh’ ere Pies Z cgay. Ure Neo ia * Pos 3 5/Briee et 

<a : Sao ep a pee Cees (Riana ate a We ae is fee 

mers : : q HUE Ae ESS : See F er eHe er a Re ee eee 

ae m re eet hare 2 feat acre f 

iy ! ne a ay . oh Ae al 

Wier ; as  aggph aeaias eee gS “4 7 es oe sone 
Lem rere : 3 ; Fie Le Red, eas ie be haa, ae Rote sete Te aaa ‘ 
‘cet le v Riscabid, p apt Be eee ee ike oe, iy ‘ : Fan eee eeaoes 3 : it 
ee a. : is a eas ee Bie F ie oe — ais. aie aoe 
aye z.  ———— —— 2 arn ae - ——_ - ee ae 

1 Es ase ae ; “ae 5, ‘ Sf PM im oe . eee iti <a Aa eee ee ee eaten: 
eh tein oN aie eo age . Po oe ° ; BLD pas rare a eae 
ah ae « eee - ae ee 0S ie a 4 + OE ogc le 5 (Mean pete 
Ha 4 : ? ee ; a , “Neat a ee ae hn 

2 , et ¢ a L \ il F F > ais Ae ae | ee oe ew we aed 
be x . a ~ he —— ag x pe mans Ai ee ~ Saar ae ome ek 
B Saeate a — a. lg _— gg |: 
‘ 4 eh a ; Sc en See ES : z i arene 3 Fees 
; ee a ae : iv: pas ae oe a sles ‘i ee ie 
oe : a aha i = E 2 Me = et ss 8h aR pier 
{ ee 7 olga — 4 = ee eee — 9° is Se 
, e. era ee ic at Ss. es g aaa eae ar ‘ —— 
P a oe / um—_ 
; 4 ee aia ae pea f oe mee A OE 
4 BS iz as 4 , hay ps a - _ an 4 ie gl ania & ae 
: he a Ba ' i cuban aie: _ os ae ashi aie eas aa 
% 2 ‘ a ues eK a “EN at at he ig a aittaat ee af 
: ca ee ee Pai Sears ea t i ae jase po, 
- ¥ : Bae : oe Sc pe a ii i —— 
§ = -yii i = enti — Mea eae oa, i, pasta é 7” a Si Geni ore magi ; ae 
ne — | at ee a ed ie Pi eee sae Pere. Sea tee - i th aa roe a 
ce ee a BEF), 5 NPR RNY Set - esti +5 ea ee eek oeaee cE t a pie 
ee : Be Same ee os Sa eee en CE SI Oa Se aneaatara citahdecmage cee SO SS ee eee on. ea , aren 
Pet's Be Ve SRR WR eh eo Ho, Ee eps ee Bebe ome. | et fs ie he 2 ee (|. mt Scat oy a 
Sie how aa eee cee a eed, tae i ae aa Ree a ERY 2 ~ eon re a eee ae 2 bd Rear ee ese: yy ee: ne ‘ “+7 ee ae Foust pia 
on ya pa Riot Whe Cee sy en eee i a ioe * ee iF ary iat ee SMa 8 Re eg et Sh ERT |S gh gl ‘se eS aig 

a a é ', Seats o ee at Pe oe kei ‘ igo. 5 ate RR rs ee we 

Pe ae per + ie oe a ie barn oe ee tl ee mila ett me 2 Ries 16 

% ae ae Ne eg ara em Hie) — b roe inl eI EY ie Os a te) dr ve By. fs. as Bod: ees, 

Bb ica NER 8 ah in oe * ia acti _ oes CNC gg aie ce ide ear ts 536 oe 6 a aaa hie, eae: in aes a 
ni eeeee Re ooh ee eS Ara Pps — cnet er ee ee. ae | eee, 
Ck a Ce Seed at hes enc ae eee ct ae . an te Pt oan eee a Be) Sey i aD Sa ee 
Netanya ‘ ees, ot ns meee ‘ ee ae os 2 . a A é idee ce. © re 

eee : Rt ae Ne Sia i Pogo i Bae Se Tee Py hty 

oe ee a ilies. ‘ a 

aE ia f 

‘ \ 

: \ 
ant 
Pe Sa M yy q 
a i 

sain Chae 

ke 

‘ re cA 
ae en ® 
pe ae 

Nees 
vere 

tt aed 

SWE 

ete 

oe iy 

ea 
ri ws an - 
re bet 
gies - 
ng ene S. 
ine Saat 
Bo | 

ae Fe | 
A CE=w 

Deen ee ——— 

ngeke Ad | 

ssa 

HR ry 

Cue ; 

eh laf 

Asa Wed - | ad a 

rs oF “ . - 
se cae 

a. se] 
one. 

i. it! 

stot 

ei 128 : 

ee See page 

wer: 

Pee ty re 

eae 

i : 

He 

Pee ccey 5 

Eee. : . a 

SoBe cA 5 x . ci = wos een eet 208 Shs i" eS SOOT aoe fe aac ia ay a 7 ea OSU es 2 SAP lore Sy ho se, Bah - obs armen Sari eA 7 2 St Se eo ae Lt a ah 

re : ' Vineoeeto aye Me oss = Needs Sah peptic gee We oy Ma MARE aR Nag a 5 — So Nee Re re nee ee cpap, AA eM ES A ging Rm oo tyace ee pa Pt ns RM te ee aaa Eo Oo afresh cae Pease tere ee ea? SY ae RR Ce gg eo te Se vie Ses SRR ee i am 

Se ste a a ise ae eee nora Cen 8 ie ee ag Rae I og ire a ek acc oe os faite so 4 eager eats mR 8 clea ae RES rssh OS Okc an ni uma ae. er 9 ae 

PEE eC pas 00 AS eo, emer as (Rea AS Ae LP Ra An Wo ane Lyme SI 9 i Sele A a Sie Tele tra SOMO Nr AU SA ae oP a eae ak a NE 4 ACE, rg. aL OMS Mee pe Revie ate eee Ere ae oT eau ah REE 1 fees ete Neca oes 
: leat ngtresto tence leet at ap 05 PS ES A. ge ee RRR era On cS, Peed oo a airs Bh pe id in eller aN ak Wes 5 AP SP EAD PG Dee tare ar sy =a ar eee ot,” <p Sek Les Seaman er Po, SRNR eng tart HOR g 2 PN SSE areas PT ERE: Or AN Tt oe fo or nce ees EP ee EME RSET 7 RR Re Ra 


Advertising Age, May 12, 1958 


his collection. His prize edition is 
a 1652 copy of Mercurius Politicus, 
published in London by John Mil- 
ton, “with permission by Oliver 
Cromwell.” Mr. Urdang found the 
copy in a New York junk shop. 
He also describes himself as a 
“fishing nut” and spends much of 
his spare time surf casting. Mar- 
ried and the father of a seven- 
year-old daughter, Amy, Mr. 
Urdang and his family live in Er- 
denheim, a Philadelphia suburb. + 


Grice Named ‘Adwoman’ 
Jessica Grice, advertising mana- 


an account executive. He had been; C, E, Ball Buys KMAP 
advertising manager of Ortho! Radio station KMAP at Bakers- 


ger of the Hecht Co., has been | Pharmaceutical Corp. of Raritan, field, Cal., has been purchased by 


named “Adwoman of the Year” 
by the Women’s Advertising Club 
of Washington. Miss Grice has 
been with the Hecht department 
store for 16 years and was named 
ad manager in June, 1957. 


Molinaro to Lewis & Gilman 


N.J., a subsidiary of Johnson &/cjifford E. Ball, former account 
Johnson. | executive in the San Francisco of- 


| fice of Cunningham & Walsh. 
Pat Stevens Names Scott 


Patricia Stevens Cosmetics Inc.,| Dover Names Breen & Ward 
Chicago, has appointed R. Jack| Dover Broadcasting Co., opera- 
Scott Inc. to handle its advertising. | tor of radio stations WAND, Can- 
The account was previously han-| ton, O., and WJER, Dover, O., has 


Albert P. Molinaro has joined| dled by Frederick C. Williams &| appointed Breen & Ward, New 


Lewis & Gilman, Philadelphia, as| Associates, Chicago. 


| York, to represent the two stations. 


3 
DR an a 


| 
"3G OwIZAH DRUG 


| 


their companies ahead, pushing for progress. And they’re your readers, when you advertise 


in STEEL. 


Because STEEL meets the information needs of these men, they use STEEL. Usership is 
why STEEL can deliver the kind of readers who will not only read your advertising but do 
something about it. Isn’t this the kind of action you want from advertising today? 


makes things happen 


usership is the strength of 
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COMIN G—Verity Southall Ltd.’s 
| 30/30” deal for distributors, start- 
ing June 1, features this display 
packed with six pepper mill sets 
costing $5 a set ($30) and selling 
for $9.95 a set (profit $30). 


Rubin Opens Ad Service Co. 

Louis J. Rubin has withdrawn 
as a partner in Gilman, Nicoll & 
Ruthman, San Francisco newspa- 
per representative, to establish his 
own company, National Advertis- 
ing Service Co., with offices in the 
Russ Bldg., effective July 1. Mr. 
Rubin has been with Gilman, 
Nicoll & Ruthman since 1926 
and a partner since 1944. Robert D. 
Slate has been named to replace 
|him, with C. H. Conland moving 
up to Los Angeles manager in place 
of Mr. Slate. 


St. John Leaves GB&B 

Richard St. John, vp of Guild, 
Bascom & Bonfigli, San Francisco, 
and account supervisor on the 
Skippy and Nucoa divisions of 
Best Foods, has resigned. His fu- 
ture plans have not been disclosed. 
Walter Guild, president of GB&B, 
| said that supervision of the two ac- 
count operations will be handled 
by Henry L. Buccello, Skippy and 
| Nucoa account executive stationed 
| in the agency’s New York office. 


Johnson Has Record March 

S. C. Johnson & Son, Racine, re- 
ports that March was the largest 
single sales month in the company’s 
| 72-year history. Five new products 
have been introduced since the first 
of the year. 


- 


CITY HALL! 


When you want results you go 
oi to the top executive. MAYOR 
AND MANAGER is the new 
magazine that can help you 
“produce results in the 
municipal market by taking 
| aca your sales message to the top 
—the mayors and city-managers 
in all U.S. cities of 1,200 
population and up. 


Here, you are able to 
successfully sell your products © 
by advertising in MAYOR AND 
ANAGER, because its articles — 
and editorials go to the heart ~~ 
of the municipal executive's 
| * problems and helps him solve .~—. 
them. At the same time 
i mayor and city-manager alike 
.... See your products along 
with the sure to be discussed 
roe and quoted. progressive, 
modern ideas and methods 
designed for him. If you want 
business in the municipal 
market, ask 7500 inayors and 
managers to sign the order, in, 
: 


MAYOR ano MANAGER 


72 WEST 45th ST. 
Mates Murray Hill 26606 
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Shoe Retailers 


to Hit Roads, 
Weiss Predicts 


New YorK, May 6—Highway 
locations will attract more shoe 
chain outlets over the next ten 
years than will shopping centers. 
That’s the prognostication of E. B. | 
Weiss, director of merchandising | 
for Doyle Dane Bernbach and | 
columnist for ADVERTISING AGE. 

Speaking at an industry break- 
fast sponsored by the Popular 
Price Shoe Show of America yes- 
terday, Mr. Weiss predicted that 
within five years, the shoe chains | 
may have 1,000 store units in true 
highway locations. These will tend 
to be family stores, doing a “‘whale 
of a job” on Sundays and in men’s 
shoes, he said. 

The big new competition for the 
popular price shoe chains are 
the great non-shoe chains which 
are now going into footwear, Mr. 
Weiss pointed out. 

“Within five years, these chains 
may sell a larger total of certain 
types of footwear than the shoe 
outlet,” he said. “A large variety 
chain unit, for example, will have | 
more traffic passing in front of | 
its footwear in a poor day than| 
most shoe chain units enjoy during 
a good week.” 


= To keep up with this competi- 
tion, “the shoe chain may have to 
consider inventory diversification | 
by category,” he suggested. He 
also foresees shoe chains experi- 
menting with leased departments 
in discount houses, food super-| 
markets and department stores. | 
Self-service is another “wave of 
the future.” While this is not to 
suggest no fitting service at all, 
he said, “let’s acknowledge that 
too often the shoe fitter is a shoe 
mis-fitter and that sizable 
segments of adult shoe wearers 
require little or no fitting service.” 
As for display, Mr. Weiss made | 
a plea for “brilliant display—talk- 
ing signs, talking tags, new con- 
cepts in sales units, in packaging, 
in dynamic floor promotions.” 
“And if the customer must look 
at shoe boxes, why not make the 
shoe boxes vocal salesmen?” At | 
best, shoe boxes have been merely 
prettied up, he said, and they still 
are not self-selling packages. # 


Needham, Louis Names Keck, | 
Cominos to TV-Radio Posts | 

James G. Cominos, formerly di-| 
rector of the tv-radio department 
of Needham, Louis & Brorby, 
Chicago, has been appointed vp in 
charge of all tv-radio operations 
in a realignment of broadcast ac- | 
tivities at the agency. Scott Keck, | 


Scott Keck 


James Cominos 


formerly assistant director, suc- 
ceeds Mr. Cominos in his former 
post. 

Reporting to Mr. Keck in the 
new alignment will be Alan Wal- 
lace, vp in charge of programs; 
Kenneth C. T. Snyder, vp, com- 
mercial production; Walter Daspit 
Jr., manager of business affairs; 
Harold A. Smith, manager of pro- 
gram promotion and merchandis- 
ing, and Robert Salter and Mi- 
chael W. Gradle, tv-radio manag- 
ers in New York and Hollywood 


respectively. 


| 


| A. J. BREMNER, vp and copy director | Insurance 
| of Foote, Cone & Belding, Chicago, | 


the new | 
| 


has been 
position 


appointed to 
of creative director. 


Grey Adds Maggi-C-Bar 

Grey Advertising Agency, San) 
Francisco, has been appointed to 
develop and direct an ad cam- 
paign for Maggi Enterprises, also 
San Francisco, producer of the 
Maggi-C-Bar. 


Alfred Best, 81, 


‘Publisher in Field 


He also founded and headed | 
Flitcraft Co., Chicago, an affiliate | 
insurance and financial publishing 
house, and Best Bldg. Corp. here, 


Advertising Age, May 12, 1958 


in several southern states. He 
moved here as publisher of the 
Star in 1922. Born in Cornwall, 
England, Mr. Skewes was brought 


i ae 


6 «6 


CMEtP OLS & | 


aa FH » 


of Insurance, Dies a realty operating company. He | to the U.S. by his parents in 1891. 
was active in the three companies|He was graduated from the old 

NEw York, May 7—Alfred M. | until shortly before his death. # Milwaukee State Normal School 
nt ag ee —— a and started his career as a reporter i 
publisher of insurance and finan- ROBERT N. M. ADAMS pha a. tesa, eee a = 
cial publications, died in Midtown Garwoop, N.J., May 7—Robert fore moving here 
Hospital yesterday after a _ brief . M. seer 66, head of yom dis- : S' 
‘liness. play advertising company bearing . 

A prominent insurance analyst | his name, died yesterday in Over- ee me 1 ho h ’ 
and consultant, Mr. Best had been look Hospital, Summit, N.J., after b e ns net t d gs a og R 
named “insurance man of 1958”|@ Short illness. Born in Scotland, rnd poanyp nce Bs soe po racy = Ss 
last week by the Federation of he had come here shortly after li ~ niga 1983 = Linge wreng pub- gi 

Counsels, which had World War I, when he served in|! es ~~ gene has been 
planned to give him a testimonial the British my: He entered the | rod. Rae ave ve oP n 0s apt J 
dinner in August. display advertising business Ee rerige epartment suc- S. 

Born in Caldwell, N. J., he Newark and started his own busi- | rie =e “te L. Crittenden, who cl 
entered the insurance brokerage |"°SS '” the mid-'30s. ieica nse 
| business while still in his teens. He i 
| was associated with the Queen In- JAMES H. SKEWES "aa Gee ans r 
surance Co. for a time and later MERIDIAN, Miss., May 7—James|of sales of U.P.A. Pictures, New H 
joined Spectator, an _ insurance| H. Skewes, 70, editor and publisher |York, has been named vp in fc 
publication, as a reporter. In 1899| of the Meridian Star, died yester-|charge of sales of Pelican Films A 
he started his own company, which | day after a long illness. Mr. Skewes |Inc., New York producer of ani- 
issues monthly and weekly publi-|at one time headed the Sunshine |mated tv commercials and public L 
|cations in the insurance field. Press, which operated newspapers | relations films. A 
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CHILDREN, 


PLEASE FAKE NOQTSE’*..-ON 


Tomorrow’s leaders, businessmen, educators, scientists, clergymen, 
statesmen—the men and women who will guide America’s destiny 
—are today’s students. Some are very young, but not too young to 
begin good study habits. To help them, Champion produces quality 
tablet paper, textbook paper and drawing paper to make learning 
pleasurable as well as profitable. 


CHAMPION® PAPERS 


Quality coated and uncoated papers for books, magazines, envelopes, labels, boxwraps, 
greeting cards, business forms, tags, tablets, food packaging, and many other uses. 
THE CHAMPION PAPER AND FIBRE COMPANY e¢ HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Cincinnati, Atlanta, | 
Dallas, and San Francisco, Distributors in every major city, | 
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Schaaf, Thompson 
Win Top Honors 
in ‘Lulu’ Awards 


(Continued from Page 2) 
Steele, J. W. Robinson Co., Los 
Angeles. 

Illustration art: Eva Dickstein 
Roberts, Bullocks, Los Angeles. 
Second—Pauline Annon, Hag- 
garty’s, Beverly Hills, Cal. 

Design art: Barbara Steele, 
J. W. Robinson Co., Los Angeles. 
Second—Jan Dunlap, Dunlap Mer- 
chandising, Los Angeles. 

Direct mail: First—Miv Schaaf, 
Los Angeles, for Gladding, Mc- 
Bean & Co. Second—Gena Melin, 
Hixson & Jorgensen, Los Angeles, 
for Gladding, McBean, & Co., Los 
Angeles. 

B&w tv ads: Le Ora Thompson, 
Le Ora Thompson Associates, Los 
Angeles, for De Soto. Second— 


Fran Harris Tuchman, Harris- | 
Tuchman Productions, Los An-_| 
geles, for Sebb shampoo. 

Color tv ads: Le Ora Thompson, | 
Le Ora Thompson Associates, Los 
Angeles, for Du Pont. 

Business films: First—Miv 
Schaaf, Los Angeles, for Union 
Oil Co. Second—Betty Hopkins, 
Community Chest, Los Angeles. 

National publicity: Kay J. Ken- 
nedy, Alaska Visitors Assn. Sec- 
ond—Nella Belle Dickey, Street 
& Smith Publications, Los An-| 
geles, for Living for Young Home- | 
makers, 

Local publicity: Fran O’Neal, 
Robert M. Garrick, Public Rela- 
tions, Los Angeles, for “Plant a 
tree a week” campaign. Second— 
Paula Kent, San Diego Union-Trib- 
une. 

Public relations: Paula Kent, 
San Diego Union-Tribune for Na- 
tional Newspaper Week promotion. 
Second—tTerry McFadden, Robin- 
son, Jensen, Fenwick & Haynes, 
Los Angeles, for Firestone Co. 

Sales promotion merchandising: 


a ty 
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The . 
world's first as TTS 


SUN-POWERED—Zenith Radio’s Corp.’s hearing aid division is using 
this b&w ad to introduce its Solaris sun-powered eyeglass hearing 
aid via major market newspapers beginning May 4. Magazines and 
cooperative advertising will also be used. MacFarland, Aveyord & 


Co., Chicago, is the agency. 


EYEGLASS 


HEARING AID 


Zenith's exciting new SOLARIS 
Eyegiess Hearing Aid! 


SUN- POWERED 


Peggy Shaw, Mytinger & Cas- 


selberry, Long Beach, for Nutri-| gensen, Los Angeles, for Francis- 
lite. Gena Melin, Hixson & Jor-| can dinnerware. + 
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CHAMPION 


CHAMPION SETS THE 
PACE IN PAPERMAKING 


4s a good cook adds just the right flavoring, 
a skilled technician puts exactly the right 
amount of dye into this giant pulp mixer. 


ae 
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Ending Slump 
Is ‘Business of 
Business: Lewis 


(Continued from Page 2) 
against the recession, Mr. Lewis 
said, “We must reexamine our- 
selves and everything we are doing 
to see how well our traditional 
practices, no matter how successful 
they have been, aim at our major 
target—maintaining current con- 
sumer spending levels in total and 
increasing them in weak areas.” 

Disposable income, he pointed 
out, shows through the first quar- 
ter the same stability as expendi- 
tures—slightly down from _ the 
fourth quarter of 1957, but actually 
ahead of the first quarter of last 
year. “So the money is there,” he 
said. 

He contended that consumers are 
confident about their own security 
but are gloomy about business 
generally. He ascribed this to the 
average person’s predilection for 
transferring to his own actions 
pessimistic generalized impressions 
gathered from reading about lay- 
offs and declining sales. 


= “It is like saying,” he said, “I 
won’t spend money because John 
is out of work.” This condition, he 
| suggested, may be affecting busi- 
ness to a greater degree than is 
generally realized. 

“The problem of recovery,” Mr. 
Lewis said, “is not up to the econ- 
omists or the fiscal experts, or the 
| legislators, or the administration. 
| It is up to us. Recovery is the bust- 
ness of business.” + 


‘Management & Business 
Automation’ to Bow in ‘59 

Office Appliances Co., Chicago, 
publisher of Office Appliances, 
plans a new publication, Manage- 
ment & Business Automation, 
which will appear monthly, start- 
ing in January, following a pre- 
view edition scheduled for October. 
The one-time, b&w page rate will 
be $840. 


Fadell Moves Oftice 

Mike Fadell Advertising, Min- 
neapolis, will move its offices to 
605 Fourth Ave., S. June 1. 


XXX HH ¥ 
OUTSTANDING 


FILMS TO HELP 


| SALESMEN 


SELL AGAINST 
\ RESISTANCE 


Solid Gold Hours 
Opening the Sale 


Presenting Your Sales Case 
Convincingly 

Overcoming Objections 

Closing the Sale 

How to Sell Quality 

The Power of Enthusiasm in Selling 

The Bettger Story 

These 30-minute sound movies are 

professionally produced. They will 

highlight any sales meeting, train 

new salesmen, add interest and im- 


pact to dealer meetings. Thousands 
of companies have used them. 


Write for Rental or Purchase Details 


HEADQUARTERS 
FOR SALES 
TRAINING FILMS 


(80i Leland Ave. © Chicago 40, Ili. 
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Barnes Griswold Anderson Cooley 
AWRT DOINGS—At the American Women in Radio & Television meet- 
ing in San Francisco are shown Josey Barnes, KTVT, Salt Lake 
City, new western area vp of AWRT, and Margo Anderson, AWRT | 
executive secretary, with Dole Hawaiian Pineapple Co. executives | 
Hal Griswold, ad manager, and Lorane Cooley, consumer service 
director. 


Johnson Conlee Smith Hinman Sasser Silha 
DeBerardinis Mauro Keeney Staley 
PROMOTION HUDDLES—Looking over some newspaper’ ting with Dorothy Staley, Nashville Tennessean, 
promotion ideas at the annual NNPA convention are Art Keeney, Canton Repository; Richard Hin- 
are Richard Johnson, Houston Chronicle; N. W. man, Baltimore Sunpapers; James Sasser, Baton 
DeBerardinis, Shreveport Times & Journal; C. R. Rouge State-Times and Morning Advocate, and Otto 
Conlee, Milwaukee Journal; John Mauro, Branham  Silha, Minneapolis Star and Tribune, who delivered 
Co., and Thor Smith, The American Weekly. Chat- the keynote speech at the NNPA annual convention. 


4 


COLORFUL—A rakish flower girl dominates the packages of Dana 
Perfumes’ new line of Danita cosmetics. 


Bach Henes Youngberg Macdonald Stapleford Favor Frost Gibson Landers DiBernardo Caummisar McClanahan Marcus Stern Kreeger 
BUSY PROMOTERS—Photographed at the NNPA meeting in Pittsburgh were these groups: vention, are Cyrus Favor, Utica Observer-Dispatch; M. B. Frost, Pittsburgh Sun- 
At left—Leonard Bach, Philadelphia Inquirer, shows some of his promotion campaigns Telegraph; Bettie Gibson, Pittsburgh Press, and Angelo DiBernardo, Pittsburgh Post- 
to David Henes, Charlotte Observer; Arthur Youngberg, Chicago Daily News; Stew- Gazette. At right, kicking around promotion ideas, are Basil Caummisar, Louisville 
art Macdonald, Waukegan News-Sun, and Fred Stapleford, Philadelphia Inquirer. In Courier-Journal & Times; Ed McClanahan, Denver Post; Rudy Marcus, Daily Press, 
center photo, receiving some first hand advice on how to solve personal problems Riverside, Cal.; Daniel Stern, Mercury Herald & News, San Jose, Cal.; and William 
from Ann Landers, Chicago Sun-Times syndicated columnist, who spoke at the con- H. Kreeger Jr., Cincinnati Times-Star. 


“” 
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Chalmers McGraw Clissold Bond Bernstein Prentice Beard Smith Hoffman Haskell 
AWARD'NG OCCASION—At the Jesse H. Neal awards luncheon (AA, May 5) were Floyd Smith and Mary Hoffman, General Electric Co. Among the award winners were Sid- 
S. Chalmers, Maclean-Hunter Publishing Co., Toronto; Donald C. McGraw and Nelson ney R. Bernstein, Advertising Age; Perry Prentice, House & Home, and Douglas Has- 
Bond, McGraw-Hill Publishing Co., New York; Walter N. Clissold, Clissold Publish- kell, Architectural Forum, The annual competition is sponsored by Associated Business 
ing Co., Chicago; William K. Beard, Associated Business Publications, and J, Stanford Publications, 
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“builds and maintains 
high store traffic 
and steady 
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volume” 


says ALF BERGERUD 


President of Red Owl Stores, Inc. 


Red Owl’s average sales per store have increased over ten times in the 
past fifteen years. 


According to Mr. Bergerud, the way to build and maintain such volume is through 
what he calls “two-way advertising”. We’re proud to be one-half of it. 
€€We are always gratified to see advertisers consistently using the 
pages of THIS WEEK to familiarize the same families we are trying to reach 
through our local promotions with their products. This two-way advertising 
is the most effective way we know of to build and maintain high store traffic 
and steady volume. 3 


Top grocery men all over the country will tell you: if traffic and volume are what you 
want ... you want THIS WEEK at the top of your advertising schedule. 


Your advertising is read by more people in THIS WEEK MAGAZINE than in any other 
publication. 12,000,000 families read THIS WEEK every week. Your advertising 
in THIS WEEK gets heavy newspaper coverage combined with high magazine 
readership . . . at a very low cost per thousand. THIS WEEK is today’s most 
powerful selling force in print. 


The most widely read national magazine in America sharing the power and prestige of these great newspapers: 


152 Red Owl Stores serve 
the great Northwest. 


The Baltimore Sunday Sun * The Birmingham News « Boston Sunday Herald * Buffalo Evening News* * The Charlotte Observer * Chicago Daily News * The Cincinnati Enquirer « Cleveland Plain Dealer * The Dallas Morning News * The Denver Post 
Des Moines Sunday Register * The Detroit News « The Houston Post * The Indianapolis Star * The Jacksonville Florida Times-Union * Los Angeles Times * The Memphis Commercial Appeal * The Miami News * The Milwaukee Journal « Minneapolis Sunday Tribune 
New Orleans Times-Picayune-States » New York Herald Tribune * Norfolk Virginian-Pilot and Portsmouth Star * The Philadelphia Sunday Bulletin * The Phoenix Arizona Republic « The Pittsburgh Press Portland Oregon Sunday Journal * Providence Sunday Journal 


Richmond Times-Dispatch « 
The Washington Sunday Star * The Wichita Sunday Eagle 


Rochester D tt and Chronicle « St. Louis Globe-Democrat * The Salt Lake Tribune * San Antonio Express and Sunday News « San Francisco Chronicle * The Spokane Spokesman-Review * The Syracuse Post-Standard 


*Effective October, 1958 
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INTERNATIONAL 
ADVERTISING 


ae 


Back when Chandler was an automobile we placed 
advertising for it, abroad. 


Our first world-wide product, QUAKER OATS, 
came to us in 1921 and we are still helping to sell it 
around the world. 


The following year, 1922, brought two more 
who are still with us—AMERICAN CHAIN & CABLE 
co. and UNION CARBIDE INTERNATIONAL Co. From 
widespread advertising of flashlights & radio 
batteries to the consumer, the emphasis of UCI has 
turned today to supplying basic raw materials for 
industry. 


We helped AUTO-STROP sell razors and DIETZ sell 
oil lanterns when times were changing. 


In 1927 we started to work for H. J HEINZ CO. and 
are starting our 3lst year with them this month. 


LEVER INTER-AMERICAN CORP. with Lux Soap and 
Flakes and Rinso has grown to a wide group of 
products since we released our first advertising for 
them in 1933. 


In 1936, we helped sell collar buttons for KRE- 
MENTZ and today it’s high-fashion jewelry for men 
and women. 


Our first campaign for THE BORDEN COMPANY 
was praised by the ad manager in 1940 and our 
newest one was approved last week. 


CORNING GLASS in 1942 and NATIONAL DISTILLERS 
PRODUCTS CO. in 1944 selected us as their inter- 
national advertising agency for their lines of dis- 
tinguished products. 


MAIDENFORM BRASSIERE CO., GOODALL FABRICS, 
INC., GEON INTERNATIONAL CORP., and CHICAGO 
RAWHIDE MFG. CO. are our “‘newer’’ clients. PLOUGH 
INC. is our newest. 


NATIONAL EXPORT ADVERTISING 


New York and Puerto Rico # “ Associates Around the World 


Miles and Missions: We have traveled to every 
major and many minor markets of the world to set 
up working arrangements. We go abroad for clients 
too, on special missions which can best be accom- 
plished by American know-how on the spot. 


Changing Times: Since 1945, export has boomed 
tremendously and marketing techniques have im- 
proved. Years ago we had to settle for client sales 
figures that represented shipments and made it all 
but impossible to relate advertising claims with 
immediate sales. Today in most cases we have 
figures closer to consumer movement, enabling us 
to be closer to results. 


Marketing: This activity is as old as the agency. 
You can’t be good in export unless you start with 
marketing and stay with it. 


Merchandising: We used to be limited to store 
ecards and tin signs. Today we are producing 
posters, consumer folders, ethical pieces, shelf 
markers, salesmen’s portfolios, merchandising cat- 
alogs, mobiles, cut-case cards, anything and every- 
thing clients use as selling aids in modernized 
markets. We have designed or redesigned packages, 
too. We have run premium deals, contests, product 
deals, and tie-in deals. 


Media: When we started, the field was covered 
by press, outdoor, and movie slides. Today it’s 
newspapers, magazines, business and trade papers, 
outdoor, radio, television, cinema shorts, trans- 
portation and a host of purely local media . . . and 
when buying them, we sometimes believe the rate 
cards. Rates are a constant problem in export. 


Domestic Agencies: The U. S. advertising of our 


clients is handled by domestic agencies with whom 
we maintain a close working relationship for our 


clients’ benefit. Though completely independent, 
in servicing the international business of our 
mutual clients we are—in effect—to most of these 
agencies, an organized and functioning interna- 
tional division carrying full responsibility. 
Domestic Experience: Every one of our key 
people has a domestic agency background. All of 
us have at least 10 years in international. The top 
man has over 30. 


Native Experience: Two kinds. The outside-in 
kind comes from our travels. We know our way 
around in many markets. The inside-out kind 
comes from our associates, all top ad men in their 
markets, practically all nationals of their countries. 


Research — Surveys: Progress is being made in 
our field. At one time radio surveys were not wel- 
comed by all and we had to do some pioneering. 
Today, they come the easy way, by subscription, 
in important markets. Market and consumer re- 
search with reliable findings are coming available. 
We still need consumer movement sales figures in 
most all important markets, meanwhile we are 
using educated guesstimates. 


“Done better locally”: That’s a statement we are 
constantly deflating. We take every advantage of 
the skill and knowledge of our associates in local 
markets. Long experience has taught us how to 
blend and bend to customs and habits without 
losing the point (or getting lost) for the purpose 
of localizing. 


So here we are: It is an interesting business. It is 
not a highly profitable business. We hear that 
some people lose money at it. We don’t... and we 
enjoy our work, our clients—and—we’d enjoy 
doing business with a few more. 


SERVICE, INC. 
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Up 12.5% from ‘56... 


TV Growth Helps 
British Ad Total 
Top $1 Billion 


By Mark Random 


LONDON, 


country in 1957. 

Preliminary estimates, compiled 
by ApverTisinc AcE from various 
—and sometimes incomplete— 
sources indicate that close to $1,- 
040,000,000 was spent on adver- 
tising in Britain last year. 

This is an increase of 12.5% 
above the estimated expenditure 
of $924,000,000 in 1956. 

Most notable item in the esti- 
mates is the tremendous growth 
in television advertising, up an 
estimated 133% from the 1956 to- 
tal. 

Gains were the order of the 
year in all media except four: 
Magazines, outdoor and cinema, 
all of which declined, and radio, 
which was estimated to be un- 
changed from its 1956 level. 


= Biggest single advertiser was 
the giant Unilever group, which 
through its many subsidiary com- 
panies spent a thumping $20,206,- 
500 in measured media (press and 
tv). 

Second biggest advertiser in 
Britain during 1957 was Thomas 
Hedley & Co., British subsidiary 


of Procter & Gamble, which spent ,in is the Anglo-Dutch combine,|the eight leading advertisers, with 


$8,892,022 in press and television. 
Hedley advertising pointed to the 
growing confidence of British ad- 
vertisers in the new medium of 
commercial television; Hedley 
spent more than half as much 
again in tv as it did in newspapers 
and magazines. 

The phenomenal growth of tel- 


(Continued on Page 98) 


May 6—Britain be- | 
came a billion dollar advertising | 


| 
International Ad 


Hotel Thursday. 
The IAA celebrates its 20th 


New York, May 6—The International Advertising Assn. will 
hold its 10th annual convention here this week. 

More than 800 international advertising men and women are 
expected to attend the two-day meeting opening at the Roosevelt 


ship, up 70% in the past two years, is now around 1,200. 


s Among the convention speakers will be three top agency men 
from London—William McKeachie, chairman of McCann-Erick- 
son Ltd.; Mark Abrams, research director of London Press Ex- 
change, and Wilfred Saunders, marketing and media research 
director of J. Walter Thompson Ltd. 

The Assn. of International Advertising Agencies will hold its 
annual meeting in conjunction with the convention this year. + 


Group Will Meet 


anniversary this year. Member- 


Unilever, Colgate, 
Philips, Shell Top 
the List of Leaders 


New York, May 7—The eight 
leading world advertisers, outside 
|of the U. S. and Canada, are (in 
ithis order): Unilever, Colgate- 
Palmolive, Philips, Royal Dutch 
/Shell, Procter & Gamble, Standard 
|Oil (New Jersey), Nestle and Im- 
| perial Tobacco. 
| Each of these companies spends 
;more than $10,000,000 outside of 
|the U. S. and Canada. All of them 
|—except Colgate and Philips— 
have sales in excess of $1 billion 
annually. 

Topping the list by a wide mar- 


|Unilever, which broke precedent 
|last month by revealing its world- 
|wide advertising expenditures 
(AA, May 5). Unilever spends an 
| estimated $125,000,000 in markets 
outside of the U. S. and Canada. 


In second place, with an esti-| 


mated expenditure of $50,000,000 
in 1957, is the American company, 
|Colgate-Palmolive, one of Uni- 


8 Leading World Advertisers Invest 
$10,000,000-Plus Outside U. S., Canada 


Briti vertising Expenditures 
ritish Advertising Expendit 
(In Millions of Dollars) 
Media 1956 1957 % Change 
Press: 
National Newspapers 128.8 139.9 + 9% 
Provincial Newspapers 148.4 152.7 + 3% 
Magazines 106.4 104.6 — 2% 
Trade & Technical 95.2 108.6 +14% 
Other Publications 2.8 3.0 + 7% 
Production costs 28.0 35.6 +27% 
Total Press: 509.6 544.4 + 7% 
Non-press: (incl. production) 
Catalogs, Leaflets etc. 93.8 101.3 + 2% 
Television 42.0 98.0 +133% 
P-.O-P & Display 61.6 70.2 +14% 
Poster & Transport 54.6 50.0 — 7% 
Exhibitions 42.0 44.) + 5% 
Outdoor Signs 26.6 31.9 + 2% 
Samples, Gifts Schemes etc. 19.6 22.7 +16% 
Films, Slides 15.4 13.8 —10% 
Radio 1.4 1.4 = 
Miscellaneous 15.4 16.9 +10% 
Administration 42.0 44.9 + 7% 
Total (Press & Non-Press) 924.0 1,039.6 +12.5% 
NOTE: 1956 figures are estimates by Dr. Mark Abrams, research director, Lon- 
don Press Exchange. 1957 figures are estimates by Mark Random, Advertising 
Age correspondent, London. 


lever’s main competitors. 


= Facts and figures on the world- 
wide marketing operations of 
these giants have been assembled 
by ADVERTISING AGE and its cor- 
respondents in a survey stretch- 
ing over several months. As far 
as AA knows, no one else has 
ever compiled such figures. 
Originally the plan _ was to pre- 
sent data on the “ten leading 
world advertisers.” However, while 
there was substantial agreement on 
the makeup of the first eight posi- 
tions, opinions varied on which 
companies should fill the remain- 
ing two slots. 
| AA is therefore presenting, in 
|the following sections, reports on 


supplementary information on 
likely candidates for the “top ten.” 


Unilever 


| The world’s largest advertiser 
is a complex of some 500 compa- 
nies operating in more than 100 
countries. It is the result of two 
different mergers. First, in 1927, 
the world’s two largest margarine 
|producers, Jurgens and Van den 
|Bergh of Holland, combined into 
the Margarine Union, which two) 
years later merged with the) 
petang ae largest soap company, Le- 
ver Bros. of England. 


Pan-American Airways, 
Douglas Aircraft Biggest 
Users of Overseas Books 


culated publications during 1957. 
Advertiser investments 
ternational 


ADVERTISING AGE. 

Heading the list, with an ex- 
penditure of $373,400, is Pan- 
American Airways (including ex- 
penditures by its affiliate, Pan- 
agra). 

In second place, with a total ex- 
penditure of $345,563, is Douglas 
Aircraft, supplier to many inter- 
national carriers. Champion Spark 
Plug, in third place, was the only 
other advertiser to spend more 
than $300,000. 

Seven other companies—Cater- 
pillar Tractor, Ford Motor, Allis- 
Chalmers, Remington Rand, Gen- 
eral Electric, Kodak and Bur- 


New York, May 6—100 U. S. 
advertisers invested a total of $8,- 
481,371 in 36 internationally cir- 


in in- 
media are reported 
here, for the first time anywhere, 
as a result of a survey made by 


U.S. Advertisers Invested $8,481,371 
in International Publications in ‘57 


roughs—spent more than $200,000. 

The 100th leading advertiser, 
with an expenditure of $19,298, is 
American Brake Shoe. 


® The top ten advertisers ac- 
counted for more than 30% of the 
total expenditures by the 100 
leaders. 

Industrial advertisers, not sur- 
prisingly, bulk large in this list, 
since many of the international 
publications are business maga- 
zines, and even consumer-type 
books such as Life International, 
which reach an upper-income au- 
dience abroad, compete for heavy 
goods advertising. 

Also, this list does not cover 
expenditures made locally by 
overseas subsidiaries of American 
companies. Many consumer prod- 
ucts manufacturers have consid- 
erable advertising investments 
abroad, but they are made local- 
ly, in local media. Procter & Gam- 
ble, for example, ranks 32nd on 
the accompanying list, with an 
expenditure of $84,158, but P&G 
(Continued on Page 86) 


FRANKFURT, May 7—The amaz- 
ing economic recovery of West 
Germany from the ruins of World 
War II has aroused the envy and 
admiration of countries through- 
out the world. In this recovery, 
generated under the doctrine of 
Soziale Marktwirtschaft, or “so- 
cially responsible free enterprise,” 
advertising has played a big part. 
West Germany’s minister of ec- 
onomics, Ludwig Erhard, is gen- 
erally credited as the man behind 
the German comeback. But the 
man behind Dr. Erhard was the 
late Walter Eucken, the economist 
and adviser whose work molded 
the dynamics of postwar German 
economic philosophy. 

One of Mr. Eucken’s main the- 
ories was that modern technology 


Unilever, sometimes called “the 
|universal provider,” is literally in 
everything from soup to nuts. It 
is the world’s largest soap pro- | 
\ducer; it is the world’s largest 
margarine company; it is one of | 
\the largest packaged food pro-| 
| ducers; it operates a paper mill in 
Germany; it has 2,000 trading 
posts in Africa; it has a depart- 
ment store in Istanbul. It racked 
up sales of $4.8 billion in 1957, 
‘netting $112,840,000 on this vol- 
ume. 
| | 
® Unilever’s complete brand name | 
\roster would probably run over) 
the 100 mark. Among them are: | 
Breeze, Lux, Persil, Atkinson cos-| 
metics, Batchelor canned foods, | 
'Birdseye frozen foods (in Brit- 
ain and Canada), Gibbs tooth- 
paste, Astral skin cream, Sunsilk 
shampoo, Easy shaving stick, Omo, 
|Knight’s, Clynol cold wave, Life- 
buoy, Quix detergent, Sunlight 


ALL Lit UP—Neon signs, particularly 
popular in Germany and Belgium, 
here are ten-deep on one side of a 


| Frankfurt building. A 78 x 26’ neon 


ad in a prominent spot would cost 
between $4,800 and $5,800 in an- 


| (Continued on Page 104) 


nual rental in Germany. 


Advertising, Soziale Marktwirtschaft 
Keep West German Economic Boom Booming 


proliferates ever greater, wider 
and keener competition. An ex- 
tension of this was his theory that 
the greater, wider and keener the 
competition, the more stable the 
national economy. 


= Germany has therefore tried to 
stimulate the conditions leading to 
competition. And in a competitive 
economy, advertising plays a lead- 
ing role. 

Dr. Erhard himself has stressed 
the importance of advertising to 
the new West German economy, 
going on record as saying: 

“The essential purpose of ad- 
vertising is to make people un- 
derstand clearly that the sole pur- 
pose of all ‘magic’ of economics is 
only to serve their good, to bring 
them happiness and to give them 
freedom.” 

The German people, too, have 
apparently recognized this. In a 
recent survey by the DIVO-Insti- 
tute for Market Research in Frank- 
furt, more than two-thirds of those 
questioned said they believed ad- 
vertising was important in the 
sale of products. 


®# It is estimated that something 
like 2,927,400,000 D-Marks ($714,- 
/000,000) was spent on all forms 
lof advertising and sales promotion 
in West Germany in 1957. This 
compares with an estimated ex- 
penditure in 1954 of 1,869,600,000 
D-Marks ($456,000,000), an ex- 
penditure increase of 56% in four 
years. This is further testimony 
to the importance of advertising 
in the economy. 

One American adman closely 
connected with the German ad- 
|vertising scene explained it this 
| way: 

“After the war this country was 

(Continued on Page 88) 
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Brazil Grows, Heads 
Toward Economic | 
Self-Sufficiency 


RIo pE JANEIRO, May 6—The big 
economic story in Brazil can still 
be summed up in one word: 
Growth. 

Population, increasing at the 
rate of 1,500,000 annually, shot! 
past the 62,000,000 mark in 1957. 


Plagued by monetary inflation| turing subsidiaries here have an- 
(the cruzeiro, pegged officially in| nual sales in excess of $350,000,- 
1948 at 18% per $1, has since de- | 000. 
preciated 500% in value) and an} 
adverse trade balance (the deficit | s Under a five-year plan put into 


| was $129,000,000 in 1957), Brazil) effect in 1956, Brazil expects to 


continues to press forward toward | increase its power plant capacity 
industrial self-sufficiency. |by 66%. Petrobas, the state-owned 
Foreign capital—from the U.S.,|oil company, also expects Brazil 


|Europe and Japan—is still pouring to be “self-sufficient in petroleum 


into Brazil at a record rate. U.S. refining and partially self-suffi- 
investments here now exceed $1.2 cient in petroleum production by 
billion and U.S.-owned manufac- | 1960.” 


One of the most exciting proj- 
jects is the development of a 
home-grown automobile industry. 
|Among the companies setting up 
|facilities here are Alfa-Romeo, 
| Krupp, Mercedes-Benz, General 
Motors, International Harvester, 
Ford, Willys-Overland, Borg-War- 
ner, Schrader and Rockwell Spring 
|and Axle. Brazil plans to be pro- 
ducing 120,000 vehicles by 1960. 


s Against this background, the 


How 


you can 


handle 


The International Advertising Agencies listed below 


have all enjoyed years of gainful 


has specialized knowledge of foreign laws and reg- 
ulations, language, customs, and buying habits. 
Each has a staff with intimate experience in the 


AIAA 


effectively! 


Many overseas markets are open to you today. You can sell in 
them profitably and lay the foundation for future expansion. 
International advertising is a catalyst that moves products 
and ideas across geographic boundaries and through language 


barriers. 


The most effective way to handle international advertising cam- 


experience. Each 


type of advertising best suited for the market un- 


der consideration. 


We suggest you call upon the executives of one 
or more of this group. They will be happy to meet 
with you for a frank and detailed discussion of 
your problems and the possibilities of overseas 


agency. 


of international marketing experience. 


business awaiting you. Such a discussion entails 


no obligation. 


THE BUCHEN COMPANY 


400 W. Madison St., Chicago 6, Illinois 


FOREIGN ADVERTISING & SERVICE BUREAU 
342 Madison Avenue, New York 17, N. Y. 


GOTHAM-VLADIMIR ADVERTISING, INC. 


842 Madison Avenue, New York 17, N. Y. 


NATIONAL EXPORT ADVERTISING SERVICE, INC. 


405 Lexington Ave., New York 17, N. Y. 


ROBERT OTTO & CO. INC. 


25 West 45th Street, New York 36, N. Y. 


QUINN-LOWE, INC. 


130 East 38th Street, New York 16, N. Y. 


AIAA 


ASSOCIATION OF INTERNATIONAL 
ADVERTISING AGENCIES 


paigns is through centralized control. The advertiser must 
control policy, budget, advertising message and appearance 
because every company has a “personality” and he must in- 
terpret and project it through his international advertising 


International advertising is a job for specialists, for agencies 
that fuse a high level of advertising skill with a broad range 


Advertising Age, May 12, 1958 


Brazilian advertising industry has 
been making rapid strides. Ex- 
penditures in 1957, estimated at 
free rates of exchange, were ap- 
proximately $140,000,000. 

The trade publication, Publici- 
dade & Negocios, reported that 
advertising volume increased by 
one-third last year, but part of 
this increase can be attributed to 
inflationary media rates. 

Armando M. Sarmento, head of 
McCann-Erickson in Brazil, notes 
that “Brazil today is perhaps the 
most advertising conscious coun- 
try of any in Latin America.” 

The five leading advertisers in 
1957, according to Publicidade & 
Negocios, were: 


Cia. Antarctica Paulista (beer, 
soft drinks) 
Sidney Ross (Sterling Drug) .. 100,000,000 


Cia. Gessy (soaps) .....-.-..-00+ 65,000,000 
Real-Aerovias (airline) ............ 50,000,000 
I I 48,000,000 


| Figuring at the most unfavor- 


able exchange rate (100 to the $1), 
this would still give Paulista, the 
leading advertiser, a $1,200,000 
budget. 


= There are some 200 advertising 
agencies operating in Brazil and 
their 1957 turnover was about 3 
billion cruzeiros. 
McCann-Erickson, with four of- 
fices here, is believed to be the 


No. 1 agency, with estimated an- 
nual billings of 500,000,000 cruze- 
jiros. A close second is J. Walter 
{Thompson Co., with estimated 
billings of 450,000,000 cruzeiros. In 
third place is Standard Propagan- 
|\da. Publicidade Inter-Americana 
and Grant Advertising are the 4th 
and 5th ranking agencies, respec- 
| tively. 

| Cicero Leuenroth, president of 
|Standard Propaganda, told ApvER- 
| TISING AGE that the most import- 
ant media development in 1957 
| was the expansion of television. 
|The country now has six tv sta- 
| tions—three in Sao Paulo, two in 
|Rio and one in Belo Horizonte— 
and the medium already accounts 
for 10% of all advertising expen- 
| ditures, ranking fourth among all 
|media, behind the press (news- 
|papers and magazines), radio and 
| direct mail. 

Another important 1957 devel- 
|/opment, cited by McCann’s Sar- 
| mento, was the increased use of 
j}local media by national advertis- 
‘ers. For the first time, he said, 
there was “heavy use of coopera- 
| tive advertising.” + 


Liller, Neal Names New 
Officers Following Merger 

Liller, Neal, Battle & Lindsey, 
Atlanta, a new agency resulting 
from a merger May 1, has an- 
nounced its new officers. The agen- 
cy was formed by the consolida- 
tion of Liller, Neal & Battle, At- 
lanta, and Lindsey & Co., Rich- 
mond. 

Chief executive officers are C. K. 
Liller, chairman of the board; 
William W. Neal, president; James 
L. Battle, senior vp; and Dan W. 
Lindsey, vp and manager of the 
Richmond office. The new agency 
will serve 50 regional and national 
accounts from offices in Atlanta, 
Richmond and New York. 


Burnett Promotes Three 
Leonard S. Matthews and Ed- 
ward Thiele have been named to 
the board of directors of Leo Bur- 
nett Co., Chicago, and Henry Starr, 
marketing supervisor, has been 
named a vp of the agency. Mr. 
Matthews, who has been with Bur- 
nett for 10 years, is vp in charge 
of the media department. Mr. 
Thiele, a vp and account super- 
visor, joined the agency in 1951. 


Smith & Dorian Joins MAAN 

Smith & Dorian has been elected 
the 16th member of the Mutual 
Advertising Agency Network, giv- 
ing the network its first represen- 
tation in New York and San Fran- 
cisco. 
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french consumers, the purchasers 
with the greatest purchasing power, 
the readers who read France’s most 
popular newspapers and magazines! 


REGIE-PRESSE, this country's ma- 
jor publishers representative, will 
carry your sales message into 
12.000.000 french homes. 


Would you like to know more about 
the media served by Regie-Presse ? 
Write today for a free subscription 
to our monthly publication ** Regie- 
Presse Informations” 


REGIE-PRESSE 


informations 


| REGIE-PRESSE S. A. 
133, Champs-Elysées - PARIS 8 
| BAL. 12-91 


| Please send me regularly your 
| monthly bulletin 


‘* Regie-Presse Informations” 


dress : 


| 

| 

| 

I 

N 
| Company: ... 
| 

A 
| 

\ 

| 
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U.S. Advertisers Invested $8,481,371 
in International Publications in ‘57 


(Continued from Page 83) 
subsidiaries abroad spend well 
over $10,000,000 annually (see 
separate story on Page 83). 


® The dominance of J. Walter 
Thompson Co. as a_ placement 
agency for international] advertis- 
ing is underscored by the survey 
results: 

Of the top ten advertisers, six— 
Pan-American, Douglas, Cham- 
pion, Ford, Kodak and Burroughs 
—are Thompson clients. Two 
other Thompson clients—Stand- 
ard Brands and Socony Mobil— 
spent more than $100,000. JWT 


also placed business for Timken | 


(now handled by BBDO), Syl- 
vania, J. B. Williams and Chese- 
brough-Pond’s. 

In all, the Thompson clients 
accounted for about 25% of the 


total 100 leaders’ expenditures of 
$8,481,371. 

The next ranking agency is Mc- 
Cann-Erickson Inc., which han- 
dled four of the top 20—Standard 
Oil of New Jersey, Chrysler (now 
handled by Leo Burnett), Coca- 
Cola and International Harvester. 
Robert Otto & Co. had two of the 
top 11—Remington Rand and Gen- 
eral Motors. 


= Up to now there has been no 
source for export advertising ex- 
penditures by individual compa- 
nies. Publications have explored 
the possibility of establishing a 
Publishers’ Information Bureau- 
type service for the field, but the 
plans have never jelled. 

AA hopes this survey will at 
least partly fill the gap. It plans 
to conduct the survey annually, 


culture” will appear 


1959. Write for rates 


20 Vesey Street, 


Reaching the ‘top - of - the - machet ei in 
Latin Minton since 1905 


La Hacienda 


announces 
a forthcoming series of 


for its Spanish and Portuguese editions, which 
will have unusual interest and potentialities for 


readers and advertisers. ‘‘Industry and Agri- 


“Livestock and Poultry’’ will follow in Decem- 


ber, and “Mechanized Agriculture” 


La Hacienda Co., Inc. 


Plus... 


in September, 1958, 


in March 


and data: 


New York 7, N. Y. 


Advertising Age, May 12, 1958 


100 Leading U.S. International Advertisers 


in 36 Internationally Circulated Publications 


1957 

1. Pan-American Airways (incl. 

PRE cccttlthspncvrcnenne $ 373,400 
2. Douglas Aircraft ................ 345,563 
3. Champion Spark Plugs ...... 309,481 
a BS aye 272,642 
5. Caterpillar Tractor ............ 260,799 
6. Allis-Chalmers  .............000. 235,519 
7. General Electric ................ 227,699 
8. Remington Rand ................ 221,186 
ER eer 208,601 
TO TRIE yictatepsecccnsessocrncerns 201,911 
11. General Motors ................ 186,760 
ER, SRIO wicecicesvubsnesiecsacesions 185,650 
Be MINOR > Sscessosoccectasccdiantaie 185,627 
Pee IIIT ecnsvicenorcccninccoonsntaga 171,005 
15. Standard Oil (New Jersey) 169,271 
16. Union Carbide .................. 169,166 
17. Firest Ca LA eae oy ee 164,126 
18. Coco-Cole . picliicahiinhanibabesenattett 161,450 
19. Le Tourneau-Westinghouse 159,522 
20. International Harvester .... 137,293 
21. Minnesota Mining .............. 134,336 
BR: De casi tinrarrccccnsniinsceane 125,970 
23. Willys Overland ................ 124,806 
24. Outboard Marine .............. 123,894 
25. Timken 121,144 
26. Caltex .. séclegichiven 
27. Standard ‘ak . Pe 111,542 
BR, TRI tnssconsdathadtinsesnsresennsesiees 109,185 
29. Borg-Warner ....... 108,141 
30. Socony Mobile 105,574 
31. Sterling Drug aed 88,814 
32. Procter & Gamble ............ 84,158 
Bs A» ivcctesstnsthsorineecnetcnns 81,669 


Compiled by Advertising Age 


34. Dow Chemicol ..................... 81,383 | 
Si MINORS ninhcduemecsscprsnenvinse 79,416 
36. Intl. Business Machines .... 78,467 
37. American Radiator & Stand- 

OO INS sata cisersienttteenesns 69,946 
ls Be Ry FID secncontccccosssoies 69,464 
ae 66,980 
40. Chase Manhattan Bank .... 61,882 
41. Electric Autolite .................. 61,611 
42. Royal McBee ................cc0c000 61,111 
43. Chesebrough-Pond’s ............ 60,414 
44. General Aniline & Film .... 60,346 
45. Radio Corp. of America .... 57,082 
46. Clark Equipment .............. 55,215 
Bg ON Re Ee 54,940 | 
| ae ee 51,414 
49. Rockwell Mfg. Co. ............ 50,183 
SO GE FIG ccisnccecanesinsiessonn 49,810 
51. S. C. Johnson & Son ........ 48,174 
52. National Cash Register .... 46,865 
53. General Dynamics (Con- 

CED. ccisthlialihinieibiariieese 44,707 
54. Northam-Warren 43,143 
55. Dresser Industries 41,232 
56. American Cyanamid ............ 41,207 
ge oe 40,859 
58. American Home Products .... 40,439 
R.A a 40,333 
60. Bank of America ................ 39,732 
61. Bethlehem Steel ................ 39, 680) 
iE. SUMMED i ittiasessedaatediadinancansoncks 39,098 | 
63. White Motor ................05 38,782 
ES eee 38,710 
Oe Ga i sicciasttmeceictasasvoennics 38,563 | 
66. Westinghouse .............0.00 38,511 


67. Olin Mathieson ................ 36,726 
i a ecscae 36,687 
69. Gillette 36,011 
70. Eimco 35,604 
71. Wagner Electric ................ 35,151 
72. Port of New Orleans ........ 34,308 
RR 34,009 
74. Standard Oil (Cal) ............ 33,645 
75. Bendix Aviation ................ 32,559 
IE Rae scisneccesnensee 32,225 
77. Tidewater Oil .................... 32,113 
78. General Foods .................... 31,949 
79. Combustion Engineering .... 31,835 
SET, ER 31,221 
ae 31,073 
NE ore 30,039 
Re NN irc a secdsncceee 29,474 
84. Cummins Engine ................ 28,413 
| eee 28,403 
86. Underwood o..........cccccceees 28,002 
87. Baldwin-Lima-Hamilton ...... 27,904 
88. Perfect Circle ......0...c000. 27,020 
89. Johnson & Johnson ............ 26,835 
90. Campbell Soup .................. 25,490 
dN en ee 25,244 
92. Stewart-Warner .................. 24,406 
93. Colo. Fuel & fron ......0..00.... 24,080 
nes ke 22,538 
95. Bristol-Myers .................0..0.. 21,410 
ERE 20,147 
oe Pl 20,130 
| 98. Van Norman Industries .... 19,993 
Se a hone 19,906 
100. American Brake Shoe ........ 19,298 
Ee ee $8,481,371 


enlarging its scope each year. 

The survey covers advertising 
expenditures in the following pub- 
lications: 

Agricultura de las Americas, 
American Automobile, El Auto- 
movil Americano, American Ex- 
porter, El Exportador Americano, 
Automotive World, Automotive 
World en Espanol, Caminos y 
Construction Pesada, El Embotell- 
ador, El Farmaceutico, Guia, Hab- 
lemos, Industria Avicola, Ingenie- 
ria Internacional Construccion, In- 
genieria International Industria, 
Life en Espanol, Life Internation- 
al, Management Digest, Mecanica 
Popular, Newsweek (European and 
Pacific editions), Petroleo Inter- 
americano, Pharmacy Internation- 
al, Reader’s Digest (all foreign edi- 


tions except Canadian), Revista 
Area Latinoamericano, Revista 
Industrial, Servicios Publicos, 


Time (Atlantic, Pacific and Latin 
American editions), Transporte 
Moderno, Visao, Vision, World’s 
Business and World Construction. # 


Eastburn-Siegel Moves 
Eastburn-Siegel Advertising 

Agency, Atlanta, has moved to new 

offices at 1042 Northside Dr., N. W. 


Ad Business in 
So. Africa Nears 
$100,000,000 Mark 


JOHANNESBURG, May 6—Adver- 
tising expenditures in South Africa 


| are now approaching the $100,000,- 


000 mark. Three years ago they 
were estimated at $65,000,000. 

The country, with a population 
of 14,418,000, has been making 
rapid economic progress. National 
income rose from $413,000,000 in 
1950 to $903,000,000 in 1956. 

A number of leading American 
and British advertisers are active 
here, and competition is keen. 


on branded goods totaled $23,000,- 
000 in 1957, compared to $7,500,- 
000 in 1949. More than $5,000,000 
is spent annually in radio. 


a Grant Advertising moved into 
South Africa in 1948 with offices 
here and in Capetown. It is one 
of 32 agencies operating in the 
country. Another is J. Walter 
Thompson Co., established here 
more than 25 years ago but now 


controlled by South Africans (al- 


i jaoet ‘icicet pt, economical way 


ad SELL LATIN LEADERS 


nal use, have ‘i regu- 
readers of Revista Rotaria. 
Today, you can reach the 
pag BE ,695- ‘‘men-of-acti 
wn America through t 
. No othe 
this 


sh language Revi 


REVISTA 


FREE! Send for the 8-page book- 
let showing interesting marketing 
facts on Revista re ts Latin 
American readers! A valuable — 
_ Marketing tool for those nag 
‘south of the border. 


ROTARIE 


0 Ridge Avenue, Evanston, Illinois 


Print advertising expenditures | 


GRANT IN SA—The Empire State 

Building in Johannesburg is Grant 

Advertising’s home in South Afri- 

ca. The agency occupies all of the 

6th and 7th floors and part of the 
5th floor. 


though it is still part of the JWT 
system). 

Under the direction of David 
Hart, Grant has had a good ten 
years here. The agency began with 
billings of $436,000 and closed last 
year with a $2,000,000 volume. Mr. 
Hart, head of all Grant’s African 
operations (the agency opened two 
offices in Southern Rhodesia last 
year), expects to hit $3,000,000 by 
1960. He now has a staff of 91 in 
Africa, 59 of them in the Johan- 
nesburg office. 

Among Grant’s top clients here 
are Coca-Cola, Total Oil, India Tire 
and Colgate-Palmolive. 


# All advertising in South Africa 
has to use at least two languages, 
English and Afrikaans. Many cam- 
paigns are planned and produced 
in three or four sections—English, 
Afrikaans, Bantu and Asiatic. 
These call for different approaches, 
different copy and different illus- 
trations. 

Grant’s research department re- 
cently completed a nationwide sur- 
vey of the Bantu market, looking 
forward to the day when the non- 
white market will come into its 
own. Non-whites outnumber 
whites five to one in South Africa 
but the bulk of purchasing power 
still rests with the latter, # 
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companies advertise 


ritain... 
THEY TAKE TIME ON ATV? 


Biitaailaad it. 6, 


These internationally famous products are among hundreds familiar to ATV viewers 
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ATV’s prosperous London and Midlands viewing areas 
account for 37%, of UK population... but 41% of the 
country’s purchasing power 


==eeeeen GROWTH OF COMMERCIAL TV IN BRITAIN 
6,500,000 * 


’ Homes receiving commercial TV 
4,870,000 


* Estimated Agures 


1956 1957 1958 


Percentage of tota! homes 
receiving commercial TV 30%, 


* Estimated figures 


1956 1957 1958 
Total billings $126,000,000* 


* Estimated figures 


$36,000,000 


1956 1957 1958 


What the biggest name in British commercial TV 
offers the international advertiser 


TV comes to the British viewer on two channels: the state- 
run, non-advertising BBC, and a commercial channel, 
which carries programmes provided by independent pro- 
gramme companies, each serving different areas for differ- 
ent periods. ATV, the largest of these companies, handles 
the weekends on the London station and Monday through 
to Friday in the Midlands. There is no sponsorship ; ad- 
vertising is in the form of spots (6 minutes per hour), plus 
advertising magazines (shopping guides). 

ATV covers Britain’s two best market areas : Londonand 
its surrounding suburban and dormitory areas (12.6 mil- 
lion people with the U.K.’s highest living standards), and 
the thriving industrial Midlands area (principal cities: 
Birmingham, Coventry, Leicester, Wolverhampton; 7 
million prosperous inhabitants). 

Nearly 50% of those 19.6 millions are regular ATV view- 
ers. This proportion is growing steadily as TV ownership 
spreads and as old BBC-only sets are replaced by new 
multi-channel models. 

On average, there is a heavy preference for ATV pro- 
grammes over BBC. ATV have acquired an enviable repu- 


tation for pulling in the viewers; many programmes get 
ratings unheard of in America—over 80% is quitecommon. 

Rates run as low as $422 for 60 seconds and advertisers 
are getting consistent averages of 50 cents per 1,000 view- 
ers per 30 seconds, or better. 

No wonder that when the world leaders in international 
advertising come to Britain to sell they take time on ATV. 
For your UK advertising, too, ATV should be the first 
consideration. 


ASSOCIATED TELEVISION LTD 
Television House, Kingsway, London, W.C.2 
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Advertising, Soziale Marktwirtschatt 
Keep West German Economic Boom Booming 


(Continued from Page 83) 
flat. The people had nothing. The) 
first thing they had to do was get| 
a roof over their head, some 
clothes on their backs and food in 
their stomachs. They’ve gradu- 
ally built up from there. Now they 


His views are backed up by of- 
ficial statistics which show that 
German industry had a sales vol- 
ume of more than $40 billion in 
the domestic market in 1957, 6% 
up from 1956, which was up 10.3% 
from 1955. 


are beginning to think about wash-| One typical example of this po- 
ing machines, autos, tv and things|tential can be seen in the con- 
like that. There is a terrific con- ‘sumer durable goods sector. Re- 
sumer market here.” ‘frigerator manufacturers turned 


| ticipated a production of 750,000 in 
You reach WEST GERMAN INDUSTRIES 
and the EUROPEAN ECONOMIC UNION 
by advertising in 
“EXPORT-IMPORT” 

Published and printed in West Germany 
by the Max Schimmel Verlag, Wuerzburg. 
For FREE LITERATURE and RATES 
CAIG 


‘stripped the most optimistic es-| 


off production lines. 
Production of washing machines | 


write to U.S.A. representative: 
Cos SMOPOLITAN, 507 Fifth Avenue, New age from 265,000 in 1953 to 
or ° : . 


about 788,000 in 1956. But early | 


‘out 670,000 units in 1956 and an-| 


| timates, with 950,000 units coming 


\this year still only 11% of West 
16,300,000 | 


Germany’s' estimated 
households had an electric wash- 
ing machine. 


s Just how this picture affects the 
advertising agency is suggested by 
the experience of Young & Rubi- 
cam, which opened an office in 
Frankfurt two years ago. 

General Foods, a Y&R client in 
Britain and the U.S., entered the 
German market in 1954. This led 
Y&R to open first a branch office 
here. Beginning with a staff of 
three, it has grown to an agency 
of 40 employes, with billings of 


|1957. Actual 1957 production out- | around 10,000,000 D-Marks ($2,- 


440,000). 

All told there are something like 
|700 to 800 individuals or compa- 
nies representing themselves as 
| advertising agents or agencies in 
West Germany. In actual fact, 


JOSHUA B. POWERS, INC., 345 MADISON AVE., N.Y. 


THE DAILY JOURNAL 


The ONLY English Language Newspaper in Venezuela 


The influential people in Venezuela speak English, and the English speaking people 
read the Daily Journal. These people are the richest segment of Latin America’s 
richest dollar market. The Daily Journal reaches these people regularly. 


The Daily Journal now has special Supplements—tailored to your taste. The next one 
June 11—Food and Drink. Hungry for a larger taste of the market? Contact Gil Colgate 
at Joshua B. Powers, Inc. for detailed information on the Journal and the market it 
reaches, The check for a good spread in this paper will surprise you. 


OF VENEZUELA? 


MU 6-5830 


PROSPECT THE 


| 


Advertising Age, May 12, 1958 


German Expenditures* 


Amount Spent (in Millions) 


1954 1957 

RWIS. « cacesocencisrisicrsnsosscescsntatetsonccoscctosocsnecssennssasenebocees $— $153.3 
WAMRMIIIS 000ess0ssescvrcessecrncnsscsnserersnessoseosececeneqsonqeesectensooesoases aa 108.0 
i I I IIIS spcstiicinistnnnnsasceitteneneiniaresteiones oe 232.7 

TT TIEN nabs soisiabishioiebupolibeiidbactinnennebieuabnenvapiaaienassnate’ 202.4 294.0 
I aa eas a eblleonennabnsianh 94.0 155.1 . 
UE III” sliiconsecstasintetctortttisacteténesonigibavcceepenosectionsee 67.0 140.5 
NE IS EET aie eee eee ee 13.4 31.4 
Posters, Outdoor & Transport ...........cccccccccceeereeeeeeeereeeeee 34.0 25.1 
I IE i a sine cinianands nabdlicainnentinehtnensihabinisimaabinneteseeen 12.2 23.5 
i i chceclispnabesentint 10.0 13.3 
IIIT ~ ‘uceithchabisedtheividascennnsady tei cchenvecnatiinilinitieticonrincesensease —— 2.1 
ee i I oi ceticdtnsesdisiebernniasneresqeciiese 22.0 29.0 

eee eee 455.0 714.0 


*Figures for 1954 estimated by Dr. Moller. a leading Ger- 
man advertising statistician; figures for 1957 compiled by 
Advertising Age from trade estimates. 


there are only about 25 or so|with estimated billings, in millions: 
agencies in the real meaning of} K. McCann Co., Frank- 


the word as it is understood in) a 
Ss. t th 
Britain and the U.S. Most of e| | aeulan Stash 


700 to 800 are small outfits, mainly | 
one-man shops, and many are Heumann Werbegesellschaft, 


EE fg vasa-dosabies 
merely space brokers. | 5. Walter Thompeon Co., 
reer er Tere 9.0 

= The Verband Deutscher Wer- Ph sew Preakfert 6.25 
bungsmittler und Werbeagenturen “Die Werbe _ - 5.25 
e.V. (Assn. of German Advertis- Troost W erbeagentur, Dues- 
ing Middlemen and Advertising parva . 3.75 
Agents) groups some 250 of the Webuns Wisebaden eae 3.0 
bigger advertising agencies, con- Young & Rubi Ree - Seank- , 
sultants and space brokers. —= = ba 2.5 

in 1668, a nonibet Of aueiciss! ’ 
got together to form a breakaway ye ery ecg van der 2.25 
organization called Gesellschaft Roy «nig tet gy SR ae a 2 
| Werbeagenturen (Advertising Werbestudio von Holzschuher, 


Munich 2.25 


s One of the first American agen- 
cies on the German scene was Mc- 
Cann, which opened a German of- 
fice in Berlin in 1928. During the 
war the office was bombed out. It 
had no employes and no business, 
but the name was kept going. Max 


ee 


|Agents Assn.) based on the Amer- 
ican pattern. 


= Now the GWA boasts 11 active 
/members, all of which undertake 
ito give agency service in the 
/American and British manner. 

| Present membership of GWA 


FIELD! 


E a y 0 a F REQUIRED 


READING FOR PEOPLE OF INFLUENCE... 


For fuller information 


Telephone Plaza 5-1282 


tHe ROBERT T. KENYON company 


527 MADISON AVENUE, NEW YORK 22, N. Y. 


UNITED KINGDOM and worldwide 


The Economist 


FRANCE 


LE FIGARO 


GERMANY 


DER SPIEGEL 
Deutle Zeitung 


und Wirtfdjafts 3citung 


NETHERLANDS 


Buieuwe Amstersamsche Courant 


ALGEMEEN HANDELSBLAD 
NIEUWE ROTTERDAMSE COURANT 
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_ Meet a Winnipeg, Manitoba 


GARMENT WORKER 


Mr. HARRY ULLMAN of Sterling Cloak Ltd., a philatelist of 
long standing, is one of 5,438 persons employed in Winnipeg’s 
needle trade industry. With 150 establishments in Winnipeg, 
sales last year exceeded $41,000,000. And that’s only part of 
the story of Winnipeg, Canada’s fourth largest market! 


Look at the facts: 

e Two major constructions were launched in November 1957 
as work started on the $5 million Simpsons-Sears depart- 
ment store in Winnipeg and the Campbell Soup Company 
plant near Portage La Prairie. 

e A recent milestone in Manitoba’s industrial development 
was the completion of a 30-mile CNR spur line from the 
Hudson’s Bay Railway to the new townsite of Thompson 
where the International Nickel Company is developing a 
mining venture. 


e 1957 building permits for the City of Winnipeg, totalling 
$31,206,269.00, showed an increase of some $3 million 
over the 1957 level. 


e A $500,000 development and exploration program at 
Hanson Lake, 40 miles west of Flin Flon was announced 
by the Parrex mining syndicate in October 1957. 


Further evidence of Metropolitan Winnipeg’s growing pros- 
perity is in its retail sales figure of $399,212,000.* 


To cover Winnipeg’s 421,000 population you need The 
Winnipeg Tribune—73,000 copies sold prove this point 
every day. 

FREE MARKET INFORMATION 
Ask your Southam representative for a free booklet, featuring 
complete, up-to-date information on Winnipeg. 

*Sales Management, 1958 Edition. 
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GO-6773 poe 
OTTAWA Citizen HAMILTON Spectator NORTH BAY Nugget WINNIPEG Tribune : - 
BATTS (as IN CANADA YOU GET ACTION WHEN YOU ADVERTISE IN MEDICINE HAT News _— CALGARY Herald EDMONTON Journal = VANCOUVER Province* Be. : 


*Published for Pacific Press Ltd. 


TORONTO—The Southam Newspapers, 388 Yonge St., K. L. Bower, Manager : 
MONTREAL —The Southam Newspapers, 1070 Bleury St., J. C. McCague, Manager 
GREAT BRITAIN—F. A. Smyth, 34-40 Ludgate Hill, London E.C. 4, England ‘| 
UNITED STATES—Cresmer & Woodward Inc. (Can. Div.), New York, Detroit, Chicago, San Francisco, Los Angeles, Atlanta c 
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More and more, these days, large companies must consider their 
market as “the world.’ U. S. investment in other countries has 
doubled since 1950. U.S. industry is now getting 50 billion 
dollars a year in foreign sales. In fact, some of the largest U. S. 
corporations receive from 40% to 75% of their earnings from 


outside the country. 


“‘World”’ business is big, and it’s growing. It’s profitable, but it’s 
no ‘“pushover.”” It requires the same expert creative marketing 


methods to win sales in Paris, France, as it does in Paris, Illinois. 


For over 30 years McCann-Erickson, Inc. has been building a 
world organization to help advertisers reach people wherever busi- 
ness is done. Today we have approximately 2,000 employees in 
other countries — almost as many, in fact, as we have in the U.S. 


Every office, here and abroad, has been trained in the basic 
McCann-Erickson methods of approaching a sales job. People are 
interchanged between offices, and “clinic” meetings of both domes- 


ane ee a ON ne ps By eae dist $8 saBget Rape oa. + pe ee hs bint: rae iS fis. Ps ar ak ance ieee Gite 
oe = 7. i = ee + ee cert Ce = AF = Ee a syee teste by ¥ 7 a . evar a 
ae! terete re aie > ee cial 2 + = é é im z aT ae a ¢ —— ; 
es a — “ has 
A é 2 «5 ree are ar si) 
y : " 5 y pe wh 4 
be ; me sf “ ne ae Beg te os a “nla BM cee siya tenes. eo 
: ice : 2 7a. Re te eae 1 . : ate s ee ieee Sk aT eee apr 
: Pa Benes é a peck Mion ee Bel sree. ae oe asi cosas, Se ne a 
$y OY hae sue - j Pier Ph tates 4 oy a Pea oe hoi wae eee EY es ars ere * See os Pe pa sai Paks ee eae ai Ao oes oe. i a 4 
‘ Sit Py i San oie a Mae coaeri is ae a ae : tees a AE ka we aaa ——— are A aaa bears ww (eine — cae oa * ts 
" ee ye aes ure aa) NE Se ig “ae i Seed ee ee Me) oO a i Pasi eee be} sae ‘ a Pate me kis il cate oie A a ~ tA ae - te as | 
e adic) Pe ee Sl, Wei. i ae. tes oan ot SUES — (NR: oa tee eens ee 4 eileen oe 
ie ie pee ah ier ates ee ae ieee ies ee il, eae eH wy — ee a : ; avin ae 
f | s a aN ena 2) ae ibaa Fe he ieee < Biatins +) i Seer aen ee, Wt, ae ii ' ee a oe: 
" eet oa a ee a. ieee nee et is ee . . ered ee ; RE bar re a oa gs j Ne Gea pes 
(Po a ae oie, . *t Bec rear ees fi +. a .) {al — oo a a a a ate y ear. ee 
ky s \ I j * - Bijan iy, Se ogee - ee > ——- = i sg f’ uae Bees. 
8 ee nm > Se 4) . 2s BE ay i ee Of + ae © Wd ere , se : , > Pe oa 
pie ce chet Sa - . Laws.” ££ Fo ey oF & o hf =, a. Sea 
ah ice eee et —=S i. b ee * : Pas a ‘ is. a ee > b | ~*~ 1 io et My 4 :} x tb =, 2 ; ao - ; an 
: as eet. pie ‘ . 3 Bs hy, Ce wet: Bis ic 4a % Maren 7 ay > = »* 4 i re * ~ eng ane 
ree: a: ty Q 5 ee o£ & oan eo ae So ea a a 2 = = hee 7 Q c Ss " > a i _ F Br wee 
ver on B hae: bad “t 3 eae ie Ss Ee ¥  g : . . : 3 : i ie 
wae ee > ae Oe YS J > Bie bs ~ 2? ae ie oi. 
SMart ° aa Hie & io - Sis go a Bf <— - Stee 4 ~ ‘ i ee fit 5 4 2S g . - oe 
Se ak ee < — . > —-): > ii - ae ae i S r a 
cmt 1: Si ™ § a vo Pearse ee tae og eto, img. y a _ ° ee ? . corey 
ae pret _—— > i i a” i A A | 
Sigh wis : > EY pen ear eer” —- Cl! oe Rice aS 4 oie <a Ae a chien i eee” wae [i 
ela PEE CRE ae. . aa ak F ee. ee, ie es oy i OS ieee ee - Te Pe ee aMM eC oS Seen ee ae hd ‘ . . 4a 
hoe ie SS yen: GER, ‘<> Sen aan pits Ben ee gs ae nr ~ aa PMA ie aeE Sich oy re er ‘en q Rea 
Perplan | eek Ase ie a a I sci Sap es pi ae ek ae itis. sain en AO as a er Soe Poa Beil > cae Ae eg : pat hes ’ ; Win oe ae 
Cee Ee eu hs TG | meee ON Se aa Mi cs... i Ng Reig ai vest ie aR a ate) Bg ee = Bo es Sa as, eee ' 2a 
eek es =, he seer ey Sy Seats Ge, Sa ne os poe co ee led 7) aca t ee cS oi OAR os a est <inee ey 
Satins eer ae aes Pe at onseae rl ei Sa ty ec eee ay ; alee re et Bille 2 = Ree COS 4 een eg 
i ho) s $x en a : nia 00 +4 ce aie eles Ce eS ry a) re Tae eee : Re : el peers a bat J eee brag ts. ae x : = 
RNS — ee ae.” Salamis eto BE tee, ae = ee a uc a leo eee 2 ae ae i, ee RH ha it a eS ESTA ea 
a ee eT a I oe oe Bt ioe bh aie: Wg) eae, GS AiO ee RICA Ae. 9. ee area ; Aa. ee te + + ARMBRRAI a MO: elas" St oa gy : ‘Tose 2 Ule tga a q Bere 
ime var 1 ae gat ee RC v3 pred cig 2 CaaS T : = Ep idect a) a en PER janes Che Sai COSTA ‘ De tae Sea dicts <n ea ma ar EX 4. aes eye Aes ae ee | 
sh. oe i (Raa. + ar te Sia cceiaas Oo een oe amet ns CTE St a 8 A a RE Pa SO ta age we Re nie We eine Goethe) aes ee ei ac! , ee . ae 
met A 2 IR i ce) NN OS el yt re ete Me 2: i kai i i, seh re EL ic. Ate ke ee De cages Oy co a goa bes Satie nee) Y Reus a 
4 ee i cae Pee pc” ramen fe set ae ry ac aR ala a 5d EN ges ae oy ie eR OMe | ace ae jeer Cen = 5 is emia S| emai ae (eer SFP 5. She ee 5 Sis, 
shy. Res ae | SMR, ie’ SST ae 0S ae eae ea. ms Pid © =.=) ae a pve ey ‘poe Oe On sacle a 3 Pints gc ee Bey hs ; Mati Ot eh el ere Rete st ot aetea 
. ; Poo Ul eee © a. See Maaee he Pecee Ct S0 oh ee ae Sie Same cy SS) pa ei eaal aea Ve hese ape Re og = ag Pe oe SRT ga Ue Pee = Se ee meng EN eee re Se “ee 
se ; a : ie: LL BI © ears. aa ea Rigas it oe gts a SLR eh ea ort a eat tear" oi SSRs a ST ee at ee 7 dy iets) be eae F é met 5 aN : : a. eal aa : : 
tS Seg : a : _ 
Lye te . 
<=? oh 
ae 
24 
ie es 
ff eta 
ea 
ah it 
Bea, 
dat gets 
Pe Agta 
ei gust 
Si 
pee te aOR ee eee aa tea ts Cee a etc Aion ot + a a ng iS) rc aR Se WS Ce ee ee a ae ee : 
oe Si is, Soe eae 2 gi 2. Sr a ae +e ee oe Rey oe acer eR 8. 3 kane. ee: Soa er eee ea ae hee ie nes eee en aaa i ee, ee 
Eo a Cee si See ee pre rags ie imc meeevimory = 4 57.5 ase By sk Kot aa .  erreemn a + eet ee Oe = i 20h. 25 iene A ee ae ae SR AL a SeNBE 
io ae : if ’ ap a ae ae tae Dien ar eek nae ile pee aire Ne SEO Tae es ae ease ya ae Y Hie = enh ais as a. ey te oe 23h), oe % eee ae ant ee incre ace aM a oa 
aaa : > 5%. - er ae eS ee } Sea te ri : cf eld 2 S al tie = Cy Bae as ee 2 < a tes oe ember ag Pete ae 
an eae, PO ONE eed eee Seen oe ig ee Sepa ons Rice a ee oe... ee © spire oh OO ec eR ip ETH 1 cue: ne aaa ape 
See ‘cee “| SR ee ae eg Ee partie alt vist nae pep ES 50 oak, a Goes a a cies ae 5 nal eae als SCAN eR ae OL eae went ae et Soo ee BER 
Sears +2 Sinaia MERE Si con ie tr eae SEA se OA al SBN 2S 2 oa same BEES ae "GEAR a RA ENES, REE SIS, ot cy ay Me Be rp ite ee te 
aie PF oe ae AOS eee. |.) PER pepe aT ee ay Pe he ce Teste es et ie aie 
Fa Bae ‘aie - 8s oo ie SS Sioa: aig te Bere Beek eso a Ghee epee Be 7 Seo see ee ; : Ast aay < ey via —_ 
ee: AG a 7 nA ht SE ss | Seema ho pS ane RE UN a a a , ae acti 8. ete ee ame eo begin ae x: Bay 2%, 3° 
a ‘ j ’ "aera ic Sone a : er os eee oy ee Sane forge t= Rese a ee CN + ere ee 
Ro ey a = Br ihe yack, Steer ii ea NEN od 2)* 12. areal PO SS ami, Oa he UE ie tt = sauna ae tie Fj, us, ied iol tea tea ba ea ae ae Se 
mee le eal > a peyh te a ia : eg ‘ STS. oe ee er ee 4 a a gO a eas ace eee 
ssuitaal —T Se ee OO ee ee ee 2 eae 
me SS —_ re - ee > rer NS \ > ST ae Sh i ee pee ge | Seas 
fe +. Seana a gi te ‘2 r Wate Roe J " rer ee *. or Se iis be ? i ‘ moat fis pada x elese 5 oe, = i eo e ete 
eer: 2 ; ' amon i E ; io > — > ee < Pies. + , 7 al <e 
oie = in —.\ fie > sy . | JE a a _— ge + - —— 4 —— a 
eras. sirial : aca 3 fh Be. < ae i . > a q fi a ce ; - , P , " ssl 
ual i 7 ’ a ——o—— a a oe i, ? Coe = — : Co a ae 
‘ ie ; ei ee y Fe mee it € > — * gle teon. Bee § re a J ase het a ae ee ea bea 
as ’ - % ‘ ! * J ae " fo x aN tore 4 % ‘ 5 
Bee . — Stas bs . = eae eiie.)) , eae i is ee Ye ( eae : ir aie ro 
2 oi ie he ae _~ z i aes om : z ~ oS ete emis! ¢ 2 wie £ ~~ 7 oy tie . ‘a . ioe ie 
" ee 3 sis : i —_—- i ~—see oe ae 4 et = N ete 7 See eae 
ag ae ‘ ‘o Re — " : pe. 2 oa Saar ie . a Peta “ F jh 3 ot ‘ed : & ia ee oa | 
in ae \ ~~ > sé eS. sid  —£ . eras: 2 i) OR PNY as “a i ean oe oo eg a ae ae Sa 9 
i Bed Sane 2 ‘ ine = ‘ ae i aaa a a eet ewe ® g et ee ¥ . ere per eae . ae eo ee ee 
¥ a auth ae fee eter ot | 3 ia ce oe Eg 7 ey Peng _ ‘ =" sige CON he taal a eh, Sa eae. oe: - te ] es 
‘ the Da ae eae ae dua - ee ae ie ete “aes eo se eae eo ee ey ; wen So fea 
Peete Guia isk Pee SS aes af's- 9%» oo = © * a Se ert a ‘ ere aaeae es prepa Bie 7 rice sd Sd _ RR BP i ee ua 
Eat A A Ae eA Be x “{\ a Rehe nhs ie ° Poe ie i te ta ea ty ete os | Sea ee pec i =| at eeaee ee etal " ee ae 
bie at ax eee a he AL * - Se hj os oS , woes eo eS Oo me or ERT Rete Fone i Gy yt el aaa Ey is eka eens 4 ee eae 
Nes Faas Sah eae? a oii ae | | Sane Taare yh Tee: eae Ge eR, i as ts Ge preceaes Rai ie Di Se akc. epee ss ge dees : bee . Beet ane q 
Pee ote ste Oe ees = cP ae Ae ne SE Es La a PE Pea eae ee ie ens RE ee i eee Pree 
ca ae ea ear ae 2 hee aia Csi hd i es i Recs ies See eet =i a See a ES ee TET, <7 es. ps tgs wand al spi SS See ; 4 gaan wee a 7 rs ‘ a 
é ihe Ta _ UNITED S ‘AT! . Jee WO nk ae wate TURKEY ~ She : eo St _ DENMARK 53 Ree > ester a sa 2 a ee PARAG Y opt eas aa bs ee if 
Nee eee he Say? eds pela nae eee Sem eee eS XS ale es Be ra Oe en ae ee ae ey ae : ME hese is) ae este oY prs 5 oN, ; ‘odin’ eee Ceeeane wn 
is Saar sure cs ae i Oe ee ST etal eam Me tes co 1 aes = ‘4 Slot et ot 1 aee. iit ¢ ie 2 etal (el RE Meet. , 3 Pape re ils ane - = r 
as i a ae eS Be et abs Pie PN) cen rae er a 3 Pa fe essa ee Pts aaa ei ote ; yy batec | via eee ie Es YE Ae Re. 
ath, eo as Py: ee Brak: ar a ie 2 ea erete* . s oe : “4 ; : ar c ; d 
ae ene 
pe es 
ae wea Weak 
Tied Be | | | 
ne ; isis an oe sient) ‘ bee re ay is i ea a SW ico aera 21 Opes aie a Me Ne eS Res amr uh See 
i ee apices, rr ena sia : é ee : at, neon oi par acti s Wen teh UR Sess ee ee 
: ree eee pli St see bie ; aes i es Hae ois as ee Ne OS EN ao ay eats Re ce LUPE eaaal ct Ome nace Y MORON STP TUSPENEM RENE. TTT ature ast cut Gn) eee RNS. 5 . See 
cit eR NR ee ea ee ee ee ne pe ener oem, ——_ 
eet F eo) SMe eg eal ag ne EE ike | OE RRS wake A OM meet mL oy Ae ak BOR ideale Sg «> PR a ae ae ae Tg SMR Be es FA ag Aan a aR ey Be ae aa 
ae eee ce oe ae weg Fo igarec wrt ERR Petre ee UL IRE ge Go) See ee Me ent Meals, Bee NT RMU ie mig tpt Pon Tol : Fray eS i A eld es i i Aa Rie! SST Ta rr uN ote eee 24 MLA 5 ese we ae. ie 
shee Re Re “ey, ay oe es i ia a 2S CSE Ian ia eg eon 1S ee 5 eh rec hy enh a Ail cig ano ee Sieg Se caked ey et aie Tere “eae areas ba aS sr a Pee | ee a | et 
pe ee Pasi eil) ye We Mere. Sen 5 sjleaeaese A, ee. IRR ore Mean aaa Pat .- aes Rae SOO Sy Se Raed ae ey on mn Beer ne ate ere ayer Ra SAr Fi at eR Sp ae gate NS 27 at AEN IE Mens ine Sea: ae fe wan 
cael es sehr 2 «ee Di KG a Pik cere et ae he ian aie ect Seabeieece eas. ee ae eet Se iene) sa Gee sr, ae at em — afta Roe ot Mito gs oh ie : oa : 
Avie i geke a a SS: 6) SA: SER Re eee eg ae = 2a gy a 2 oto ea Rei bs: SE oo Se slate or wiogicel igidgyinkioe | 2.” Oo TE RENN aaa eR a Dc LS a ait aaa eg, * = insides” eeu ; eee 
ee A OR Nt Saheiia) ane r " RO ete eS” a oo ee EAS ah ds “of a5 Fat shoerts oo cee, ee: | ha ee eae ae ae - pda ao sek - a — ‘oak ; ae 
+ iii Crs tier: a "ii i i ck em Bice, pag ; SE EATS ssa gies?) : ees x BT NEA Gala Rat Bas oe ihe eo ae rain nen ~ 
Bites ¢ 7 te 3/8, ieee: aay SE. eee aa eae eee le Tene .eRee 2 as. Le ERS ar tee Bs en ee A E ie Sama a eae re Br — a en ane es : apt A : iy 
f Bie Bi 4 eg aoe ae eS ge — ll! ae ee ee — pda 5's ra ——— a tomer a Sie ree iy eet 
age nage Se are, 6s a: ~ cas a ee eh ie hs * Lae bei ———- <- ge ea fe. : SG Sa pe en 
Saar See, a Po Sere — 3 pe ay f> Seeeesoreesa Th a AS Coa ee we Ot oe 
Pe ie i ae > —_~- ce ‘* ae _ ae re My ies, 4 ‘ “Heart” ag , , “Ga > ne . Bir 
cose Aap ~ ne ce a * > are . ~ be — nm, bi 8 ite = — Sl ll ~ Retr me *¢ : renee ) ae 
ikenaeee pe > - SS a J 4) ye re " vie i : . ere ~ ~ . ie ae 3 pil - be A ES me j = 
Sigae s: ee ~ a. =a ie i= ee ae : felon Fg —- «<a _— —-0llCU ee ; “ro / — pets ; ree 
‘i ao ea ea ge nee ? Py Goes —— Vv aa . * . 5 = ¥ amines feet ir - - aie es e ye ’ Sei ed “ . & 4 me 
cast : sh ie ~ 4 ws =n . <i ie ee ~" “e > ee oe “. in ——— " cape $ Biren ‘ ae : 
vgn eae ' 4 —— &% a a ; es * f : ec Fae ‘a N ae! a x MY a — # . ‘3 ; at 
oie! aS hl Oe hClCUr — 86 3 =  taae 5 ema s a 
ye — >» Pe eee . ae a - z é ota, as XY Bae aan aie gis ~ 4 bis # i ys / pete Peas 
: Ce - . cle ag me ~ oe ‘at? renee : ei Ca eae ’ P wee Nae - 33 : ora 
i . i ak ae , 7 _ - i oe aN rye . of Bere ee, Art 4 cls ane - Pe eee. * 4 > Se Seiiee ‘ ee Posey 
pe oer hai s (se ee, > ~~ babe i. et alll . . i Sissy “ . a Peas si ‘ah saat es 
F ge oe A at as eee atl es ce ™ - aeaiee: oo So eae as eee ia ms ee : a eae : ie oa 
eircay = ates he, : MARES pe eee ay + ES (ety Soo a Pee SS a ape oe = opt, ee ae: ~s $f ra Se ae cae de e Sake. Bea mew et 
eae Poth F Nek a oe ad es ‘rs : elated A a . a See Se. ee Lig Tere a uae es 7 
ees, site i ate ae ae oe ‘ BP alas ee ae * Ce oak 2 ae , , es i a 98 A Pas pete 7 
Sere eat Enea Bet ean At ak Bae Sic ain Saez ip tt tens ey or Pe ore ee ee ee a Se > ge . Sai: Wisse = - oe 
SD: en Bole ae cies Rectal Rae en ees re a ei er i) a es ie iat ; ee ‘ 
es": A Oe 1 PEN AG saat oo Ia te a hae St a a St < ewer e 1a OS Sager ah t be ee pr hes ee a ee ne 
oe ea —— o> ae : Site aoc A a a Ue pcate ge e ae eR Ae eee ee Se eer Te eR Re ee eae Sat eee ey a ae en es P set a so. A ade Ra rae es ee a Me 
soe oa = ee ee eager sea by fe Soi af EES Oy i Ae ee Sw Te erga nn Sar ee yee ae Mite oe : ? Vn oeeeeer a i st. Stele OMBIA : Ca Sew 
WE : —, HONDU: VE Ge ere Wee eS FEST <M; ELS a batt én Sead WN SEAR Wee punaeenhian er is ? “eae Tae Ree, : gt = i et a a Se 
Riggs ae Bees eee a er a ee ieee concen es spite Nay tee tt an “ Se a De as a = \ are 
i ‘: ig ee a . ay so Pe ee 2 Vso Lee ad Oa anes : Pan hae eek ag de Cape aa aes d. RE ce. os ree ee See 
‘ is 1 i ee ea re ae A eed he a2 hid : mip. Soy ae ; ne ue iy | Senn ba 
j : : 4 . 3 p Fs a . he ; ix Rare ra es : . 2 c ee i 5 
2 Nfogi 
PS Ve 
Re, eres: 
Fa Cie 
‘als RE 
ci ip 
ee cia 
ieee 
ee eee 
ey 
sn 7 
are a 
a a 
te, 
“age oe 
yaa, 
a 
mm. 
eae, 
ae 
aoa 
ote ae 
ray: 
Sue has i 
sheds ih 
eo 
et 
eae 
de 
(ets 
a te Pa ; 
ined a she ad ie ede et ex EO reg aed ces oe iy ieee ED) PAR ORE in ga ir Pe ne a SIRE STSE MIO SOI SRE Ser i BBL bhi steaks aby Sot cP Mea EN aac Misra Er go 
vie Sie RN ae ee ee aCe eee ee oe econ Tat Soba eae eee a Ge ear Ee) es cree ea Bee aaa ee tr aaeeele RRM Siar N pita ark SAR WPS a ON RRS Sar eee ue ihe Hanke 8 ener 
ney ae UP ere ata reeh re ee Ce Ge a PR og Aa ee CTR TY ROR eS Ma ee out age Sa AN ing Cel cmt aw ha hy onal ON aa aap ile NE casos! Sacpcrgaiee Ce aanas Ce eee reat eas atl cc nerands oxen neee eee 
Aaah: Bags oy oie are te ies, et LNB Si ga le tay Riera RA LIDS Teta Se Ne a aad gaara ieee aa ey et Eee iy Paes Those cay Pe eee cea ROL ee Gy WR ae ME APE ig a ce ye ei musi, eee 1a Sats Big aie eo weapon ot Ate re 
2S RE ei eer a OE ME rig a me rere Ty SSCS Cagle er see Capek aarp oe a SLY gets ae hogs cia ioe na Nan roel werigaug tg ted UL 2. 2)" tel fe a earn mcmama Cenime Nase. mate mete at Erte Re ee eeer ee ass Satie 
ec a Ae ee ae Pe ey oe ol eee pooh Spal Ni chins Ait ek oe i ee Sa mea Se ea a Oe eeegt eat aes ell ee go enna Ce pel ae aa va eee pase Goat yleelcn 
: Cape a be ary rn ie Es ae Wee Take) mmaneanreter ECW ely ite. Y Fee ie ea tlle oT ee SSSR mS Wail = agelet ae cas Teg es Pod eer RN a a gre ee au GG, pave tdaice Srsaten tues Ritrd at Leigh. a Se RS as Ce ee PEt annie ye ni? 4 ache ase gre, ye Sere he 
gree Sb Wet ke ee mon al tie ipiee een BBS lia Di VA cel ee om ay fal onthe tnera Wate NC PE a oat Naver oer FW gente Se hs oe Seat a wetats one eager 2 ; ; 
we a, lh ty a aL - te dk, ‘" a se ae, all 7 


tic and overseas managers are held frequently, where the latest 
and best communication and marketing methods are explained, 
discussed, and put into operation. 


In the modern marketing concept, the advertising agency must be 
increasingly concerned with the total selling effort. The product 
talks. The price talks. The retail channels talk. And the adver- 
tising talks. If they all talk together—to one billion world con- 


sumers— it can be a rousing (and a profitable) chorus. 


World-wide Creative Marketing 
through Better Communication with People 


New York, Boston, Cleveland, Atlanta, Houston, Dallas, Chicago, Detroit, Louis- 
ville, San Francisco, Los Angeles, Portland (Ore.), Toronto, Montreal, Vancouver, 
Buenos Aires, Rio de Janeiro, Sao Paulo, Curitiba, Porto Alegre, Belo Horizonte, 
Montevideo, Santiago de Chile, Valparaiso, Lima, Bogota, Cali, Caracas, 
San Juan (P.R.), Havana, Mexico City, Monterrey, London, Paris, Brussels, 
Frankfurt a/M, Hamburg, Cologne, Diisseldorf. (Service in other world markets 
through associated agencies.) ; 
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Pauli, the general manager, literal- 000,000. 


ly brought McCann up out of the| 
ashes after the war. 

Today McCann has over 400 em- 
ployes in four offices in Germany 
(Frankfurt, Diisseldorf, Cologne 
and Hamburg). Among their big- 
gest accounts are Reemtsma cig-| 
arets; Henkel, the big German) 
soap manufacturer; Opel, General | 
Motors’ German subsidiary; Esso; 
Nestle; Frigidaire division of GM; 
Dugna, the big German watch 
company, and Minnesota Mining 
& Manufacturing Co. 


s J. Walter Thompson re-entered 
the German advertising scene 
shortly after the war in associa- 
tion with the Heumann agency. It 
opened its own office in Frankfurt 
in June, 1953. Today the agency 
has a staff of 180 under general 
manager Tom Sutton, a Briton. 

JWT’s German office has an 
imposing client roster, including 
such names as Buroughs, Dunlop, 
Ford, Johnson wax, Kraft, Maggi, 
Pan-American, American Express, 
Florida Citrus Commission, Pond’s, 
Rolex watches, Lever’s Sunlight 
and Lux, Time-Life and Champion 
spark plugs. It also has quite a 
number of German accounts, in- 
cluding Brinkman tobaccos and 
cigarets, Schwarzkopf Seborin hair 
tonic, Sprengel chocolates and 
Soehnlein champagne. 


s The press (newspapers, maga- 
zines and business publications) is 
far and away the most important 
advertising medium. There are 786 
daily mewspapers and another 
637 district or regional newspa- 
pers having a combined circulation 
of nearly 17,000,000. Only 37 of 
them have circulations in excess 
of 100,000. 

There are 1,784 periodicals pub- 
lished in West Germany, of which 
the most important are 52 national 
illustrated, family or women’s 
magazines. These 52 have a com- 
bined readership of something like 
36,000,000. 

The largest circulation is that 
of Hor Zu (Listen!) which is in 
excess of 3,000,000 and the largest 
of any magazine in continental 
Europe. In it a full page ad will 
cost 40,000 D-Marks (about $9,- 


700). In the smallest circulation | 
(400,000) national magazines, a} 


full page will cost around 8,000 
D-Marks ($1,950). 

There are 2,656 trade, technical 
and business magazines published 
in West Germany and 582 annuals, 
all of which take advertising. The 
trade, technical and business pub- 
lications have a total circulation of 
around 40,000,000. 


® Radio is a popular medium and 
several agencies reported they 
would use it more if time were 
available. There is no national 
broadcasting system, although the 
government recently reported it 
is studying plans for the intro- 
duction of a federal broadcasting 
system, possibly obtaining at least 
part of its revenue from commer- 
cials. 

The two largest stations, Nord- 
deutscher Rundfunk, Hamburg, 
and Westdeutscher Rundfunk, Co- 
logne, are non-commercial. These 
two stations have a combined lis- 
tener figure of around 6,000,000. 


® So far, four tv stations are 
transmitting commercials. They 
are Bayerischer Rundfunk, Mu-)| 
nich; Sender Freies, Berlin, March | 
1, 1957; Hessischer Rundfunk, 
Frankfurt, and Siidwestfunk, Ba- 
den-Baden, both of which began 
in January this year. 

A fifth station, Siiddeutscher 
Rundfunk, Stuttgart, intends to 
start commercial transmissions 
later this year, and Radio Bremen 
is expected to start in January 
next year. 

Some 30% of all tv sets—around 
400,000—are in areas now served 
by commercial television. These 
areas contain 42% of the repub- 


lic’s total population of about 51,- 


Some 80 advertisers or brands 
here use tv. The largest product 
groups were detergents (Wipp, 
Pre, Rei, Sunil, Persil, Pril, Fewa, 
Perwoll); cosmetics (Riz, Placen- 
tubex, Schwarzkopf, Glem, Pan- 
teen, Bac-Swift, Wella, Tosca); 
cigarets (Overstolz, Zuban, Mokri, 
HB-Filter, Lux, Reemtsma, Brit- 
ish-American Tobacco); textiles 
(Arwa, Elbeo, Borsalino, Pelz- 
Korper, Rieger Pelze, Indanthren), 


and motor vehicles (Ziindapp, 


No matter what way you look at it, 
the two-way Puerto Rican market 
presents a promising picture. 


|Daimler Benz, Fichtel und Sachs, 
| Goggomobil). 


® To Americans and Britons the 
toughest problem faced by copy- 
writers here is trying to turn out 
a hard-sell ad under German legal 


Advertising Age, May 12, 1958 


The superlative in copy must be|key advertising is common be- 
proveable or there will be trouble. cause of the difficulties of pro- 
The value of premiums or gifts is | ducing hard-sell ads. 
strictly controlled to a percentage | 
of the value of the product. Sam-|# Another big problem German 
ples are restricted in size to a one-| advertising agencies have to con- 
use unit—which means, for in-|tend with is the lack of reliable 


restrictions. First, floating com-|stance, you cannot distribute a statistics. Advertisers, and by ex- 


paratives are out. You can’t say|sample of coffee that will make tension their agencies, 


your product is the best or better, 
even if you omit saying what it is 
|better than. If you do, some com- 
petitor is liable to bring a court 


are ex- 
more than one cup. Contests can-| tremely secretive about such de- 
not be restricted to only those per-|tails as budgets and expenditures. 
sons who buy or even examine the|Some admen say that smaller 
product; they must be open to all.|German agencies are not even 


\case charging unfair competition.| The result of all this is that low- taken into the confidence of the 
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advertiser over such things as pro- 
duction figures. 
The largest advertisers in Ger- 


B&B Boosts Three 


Associates, Boston, has been ap-; Young Inc. formerly paprassntes | 
Benton & Bowles, New York, has 


pointed to handle advertising and| WGTO, and Avery-Knodel previ- | 
public relations for United Plastics ously handled KPOJ. Petry also 


many, though not necessarily in 
order of importance, are believed | 


Lever Bros. (Lintas and JWT); 
Shell (Heumann); Kraft (JWT); 
Henkel 


Sechune 
olive (Markenwerbung), and Nes- 
tle (McCann). # 


named Norton J. Wolf a vp, How- 
ard C. Shank a vp and copy super- 
visor, and Cecil K. (Mike) Car- 
michael an account executive. Mr. 
| Shank and Mr. Wolf formerly were 
| copy group heads. Mr. Carmichael 
and McCann);! previously was account represent- 

Ford (JWT); ative on the Assn. of American 
Coca-Cola (Die, Railroads account. 


Essen); Colgate-Palm- 
A&M Associates Adds Two 
Advertising & Merchandising 


Co., Fitchburg, Mass., 


temporary Interiors, 

quarters at 140 Boylston St. 
(Troost 

(McCann ); 
(JWT); 


Petry Adds Two, Names One 


has been named 
WGTO, Cypress 


Edward Petry & Co., New York,; KTRM, Beaumont, 

to represent; WJAC, Johnstown, Pa. Both sta- 
Gardens, Fla., 
and KPOJ, Portland, Ore. Adam|by Adam Young Inc. 


maker of | has named David A. Grimm, for- 
household and gift wares, and Con-| merly with ABC Radio, io its tv 
Brookline. | sales division. 

The agency has moved to larger 


O'Connell Adds Two 

Richard O’Connell, New York, | 
has been appointed to represent 
Tex., and 


tions previously were represented | 


WAY MARKET 


THE MARKET: The Puerto Rican market is composed of all Puerto Ricans, 
wherever they may be—the 2,300,000 living on the Island of Puerto Rico, the 700,000 
living in the city of New York, and the large segments living in Philadelphia, 

Chicago, Miami and other U.S. metropolitan areas. 


THE CHANGES: Significant changes have taken place in the income and 
standards of living of the-Puerto Ricans, during the last 10 years. This has resulted in 
dramatic changes in the attitudes, habits and buying patterns of the Puerto Rican 
consumer. This has made Puerto Rico the third largest market for the United States in 
Latin America, the 7th in the world. Even more radical have been the changes 
undergone by Puerto Ricans in New York. Whereas the average family income in the 
Island is now $2360, in New York they enjoy an average income of $3600. 

This is a 31% rise over the family income of Puerto Ricans in New York in 1949. 
This increase in buying power has resulted in improving their standard of living. 


THE FUTURE: Puerto Rico may become the largest market for U.S. products 
in Latin America before 1975. By then, Puerto Rico should be buying 
$1,400,000,000 from the United States every year. It may become then one of the 
“Big Five” U.S. markets in the world. The Puerto Rican market at the New York 

end is expanding at an unprecedented rate. Over ONE MILLION Puerto Ricans are 
predicted for New York by 1960. Estimates go as high as 25% of the 

New York City population in ten years. 


THE APPROACH: You can take full advantage of this growing, steady 
market under the U.S. flag by using an advertising agency specifically tailored to 
assist you in understanding the changes, and translating them into opportunities. 
Opportunities for your Company. Opportunities for the products or services 

you have to offer. Publicidad Badillo has a full-time, fully-staffed marketing 
department to assist its clients to take full advantage of the unprecedented 
opportunities the Puerto Rican market has to offer. 


THE TWO WAY BONUS: You can take still further advantage of the 
Puerto Rican market if you unify your marketing efforts, advertising included, 

at both ends of the line: in Puerto Rico and to the Puerto Ricans living in Continental 
United States. Anything you do at either of the ends is apt to pay dividends 

at both ends. Cognizant of this fact, Publicidad Badillo is the only Puerto Rican ad 
agency with offices at both ends of the line: San Juan, Puerto Rico, and 

New York City, New York. Several large U.S. manufacturers are already taking 


full advantage of these unique facilities. They are already reaping results, at both ends. 


(Case stories will be furnished on request to bona fide advertisers. ) 


PUBLICIDAD BADILLO, INC. 


SAN JUAN, PUERTO RICO NEW YORK CITY, N.Y. 
Villamil Bidg., 1470 Fernandez Juncos Ave. Chanin Bidg., 122 East 42nd Street 
Telephone 3-2710 Telephone MU 2-0521 


“PUERTO RICO A TWO-WAY MARKET” 
Yours for 
the asking! 


OTA MAY: TOSA oder weiss! 


wezeubert vertubrt 


wr tranz6sisches Partum entruc kt 


Be ommcbrenee ehamete ie Pathe 


<r e tes mitaae wer a 


be thee ond ead tend oe 


FAMILIAR—Procter & Gamble is 
troducing Camay—in pink and 
white—in Belgium as the soap 
with the “French perfume.” Dor- 
land, Brussels, is the agency. 


a direct approach 
to customers overseas... 


AMERICAN EXPORTER PUBLI- 
CATIONS provide a specialized cir- 
culation to the business firms overseas 
that buy U.S. products. 


An advertising medium that quickly, 
simply and economically reaches new 
customers in all world markets—be- 
cause one advertisement in one mag- 
azine goes to 154 different countries 
of the world. 


Write for the 1958 Buyers Guide to 
United States Export Products fea- 
turing more than 1,000 United States 
firms selling in export today through 
AMERICAN EXPORTER PUBLI- 
CATIONS. 


—A booklet packed with facts on 
the changes which have taken place in the Puerto Rican market. It includes valuable pro- 
jections into the future, and how these changes may be translated into opportunities for you 
and your Company. Send requests on your business letterheads to our New York Office. 


386 Fourth Avenue, New York 16, N.Y. 
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Recognition for Swedish Agencies Made countries. Among its top domestic , attended Stan-jues to hold a 10% interest. The 
|clients are: Parker Pen, General | ford University.| agency maintains associate rela- 


Easier; ‘57 Ad Volume Set at $1 40,000,000 Motors, Revlon, Philips, Caltex, 


By Etienne J. Guerin | and Egypt. Soup, Watchmakers of Switzerland 


STOCKHOLM, May 6—Advertising | 
volume in Sweden has increased 
spectacularly in the past ten years. | 


A recent study made by the Cairns. holm, 60 in Gothenburg, 60 in Mal- 


Swedish Publishers Assn. showed 
that agency billings tripled from | 
1948 to 1956. 

In 1957 expenditures on adver- 
tising rose another 10% to an esti- 
mated total of $140,000,000. Print | 
media—newspapers and magazines | 
—took about 50% of these expen- 
ditures. 

The country’s largest advertiser 
is believed to be Lever Bros., fol- 
lowed by Algots, a manufacturer 
of children’s clothing. 

A tabulation of expenditures in 
January, 1958, showed that the 
largest advertiser category was au- 
tomobiles, with expenditures of 
$1,480,000 for the month; next 
came correspondence schools ($1,- | 
170,000), soap and_ detergents | 
($840,000) and magazines ($745,- 
000). 


@ There are now 33 recognized 
agencies in Sweden handling bill- 
ings of $50,000,000 annually. For 
the past three years the agency 
system has been under fire from 
an anti-trust investigation initiated 
by the government, an action simi- 


lar to the one started by the U.S. 
government in 1955. 

As a result of this investigation, | 
certain changes have already been | 
made. For one, the number of rec- 
ognized agencies has increased by 
14 in the past three years. 

Previously, recognition was ex- 
tended by the Swedish newspaper 
publishers. Now there is a recogni- 
tion committee on which advertis- 
ers have representation. 

Also, this committee is barred 
from examining whether there is 
a need for a new agency. Previous- 
ly, this was a convenient way to 
deny recognition. In addition, the 
financial requirements for recogni- 
tion—formerly rather high—have 
been decreased. 


= Up to now, agencies did not re- 
ceive commissions on local adver- 
tising except from the papers in 
the country’s four largest cities. 
The newspaper publishers associ- 
ation has agreed that in the future 
such commissions will be granted 
throughout the country. Local ad- 
vertisers will thus be in a better 
position now to use agency serv- 
ices. 

There are still problems out- 
standing. Swedish advertisers are 
continuing their demands that 
agencies be allowed to rebate part 
of their commissions to clients. 
They are also seeking authoriza- 
tion to maintain house agencies. 
These demands are being resisted 
by Swedish agencies. 

Here are thumbnail portraits of 
four leading agencies: 


e AB S. Gumaelius: The largest 
agency in the country, founded by 
a woman 80 years ago. It billed 
about $8,000,000 in 1957. Oldest ac- 
count is Ford, in the shop for 30 
years. Also handles Northam-War- 
ren, Vick Chemical, Chesebrough- 
Pond’s, Husquarna, Imperial 
Chemical Industries, Hoffman-La- 
Roche, Procter & Gamble and Maz- 
etti confectionery. Newspapers get 
70% of billings. 

Managed by 60-year-old Frans 
Lohse, Gumaelius has a staff of 
350 persons—220 
in Stockholm, 80 
in Gothenbrug, 
40 in Malmo and 
10 in Jonkoping. 
Mr. Lohse has 
been with the 
agency 26 years. 
He was previous- 
ly with Ervaco 
when it was a 
subsidiary of Er- 
Frans Lohse win, Wasey & Co. 

and he has spent 


ten years in the far East, India 


e Ervaco: The) tionships with McCann-Erickson 
third largest, and G. S. Royds, London. 

agency in Swe- Ervaco billed $4,440,000 in 1957, 
den, founded|compared to $3,920,000 in 1956. 
originally by Er-|It employs 160 persons in Stock- 
win, Wasey & Co.| holm and 20 in Gothenburg. It has 
Employes as-|a wholly-owned market research 
sumed control of | affiliate, IMU (Institutet for Mark- 
e AB Svenska Telegrambyran: The director of the agency is the agency in| nad Undersonknigar—lInstitute for 
Billed close to $8,000,000 in 1957, 47-year-old Goran Tamm, a grad- 1932, but Erwin| Market Research), which does 70% 
has heavy concentration in export uate economist who started as an| Goran Tamm Wasey, Ruthrauff|of its business with non-Ervaco 
accounts. Places advertising in 73/| account executive in 1933. He has & Ryan contin-| clients. 


Sunkist, Alka Seltzer, Campbell 


Several Gumaelius executives) and Minneapolis-Honeywell. 
have recently spent time wanking | Svenska Telegrambyran also em- 
in New York with Anderson &/|Ploys 350 persons—225 in Stock- 


mo and 15 in Halsingborg. 


in Publishing History! 


wide circulation 


30 EDITIONS —13 LANGUAGES 


Circulation Rate Bases 


Latin American 


(5 editions: Spanish, Portuguese)............0e0eeeeeeeee++ 1,635,000 


Canadian 

(D editions: Cagis, Prem sis cccccccdecccccccessctece PRESSED 
British Commonwealth 

er NE I 6 'b6.o ck 5 9d5060<c0 be ckcdasercerceel 
Western Europe 

(9 editions: French, Spanish, German, Italian, Dutch).......... 2,785,000 
Scandinavian 

(4 editions: Danish, Norwegian, Finnish, Swedish)............. 855,000 
Middle & Far Eastern 

(2 editions: Japanese, Arabic).............eeeeeeeeeeee+s 500,000 
United States and Overseas Military 

etn: Cicer os NS Ai ee eee 


20,025,000 


. 1,825,000 


If you would like the names of the advertisers that put one or more editions of 
Reader’s Digest to work for them during 1957, call or write for a copy of our 
booklet, “Advertisers in the Reader’s Digest—U. S. and International Editions 
—1957.”’ Reader’s Digest, 230 Park Avenue, New York 17, N.Y. 


People have faith in 


fReaders Digest 


Largest magazine circulation in the world 
Over 20,000,000 copies bought monthly 


SSS 
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The agency, managed by Hans _ billings in newspapers, 17.8% in 


Stenbeck, services some 60 clients, 


magazines, 8.4% in business pa- 


among them: Goodyear (oldest) pers, 1.4% in outdoor, 1% in films 


client, since 1931), Esso Standard 
Oil, Volkswagen (a big advertiser 
here), Atlas Copco, Richard Hud- 
nut, Marvel cigarets, Swedish To- 
bacco Monopoly, Swedish Metal 


and radio, 19.6% for direct mail 
and other printed matter and the 
| remainder in production costs and 
market research. 


Works (giant industrial company), 
Bolinder Munktell tractors (a Vol- 
vo subsidiary), Champion Spark 
Plug and part of Scandinavian Air- 


e Arne Hakanssons Annonsbyra: 
Billed $800,000 in 1957, a 10% in- 
crease over 1956. Works closely 
with Grant Advertising. Main ac- 
lines System. counts: International Harvester, 


The agency puts 40.6% of its|Toro power mowers, Black & 


Cloetta (second largest candy mak- | 
Stockholm. + 


DuMont Appoints Grogan 


Decker, Philips lamps, Stora Kop-| will become WABD program man- 
parbergs (Sweden’s largest steel| ager while continuing as the cor- 
producer), Air France, Scripto and | poration’s public relations director. 


er). Agency employs 35 persons in| Champion Runs Service Guide 
Champion Spark Plug Co. has 
developed a new farm engine serv- 


ice guide that appears as eight |@ 
John M. Grogan, program man-/consecutive advertising pages in | 
ager of WABD, New York, has | the May Successful Farming. The 
been appointed vp in charge of ra- | section is called “How to Get More 
dio programming of the DuMont Service per Dollar from Your Farm 
Broadcasting Corp., New York, a/| Engine.” J. Walter Thompson Co., | 
newly-created post. David Yarnell ' Detroit, is the agency. 


Now for the first time 


Each month since January 1958, total 
circulation of Reader’s Digest around the 
world has exceeded 20,000,000 copies per 
issue. This is by far the largest circulation 
in the world and another milestone in the 
history of publishing. 

Never before has business had access to 
such a large total market or to so many 
single markets so economically. Last year 
more than 3500 companies placed nearly 
19,000 pages of advertising in the Digest. 


Some of these companies used only one 
or two editions. Some used all of them. 
The advertisers ranged from small, pri- 
vately.owned businesses to the largest 
international corporations. Around the 


20 million world 


world they placed more pages of adver- 
tising in Reader’s Digest than in any other 
publication anywhere. These companies 
took advantage of the Digest’s many extra 
values—its universally popular page size, 
its economy and especially the faith that 
readers have in the magazine and the 
reliance they place on products adver- 
tised in it. 


Whatever the range of your operations, 
on one continent or several, the Digest is 
the only magazine that enables you to 
pinpoint your market—anywhere in the 
free world—and pattern your program to 
your market in the language of your 
customers. 


95 


NILS O. MELIN, advertising manager 
of Addo, office machine manufac- 
turer, was recently named “man of 
the year” for 1957 by the Swedish 
Advertisers’ Assn. A member of the 
International Advertising Assn., 
Mr. Melin directs Addo’s world- 
wide advertising activities. 


Expanding Agency 
Operations Highlight 
French Ad Picture 


By. Jacques Lagache 
Paris, May 7—There were a 
number of important developments 
in French advertising during 1957, 
notably the expanded operations 
of agencies gearing up for the 
Common Market. 


e Two leading British agencies— 
Armstrong-Warden and _  Allar- 
dyce-Palmer—opened offices in 
Paris. 


e Two European-wide agency 
networks—Plan International and 
Advertising International—were 
launched, represented in France 
by R. L. Dupuy and Slog Publi- 
cite, respectively. 


e French agencies themselves 
widened their horizons. Many en- 
larged their staffs and premises, 
or moved into entirely new build- 
ings during 1957. Publicis, France’s 
largest agency, opened an office 
in New York and early this year 
concluded agreements for recipro- 
cal representation with Belgian 
and German agencies (Publicon- 
trol, Brussels, and Troost Wer- 
beagentur, Dusseldorf) . 


® Observers here noted a strong 
demand among advertisers for 
large agencies, able to offer a 
complete range of marketing serv- 
ices. A significant indication of 
this trend came a few months 
ago when eight top French agen- 
cies banded together into a new 
association of “full-service agen- 
cies.” 

The member agencies. are 
Agence Francaise de Propagande, 
Yves Alexandre, R. L. Dupuy, El- 
vinger, Publicis, Publi-Service, 
Sodico (French arm of McCann- 
Erickson) and Synergie. Through 
this association they plan to ex- 
change information, sponsor ma- 
jor research studies and promote 
the growth of the advertising in- 
dustry along sound professional 
lines. 

French admen are excited by 
the opportunities opened up by 
the Common Market, designed to 
link the economies of Belgium, 
France, Germany, Italy, Luxem- 
bourg and the Netherlands. The 
first stage of the Common Mar- 
ket plan went into effect Jan. 1. 


® The Federation Francaise de la 
Publicite, the organization en- 
compassing all sectors of the 
French advertising industry, has 
set up a 24-man committee on 
international relations and one of 
this body’s first projects is an all- 
European advertising agency con- 
ference, scheduled for Paris next 
month. 


In the media field one of the 
year’s most important develop- 
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Agricultura 
meitoutetcm REACHES THE RICHEST 


FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. 
farmers—are making big sales in the booming farm markets of Mexico, Central and 
South America. They rely on Agricultura, because it delivers the leading audited 
on-the-farm circulation . . . stresses U. S. products . . . demonstrates the latest and 
best in farming methods. 


Bleustein-Blanchet 


WRITE FOR MARKET AND MEDIA FOLDER 


Agricultura de las Americas 


BPA The Magazine of Modern Farming for Latin America 
1014 WYANDOTTE ST., KANSAS CITY 5 M9. 


Three Top French Agency Heads 


Elvinger Blondel 


PARISIAN ADMEN—Heads of three of the top agency shops in France 

are Marcel Bleustein-Blanchet, president of Publicis; Dr. Fran- 

cis Elvinger, veteran agency man who spent the war years in 

New York as a marketing teacher at Columbia University and 

New York University, and Charles Blondel, who has managed 

the McCann-Erickson operations in France since the Paris office 
was reopened after the war. 
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ments was the implementing of 
the long. talked-of readership 
study of French newspapers and 
magazines. This study, undertaken 
by the Centre d’Etudes des Sup- 
ports de Publicite, headed by Hen- 
ri Henault of Synergie, is nearing 
completion, with the results ex- 
pected to be available shortly. 

France also hopes to have, in 
the fairly near future, its own 
equivalent of America’s Advertis- 
ing Council—a body called Les 
Grandes Causes Nationales. Dis- 
cussions of this project have been 
going on for some months. 


® 1957 was also notable in French 
advertising for publication of the 
“Dufour Report,” comparable in 
its scope to America’s Frey Re- 
port. Advertiser-agency-media re- 
lationships were closely exam- 
ined in this study, with a view 
toward allowing advertisers max- 
imum independence in their 
choice of media and agencies and 
removing all possible obstacles to 
the expansion of the advertising 
business. 

In this connection, the famed 
indemnite de depossession, under 
which any French agency taking 
a client away from another agen- 
cy must pay the previous agency 
a cash indemnity, is to be modi- 
fied substantially. 


® French advertising agencies are 
extremely reticent about reveal- 
ing their billings, but there are 
an increasing number of excep- 
tions to this long-standing prac- 
tice of utter secrecy. Publicis, for 
example, reports an annual vol- 
ume of 4 billion francs ($10,000,- 
000); Synergie says its accounts 
billed 3.4 billion francs ($8,500,- 
000) in 1957; Dr. Francis H. Elvin- 
ger, who heads the agency bearing 
his name, reports a 1957 billings 
total of 3.2 billion francs ($8,000,- 
000). 

Informed advertising’ circles 
here estimate billings of other 
leading agencies as follows: So- 
dico, 3 billion francs; Dupuy, 2.8 
billion francs; Agence Francaise 
de Propagande, 2 billion francs; 
Agence de Plas, 1 billion francs. 

Dwarfing all of these, with an 
annual volume estimated at 20 bil- 
lion francs ($50,000,000), is Agen- 
ce Havas, the _ state-controlled 
agency, but this total includes 
Havas’ extensive space brokerage 
operations. 


® Figures on advertising volume 
in 1957 have just become avail- 
able here. They show that French 
advertiser investments were in 
the neighborhood of 120 billion 
francs ($300,000,000), compared to 
98.2 billion francs ($245,500,000) 
in 1956. This 27% gain is less im- 
pressive, however, when one re- 
members how the French franc has 
depreciated in the past year. 
Newspapers and magazines take 
about one-half of the French ad 
budget. In 1957 France’s 130 dailies 
carried about 16 billion francs 
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QUESTION: Where do the British go at weekends ? 
ANSWER: They're happy at home with ABC TV 


Traditionally, there’s little organized week- 
end entertainment in Britain. Streets empty 
— specially on Sundays—and people stay 
at home. Now there’s a difference, the 
British stay at home and [ike it. 

Television has made the difference. And 
in the Midlands and North— industrial 
centre of Britain with 54°% of the country’s 
Independent Television sets — that means 
ABC Television every weekend. Here, imag- 
inative programming has taken advantage 
of the traditional, stay-at-home British 
weekend to attract relaxed, entertainment- 
hungry audiences. 

They’ re big audiences. ABC’s own blend 


of weekend drama and variety, of faces and 


BRITAIN’S 


places holds a massive share of the total 
television audience. Sundays, for example, 
it’s regularly an 80°, — 90% share. 

Big audiences mean big advertisers, and 
ABC’s list of regular advertisers is an 
impressive one—among them such inter- 
national names as: Thomas Hedley, 
Colgate-Palmolive, Max Factor, Maxwell 
House, Sheaffers, Heinz, Hoover, Kraft, 
Revlon, Alka Seltzer, Esso, Mobilgas, 
Ingersoll, Pepsodent, to mention only 
a few. 

The result ? Weekends at home in the 
Midlands and North now make everyone 
happy: audiences, advertisers and, of 


course, ABC Television. 


YORKSHIRE 


AREA 


THE ABC 
OF BRITISH TV 


ABC TELEVISION is a. subsidiary 
company of the Associated British Picture 
Corporation who own the vast Elstree 
Picture Studios, the ABC chain of cinemas, 
and the world famous Pathe Newsreel. 

ABC, as a programme company 
appointed by the Independent Television 
Authority (ITA) is the only company 
responsible for independent television 
programmes in 3 transmitter areas— 
the Midlands, Lancashire and Yorkshire 
(Lancashire and Yorkshire are commonly 
grouped together as the North). ABC 
provides weekend programmes in these 
areas. 

ABC, in common with other British 
independent television companies, earns 
its revenue from sales of spot advertising. 
Advertisers buy into carefully-planned 
time segments which are closely related 
to viewing patterns. Most common lengths 
of commercials are 60 seconds, 30 seconds 
and 15 seconds. 

The total population of the ABC 
Network (Midlands and Northern Area) 
is over 20 millions. Already, only two 
years after our first transmitter went on 
the air, over 10 millions—half of this 
population—are able to receive ABC 
programmes. 


ABC TELEVISION NETWORK 


A MEMBER OF THE ASSOCIATED BRITISH PICTURE CORPORATION 
London, Manchester, Birmingham, Leeds, 
Film House, Wardour Street, London, W.1, England. 
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($40,000,000) of advertising. | tising. Last year, however, cloth- 

According to a 1956 survey|ing dropped to fifth place, and 
clothing ranked as the No. 1 prod-|the most heavily advertised prod- 
uct category in newspaper adver-|ucts were foods, closely followed 


DO YOU NEED ON-THE-SPOT 
CONTROL of your ADVERTISING 
IN 


CENTRAL AMERICA ano PANAMA? 


take advantage of the services of 
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ASSOCIATED © . AMERICAN 
CENTRAL ~ .* AGENCIES 
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Soc rane? 


the only international network of independent local agen- 
cies in this area, handling, in addition to leading local 
accounts, the advertising (for six years) of such outstand- 
ing international clients as: 


® Colgate-Palmolive International 

® Esso Standard Oil, S.A. 

© Home Products International 

® Max Factor, Hollywood 
Working directly with the advertiser or its export adver- 
tising agency, we offer a reliable coordinated service 


throughout the rapidly growing markets of Central Amer- 
ica and Panama. 


COSTA RICA HONDURAS 
Ante Lucem, Ltda. Publicidad Zelaya 
Apartado 3700 Apartado 457 
San Jose, C.R. Tegucigalpa, Hond. 
EL SALVADOR NICARAGUA 
Publicidad Diaz Publicidad Morales 
Apartado 297 Apartado 989 
Son Salvador, E.S. Managua, Nic. 
GUATEMALA PANAMA 
Representaciones Publicitarias Servicios Mykiand 
Apartado 390 Apartado 1172 


Guatemala, Guat. Panama, R. de P. 


PCA—PUBLICISTAS CENTROAMERICANOS ASOCIADOS 


For inf tion, write Ag in Costa Rica (Pres.) or Panama (Sec.) 
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THE FRENCH TOUCH 
—When sexier 
ads are made, 
they will be made 
in Paris, witness 
this boudoir ef- 
fort for Rosy 
bras, now run- 
ning in French 
magazines. 
The ad, created 
by Publicis, 
is dominated by a 
pink color. Rosy, 
now a $400,000 
advertiser 
in France, began 
marketing in 1947 
and is one of the 
country’s postwar 
sales successes. 


which |among various agencies. Synergie 
has the $500,000 Omo detergent 
account. 
= The sharp rise in soap and| Boussac, France’s giant textile 
detergent advertising reflects the house, is another important ad- 
recent entry of Procter & Gamble | vertiser, with an annual budget in 
into the French market. P&G in- the gg of 2 billion francs ($5,- 
troduced Tide here in 1955 and| 900,000). 
followed with Spic (French ver-| : 
sion of Spic & Span) last year. | 8. C. Landon Joins C&W 
Elvinger is handling P&G advertis- Reynold C. Landon, formerly 
ing. Colgate-Palmolive, no new-| with Young & Rubicam Inc., has 
comer to the French market, uses | joined the San Francisco office of 
two agencies, Publicis and Sodico. |Cunningham & Walsh Inc. as an 
France’s largest advertiser con-| account executive. 
tinues to be Savonneries Lever | 
(Persil, Lux, Sunil, Omo, Astra| Cresmer & Woodward Adds 1 
margarine). Lever’s annual ad- Cresmer & Woodward, San Fran- 
vertising appropriation is estimat-| cisco, has been appointed repre- 
ed at 3 billion francs ($7,500,000) | sentative for the San Bernardino 
and its products are divided! Sun and Telegram. 


by soaps and detergents, 
were previously far down the list. 


Advertising Age, May 12, 1958 


TV Growth Helps 
British Ad Total 
Top $1 Billion 


(Continued from Page 83) 
evision as an advertising medium, 
now ranking second in non-press 
media and sixth in all media, 
brought other changes in the dis- 
tribution of British advertising 
budgets in 1957. Most noticeable 
of these were the decline in poster 
and cinema advertising. 


# British advertisers have found 
tv a fine medium for a _ short- 
retention message, for promoting 
goods the viewer is likely to go 
out and buy tomorrow. The result 
is that by far the biggest users of 
tv are the makers of fast-moving 
consumer goods—detergents, toi- 
let preparations, food items and 
beverages. 

Few of the advertisers of big- 
expenditure items, such as autos, 
have used television, and those 
that have done so use it only to a 
limited extent. (British Motor 
Corp., Britain’s largest auto maker, 
spent $1,498,596 in print advertis- 
ing in 1957, only $6,160 in tv.) 


TV Hurts Posters 


One result has been that post- 
ers, which also have a reputation 
for putting over a shoit-retention 
message, have been less in de- 
mand. On poster sites throughout 
the country brown paper now cov- 
ers many sections where the old 
posters have completed their time 
and new advertising has not ma- 
terialized to take up the slack. 


= Outdoor has been suffering in 
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Grant Advertising speaks the language 
of sales motivation thru 31 offices in 21 
foreign countries. 

Among the clients for whom we speak 
are International General Electric, 
Coca-Cola, Firestone, Colgate-Palmolive, 
Shell Oil, Singer, Kodak . . . and many, 


many more. 


Every Grant overseas office is a wholly 


“oO 


12 5% H OOD oF ses paras: 


“MIN SO aparelho 


ornenar e tieerae 


————e 


Grant Advertising, Inc. 


owned and complete advertising agency 
in itself. Each is staffed with Grant- 
trained local people who can apply Ameri- 
can advertising knowledge to the local 
sales situation with consummate skill. 


If you'd like someone to do your talk- 
ing for you in Europe, Canada, Asia, 
Africa or South America, talk to Grant. 
You'll find we speak your language. 


CHICAGO 
DALLAS 

NEW YORK 
HOLLYWOOD 
@ DETROIT 
MIAMI 
DAYTON 

SAN FRANCISCO 
SEATTLE 
HAVANA 
NASSAU 
MEXICO CITY 
MONTERREY 


RIO DE JANEIRO 
SAO PAULO 
PORTO ALEGRE 
BELO HORIZONTE 
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other ways. The number of sites | 
available for posters is gradually | 
decreasing. Immediately after the | 
war poster contractors arranged | 
to use vacant lots produced by 
German bombs during the blitz 
on Britain. But now the rebuild- 
ing boom is well under way and 
the number of vacant bombed 
sites is being reduced. 

Outdoor contractors also are 
facing difficulties from increasing 
government control and restric- 
tion. British outdoor advertising 
has been subject to some form of 
national control since 1907. 

Last year the Minister of Hous-| 
ing and Local Government pro- 
posed new rules for outdoor ad- 
vertising under which permission 
would have to be obtained for 
thousands of ads and signs now in 
position. 


® Two advertising bodies, the Ad- 
vertising Assn., which represents 
all sides of the British advertising 
business, and the Outdoor Adver- 
tising Industry Advisory Com- 
mittee, a body representing out- 
door advertising interests, are 
working together on a public re- 
lations program to combat further 
control of outdoor advertising. 

The secretary of the OAIAC 
estimates that if the new pro- 
posals became law 400,000 appli- 
cations to exhibit signs would 
have to be made in the first five 
years and another 100,000 appli- 
cations would be needed every 
year for new signs. 


Cinema Ads Down 


Cinema advertising has been 
hit by two factors, in their way 
complementary to each other: 

1. As two-channel television— 
British Broadcasting Corp. and 
Independent Television (ITV or 
commercial)—has spread through- 
out the country, movie theater 
audiences have dwindled. In 1954, 
the year before the advent of ITV, 
cinema admissions were 1,276,-| 
000,000; in 1955, admissions de- 
clined 7.4%; in 1956 they were 
down another 6.8% below 1955. 
Last year they dropped 16% on 
1956. By the end of 1957 there were 
7,800,000 licensed television re- 
ceivers in operation, almost dou- 
ble the number for 1954; esti- 
mated audiences for the cinemas 
in 1957 were 925,000,000. 

2. The closing down of many 
movie theaters, partly as a result 
of the dwindling audiences. Dur- 
ing 1957 some 200 movie theaters 
in Britain closed their doors per- 
manently. 

These two factors—the dwin- 
dling audiences and the declin-| 
ing number of movie houses— 
have combined to bring about a 
reduction in cinema advertising 
over the past year. 


@ The reduction in magazine ad- 
vertising can be traced to histor- 
ical factors: 

Magazines increased their share 
of advertising appropriations dis- 
proportionately to other media in 
the immediate postwar years. 
Newsprint remained _ controlled 
and rationed for many years after 
the war, while restrictions on 
magazine paper were soon lifted. 
As a result, much of the adver- 
tising that would have gone to 
newspapers was forced into mag- 
azines at the rates then prevailing. 

Since then, as newsprint sup- 
plies became larger, advertising 
has tended to flow back from the 
magazines, redressing the balance. 
This trend contributed to the fold- 
ing last summer of Picture Post, 
once the leading general weekly in 
Britain. 


Women’s Mags Thrive 


Undiminished in popularity, 
however, are the women’s maga- 
zines. Two new ones have been 


launched in the past few months, 


The publishers were already in 
this lucrative field and brought 
out new publications to mop up | 
some of the overflow advertising 
which was being kept out of their | 
existing magazines by a shortage | 
of advertising space. | Although more than half of last 

The women’s books have pi- year’s estimated expenditure went 
oneered here in the introduction|into press media ($544,400,000), 
of color advertising. Admen hope | television made itself felt for a 
this may stimulate color advertis-| two-year-old medium, taking some 
ing in newspapers, generally re- | $98,000,000, including production 
stricted now because of differ- | costs. 
ences between the unions and the| There are now five program | 


publishers on the question of rates | 
of pay. 


TV: A Husky Baby 


companies operating and two in;London area in September, 1955, 
embryo, These companies lease commercial television has spread 
transmission facilities from the|to the Midlands (Birmingham), 
government-appointed Independ-|the North (Manchester and 
ent Television Authority, the con-| Leeds), Scotland, and the west 
trolling body of commercial tele-| of England and South Wales. Ad- 
vision. The program companies ditional transmitters are expected 
are responsible for the entertain-|to go into operation later this year 
ment content of the programs and | in southern England and in the 
finance their operations through | Northeast. By year’s end ITA ex- 
the sale of air time to advertisers. pects commercial television to be 
There is no sponsorship of pro-javailable to about 90% of the 
grams. | population. 

Since its commencement in the| Besides this growth of its au- 


...Story of the publishing year: 0 Cruzeiro International 


Success speaks an international language. Last April, Brazil's 
leading magazine publisher, equipped with 30 years of solid 
experience, decided to tackle all of Latin America. No one could 
predict his chances. But now—only one year later—the results 
are in. O Cruzeiro International has scored a remarkable success. 
That’s what all the excitement is about. 


If you were unable to attend the International Advertising 
Association Convention and get the full story of this amazing 
magazine as presented there, write Robert T. Kenyon today. 
O Cruzeiro International has prepared a novel booklet containing 
all the information you need to make the right media decisions 
for the rich Latin American market. 


CRUZEIRO 


INTERNATIONAL 
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dience, ITV can lay claim to hav-! 
ing shaken the staid BBC out of| 
its lethargy. In areas where there! 
is a choice between the two serv- 
ices, commercial television has 
been consistently winning the bat- 
tle for the audience by a ratio 
generally around 60-40, sometimes 
even 70-30. 


Britain's 480 Agencies 


There are now some 480 ad- 
vertising agencies in Britain, 
ranging from one-man operations 
to businesses employing more than 
500 persons. About half of these 
agencies are members of the In- 
stitute of Practitioners in Adver- 
tising, successor to the Assn. 
of British Advertising Agents, 
formed in 1917. 

The IPA is currently engaged, 
among other things, in arranging 
reciprocal exchange arrangements 
with its equivalents in European 
countries. 


8s With the introduction of the 


BARE—Sign of a slump in British outdoor advertising is this poster 

site in South London with only three out of 13 spaces in use. One of 

the posters (too small to be seen here) promotes outdoor ads and 
says posters brighten the streets. 


Common Market this year, there | paired off with matching agencies 
has been growing interest among|/in the countries of their choice to 
British agencies in linking up with | operate on an exchange basis. 

shops in the Common Market! Another problem which has 
countries to handle each other’s| been receiving the study of agen- 
business in their respective coun- | cies here is that of staffing. Sev- 
tries. The IPA hopes, through|eral advertising bodies, including 
negotiations now going on, to ar-|the IPA and the AA, have had 
range for British agencies to be|the problem under consideration 


lf Cuba is your market, 


we Call 


oe is waiting to give you 


larger profits ... let us 


how. Advertising is a tool for 
making profits. Marketing and 
copy should be planned to get 
you greater dollar returns. Our 
advertising agency, composed of 
artists, creative copy writers. 
mathematicians, psychologists, 
marketing and sales-minded 


people, is coordinated 
end... tosell goods with 


BANKING REFERENCES: The Trust Co. of Cuba 


MEMBERSHIPS 


Our agency and/or its components are 
members of the following organizations: 


Advertising Research Foundation 
International Advertising Association 
American Marketing Association 
American Economic ‘Association 
American Statistical Association 
National Association of Credit Men 


National Sales Executives 


National Association of Cost Accountants 
American Psychological Association 
Interamerican Psychological Society 


Publicidad Alvarez Perez 


Calle 23 No. 105, Vedado, Havana, Cuba 
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ADVERTISING AGENCY 


FOUNDED IN 1945 


REPEAT & REPEAT—Outdoor advertising is booming in Italy as shown 

by this Milan street scene. A drawback to this form of advertising 

here is a lack of supervision and inspection, with distributors and 
exhibitors sometimes failing to honor commitments. 


and have concluded that the Brit- 
ish advertising business must start 
a planned campaign of recruit- 
ment and training if it is to get 
the number of staff of the re- 
quired caliber that it will need in 
years to come. 

Several agencies have gone 
some way toward tackling this 
problem, the outstanding example 
being McCann-Erickson Adver- 
tising Ltd., which has recruited 
among the “cream” of Britain’s 
university students and is run- 
ning its own training program, 
putting mewcomers through a 
carefully prepared workout in 
various agency departments. 


® As to the agency picture as a 
whole, the largest shop is un- 
doubtedly J. Walter Thompson, 
|which bills an estimated $30,000,- 
/000 annually. Then come 
British agencies estimated to be 
in the $20,000,000 to $25,000,000 
class: London Press Exchange; S. 
H. Benson; Mather & Crowther; 


five | 


|Erwin Wasey, Ruthrauff & Ryan; 
Young & Rubicam, and Colman 
| Prentis & Varley. 

Six agencies are estimated to 
bill between $6,000,000 and $10,- 
/000,000 annually: F. C. Pritchard 
Wood & Partners; G. S. Royd; W. 
S. Crawford; McCann-Erickson; 
Dorland Advertising, and Foote, 
Cone & Belding. 


= There is one great difference 
between agencies operating in the 
/U.S. and in Britain: In the USS. 
they are virtually assured of 15% 
commission; in Britain agencies 
are still trying to bring clients 
and media into line on this score. 
In some media, such as in some 
|sections of the outdoor industry, 
|agency commission is 10%. Some 
national newspapers pay 10% or 
124%2%. The national average for 
all media is around 13%. 

| Since the operating cost of an 
account has been estimated at just 
under 12%, this leaves a narrow 
| profit margin on present commis- 


Lintas, and Masius & Fergusson.|sions. In many instances this is 
In the estimated $10,000,000 to|increased either by getting the 
$15,000,000 billings bracket are/|client to agree to a straight charge 


aan 


Le Parisien 


we ree 


France'sPSR py Morning Daily 


AVERAGE CERTIFIED DAILY NET SALE, 
OCTOBER 1956 - SEPTEMBER 1957 


739.801 


NET SALE over THE FIVE MONTHS 
OCT. 1957 - FEB. 1958 


819.201 


80.48 "., OF COPIES ARE SOLD 
| IN PARIS 
AND THE PARIS REGION | 


copies 
daily 


Your Choice among 


French Media! 
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Advertising Age, May 12, 1958 


Britain’s Top 20 Advertisers in ‘57 


Compiled by ApverTistnc AcE from figures recorded by 
Statistical Review of Press Advertising and Statistical Re- 
view of Television Advertising. 


Rank Advertiser Press 
1. Unilever $ 12,948,225 
Thomas Hedley* 3,487,885 
3. Imperial Tobacco Co. 3,400,987 
4. Cadbury Bros. 2,252,275 
5. Nestle Co. 1,893,814 
6. Shell Mex & BP 2,121,904 
7. Colgate-Palmolive 1,961,343 
8. Kellogg 1,462,434 
9. Kraft Foods 1,525,337 
10. Gallahers 1,648,466 
11. Alfred Bird & Son} 1,257,343 
12. British Motor Corp. 1,498,596 
13. C&A Modes (stores) 1,495,796 
14, Ford Motor Co. 1,456,375 
15. Dunlop Rubber Co. 1,047,858 
16. Esso Petroleum Co. 1,021,647 
17. Quaker Oats 971,303 
18. British Railways 1,321,925 
19. Guinness 898,834 
20. Philips Electrical 1,024,408 


* Subsidiary of Procter & Gamble. + Subsidiary of General Foods. 


of 15% on his appropriation, or 
by the addition of a service fee. 

It is the smaller agencies which 
find this problem the most diffi- 
cult, since they are not always in 
a position to put their case strong- 
ly and with their smaller accounts | 
they usually have a narrower op- 
erating margin. + 


Form Canadian Company 

Mosler Safe Co., Hamilton, O., 
maker of safes and bank vaults, 
and J & J Taylor Ltd., Toronto, 
which also makes safes, have 
joined to form Mosler-Taylor Sales 
Ltd., with headquarters in Toron- 
to. The new company has acquired 
and will operate Dominion Safe 
& Vault Co., Niagara Falls, Ont., 
which makes safes and related se- 
curity items. J & J Taylor will 
continue to produce Mosler prod- 
ucts in its factory in Toronto. Mos- 
ler products will continue to be 
sold in Canada by Office Specialty 
Mfg. Co. Ltd. 


N.]. NIAA Elects Long 

Joseph A. Long, advertising 
manager, AGA division, Elastic 
Stop Nut Corp. of America, Eliza- 
beth, has been elected president of 
the New Jersey chapter of the Na- 
tional Industrial Advertisers Assn. 
Other new officers are Kenneth D. 
Jordan, Allied Chemical & Dye 
Corp., Newark; Ray G. Ellis, Ellis 
Advertising Agency, Madison, and 
Raymond J. Cooney, Elastic Stop 
Nut Corp., vps; Harold Elfenbein, 
Parker-Kalon, Clifton, treasurer, 
and G. S. Corigliano, Sel-Rex 
Corp., Nutley, secretary. 


Biddle Co. Adds Two Accounts 

Biddle Co., Bloomington, II1., 
has been named to handle two 
accounts. National Mfg. Co., Ster- 
ling, Ill., has named the agency to 
handle its trade paper advertising 
effective with January, 1959, is- 
sues. The company makes build- 
ers’ hardware. G. S. Blakeslee & 
Co., Chicago, has named the agen- 
cy to handle its kitchen equipment 
and industrial divisions. Lauesen & 
Salomon, Chicago, is the previous 
agency. 


Dry Cleaners Appoint Agency 

The Chicago Dry Cleaners Assn. 
has named Holtzman-Kain, Chica- 
go, to handle its advertising. This 
is the first time the Chicago dry 
cleaners have attempted a com- 
bined advertising campaign. Tele- 
vision will be used. The campaign 
will be based on the slogan, ““Wear 
It Twice, It Dry Cleans Nice,” 
stressing the importance of dry 
cleaning clothes after every two 
wearings. 


Foreign Vintages Names Bliss 
Foreign Vintages Inc., New 
York, has appointed Ben B. Bliss 
Co., New York, to handle Tequila 
Gavilan in the U. S. Magazines and 
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Television Total 1 

$ 7,258,275 $ 20,206,500 | g 

5,404,137 8,892,022 |g 

1,615,509 4,016,496 |g 
1,420,772 3,673,047 

1,033,690 2,927,504 @ 

732,411 2,854,315 | 8 

562,157 2,523,500 | 

671,208 2,133,642 | 

520,475 2,045,812 § 

349,105 1,997,571 |g 

633,928 1,891,271 |g 

6,160 1,504,756 | 5 
1,495,796 

1,456,375 | # 

291,514 1,338,372 | 8 

316,235 1,337,882 | 

363,332 1,334,635 | §f 

1,321,925 | § 

372,851 1,271,685 | g 

156,783 1,181,191 | 9 
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Reach, influence and sell 


Canada’s leaders with 
The Financial Post 


Sell the men your salesmen are seldom, if ever, able 
to see. When you advertise in The Financial Post, 
you talk directly to Canada’s most influential ex- 
ecutives. 

When you advertise in The Financial Post, you 
register and emphasize the role of your company, 
product or service in the development of business 
and industry across the nation. You reach, influence 
and sell Canada’s biggest buyers. 


THE FINANCIAL POST Canada's foremost business newspaper 
481 University Avenue, Toronto 2, 1242 Peel Street, Montreal 2 


West Coast representative in the U.S.A. Duncan A. Scott & Co., San Francisco and Los Angeles 
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newspapers will be used. 


CLIENTS IN ALL FIELDS OF 
BUSINESS AND INDUSTRY 


AUTOMOTIVE 
General Motors Overseas Operations 
Automobiles & Trucks, 
Diesel Engines 
Parts & Accessories 
Frigidaire 


AVIATION 


Allison Engines 
Boeing Airplane Company* 


o 
CHEMICALS & é 


PHARMACEUTICALS jf 
P 


Ames Company 

Miles Laboratories, Inc. 

Miles Laboratories, Ltd., England 
Miles Laboratories, Ltd., Canada 


Miles Laboratories Pan American, Inc. 


Lydia E. Pinkham Medicine Company 
Sumner Chemical Co., Inc. 

Takamine Laboratory 

White Laboratories, Inc. 


FOODS & 

BEVERAGES 
Biue Bonnet Margarine 
Campbell Soup Company 
Corn Products Refining Co. 
Cream of Wheat Corp. 
Geo. A. Hormel & Co. 
Mclihenny Co. 
F & M Schaefer Brewing Co.* 
Wm. Underwood & Co. 


OFFICE 
EQUIPMENT 


Remington Rand International 


COSMETICS 
Geo. W. Luft Co. 
Northam Warren Corp. 
Peggy Sage, Inc. 


TRANSPORTATION 
Real Airlines 


OTHER FIELDS 
Bon Ami Company 
Champion Paper & Fibre Co.* 
Gorham Company 
P. Loriliard Company 
Phillips-Jones Corp. 
Rise Shaving Cream 
Seamless Rubber Company 


*in cooperation with 
domestic agencies. 


| ADVERTISING 
AGENCIES i! 


Ask about aspeci 
whereby our Wor 
zation operates a6 


tion 


al arrangement 
Jdwide organi- 
your “interna- 


al advertising departmen 


VRes 


Our conference table 


is as wide as the world... 


Five offices — each fully staffed and strategically located! 

Sixty associates — each a top agency in its own right, in its own market! 
In solving your international advertising problems and implementing 
your export marketing programs, Robert Otto & Company 

draws upon all this specialized skill and experience! 

This unique combination of centralized direction and in-the-market 
service is successfully building overseas business for our many clients. 


It can do the same for you — write or phone and we'll show you how! 


BALANCED CONTROL OF INTERNATIONAL ADVERTISING 


BB. 
ROBERT OTTO & COMPANY 


NEW YORK + LONDON + TORONTO - MEKICO. OD. F. + BUENOS AIRES 
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Newspapers 
One of the striking features of | 


‘ Japan Ad Revenues Soar 25% to 

3 'the Japanese ad scene is that 
a hy 4 8. '|th bi ti ] | 

$261,000,000; Dailies Dominate Media 33s. °f.030e 


|take nearly 40% of total newspa-| 
. per advertising. Each circulates 

TV Makes Inroads; more than 3,000,000 copies 

Professional Groups throughout the country. 

Gaining Stature 

By Kazuhiko Fujita 


ERE a 
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jinto effect in late 1956. 

| Magazines, taking 5.4% of the 
|total, were up 25% in ad revenue, 
|while radio was up only 15% and 
‘its share of total expenditures 
\slipped from 17.4% to 16.1%. 


Japanese newspapers are limit- 
ed by law to a 35-65 balance be- 
tween advertising and editorial 


Tokyo, May 6—Advertising vol- 
ume in Japan soared to $261,000,- 
000 (94 billion yen) in 1957, a 
25% gain over the $207,000,000 
recorded in 1956, according to fig- 
ures developed by Dentsu Adver- 
tising, the agency that handles 
most of these expenditures. 

The expenditures represented 
1.1% of total naticnal income; in 
1956, the percentage was 0.8%. 

Newspapers continued to take 
more than half (54.2%) of this 
advertising melon. Their gains re- 
flected increased advertising and 
general rate increases which went 


s The most spectacular gain was 
made by the new medium of tel- 
evision. Japanese sponsors spent 
$16,600,000 in tv during the year, 
triple their 1956 expenditures. The 
glamor medium now absorbs 6.5% 
of total Japanese advertising rev- 
enue. 

The pharmaceutical industry led 
all others in advertising, with ex- 
penditures of 12.5 billion yen, fol- 
lowed by appliances and durable 
goods (10.5 billion), foods (8.4 
billion), cosmetics (7.5 billion) and 
publications (5.1 billion). 


BUSINESS 


IS WHERE 
MONEY IS 


With the highest 


per-capita income in Europe, 


and a developed industry, 


SWEDEN is a market 


worth considering 


® Giinther & Back* is a leading Swedish advertising agency, which 
among its clients can already count some large American advertisers 
in the consumer-goods field. Maybe we could help you to obtain 
your share of the business which is undoubtedly to be had here. We 
will be glad to place at your disposal our experience in advertising 


all types of products in Sweden. 


GUNTHER & BACK AB 
Advertising and Marketing in Sweden 


*Pronounced Ginter & Beck. 


matter. 

Motion picture promotion ac- 
counts for 9.1% of total advertis- 
ing in newspapers. 


Magazines 


Color advertising is increasing 
rapidly in magazines. The ratio of 
color to b&w was 30-70 in 1956, 
but it rose to 40-60 last year. 


Radio 


There are 41 commercial sta- 
tions in Japan and the number of 
receivers in use is estimated at 
15,000,000. The Japanese measure 
broadcast advertising by the 
amount of sponsored time. In 1957, 
this came to 10,000,000 minutes 
out of 16,700,000 minutes of total 
air time. 

Radio time sales, particularly in 
the early evening hours, began to 
decline slightly in the latter part 
of 1957. Junzo Imamichi, exec vp 
of Radio Tokyo 
(JOKR), told 
ADVERTISING AGE: 
“We don’t know 
whether it is 
attributable to 
the outstanding 
growth of tv or to 
declines in busi- 
ness. Large com- 
panies are mov- 
ing gradually) 
from radio to tv. 
We believe, how- 
ever, that Japanese radio won’t be} 
influenced by tv as badly as Amer- 
ican radio was. 

“The biggest problem we have 
now for radio is that program 
quality lowers when competition 
becomes tougher, due to the fact 
Japanese stations compete by 
price-cutting.” 


Junzo Imamichi 


Television 


The Japanese government is-| 
sued preliminary licenses for 36) 
new commercial stations last No- 
vember. Only five stations were 
in operation during 1957. Their 
total telecast time was approxi- 
mately 1,000,000 minutes, of which 
62% was sponsored. In the 7-to- 
10 p.m. segments, nearly 95% of 
time was sponsored. 

The number of sets in use in- 
creased during the year from 500,- 
000 to 1,000,000, with the heaviest 
concentration in the Tokyo area. 

Tv advertising expenditures are 
expected to go up by a third in 
1958. 

On the general outlook for the! 
advertising industry, Hideo vom} 
da, president of Dentsu Advertis- 
ing, expresses 
confidence that it 
will continue to 
“show a_ steady 
growth.” He told 
AA, however, 
that several im- 
portant problems 
still remain. 


a “The biggest 
one,” he said, “is 
the fact that top- 
level manage- 
ment in Japanese business still 
holds inadequate concepts of the 
role of advertising. Some people 
are confused by the rapid growth 
of media. They are afraid they 
may not be able to afford to use 
all of them. 

“This reflects lack of knowledge 
about the nature of advertising. 
The growth of media should be 
welcomed, as it furnishes a broad- 
er basis of advertising, just as the 
manufacturer welcomes more sup- 
pliers of raw materials. 


Hideo Yoshida 
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THE NEW JAPAN—Modern technology has changed Japan, as shown in 
these ads for western-style rayon suits and electrical cooking ap- 
pliances. 


“Secondly,” he added, “well- 
trained professional admen are still 
lacking. Skilled account executives, 
copywriters and art directors are 
needed in Japan. Consequently, 
competition among advertising 
agencies is now done by price-cut- 
ting, not by better ideas or produc- 
tion techniques.” 


s Mr. Yoshida cited the estab- 
lishment of an Audit Bureau of 
Circulations, the Advertising Fed- 
eration of Japan, the All-Japan 
Broadcasting Advertising Assn., 
the All-Japan Newspaper Adver- 
tising Assn., the All-Japan Mag- 
azine Advertising Assn. and the 
Japan Advertisers Assn. as steps 
the industry has taken “to over- 
come our weaknesses.” 

Japan’s ABC, formed five years 
ago, became “complete” last year, 
as all newspapers now belong to 
it. Japan’s AFA now has 30 local 
chapters. The media associations 
have been working on codes to 
strengthen the agency recognition 
system and improve practices in 
the industry. 

Another problem the industry 
has is the common use of 60-day 
and 100-day promissory notes. Ad- 
vertisers pay their agencies in 


this manner, but the agencies are 
generally expected to give media 
a 50% cash payment with an or- 
der. This puts the agency in the 
position of financing clients. 


= J. H. Page, manager of the re- 
cently opened J. Walter Thompson 
Co. office here, points out that 
“greater acceptance by media of 
a cash discount system would 
keep the agency business health- 
ier.” Mr. Page also noted the 
scarcity of skilled admen in Japan, 
but he believes the situation will 
improve as Japanese business men 
become more aware of the im- 
portance of advertising. 

Shizuo Kinugasa, president of 
the Advertising Federation of Ja- 
pan, told AA that 
advertising has 
done an “out- 
standing job” in 
selling goods and 
improving the 
standard of liv- 
ing. He added, 
however, that 
“our advertising 
techniques are 
still not very 
competent.” He 
said that of the 


Shizuo Kinugasa 


Cash in on the growing market in Austria 


guide. Since 1945, a dramatic 
change has swept over Austria— 
spectacular increases in economy 
and income. Such a market presents 
great opportunity to firms which see 
and seize it. We'll be happy to help 
you. You obtain capable business 
judgment, sound advice, tested sales- 
producing ideas, top-flight creative 
ability, action-compelling copy, 
proven media selection, individual- 
ized service, 


For detailed information you want 


GESELLSCHAFT FUR WIRTSCHAFTSWERBUNG GES. M. B. H. 
AND JOHANN G. GRATZER ADVERTISING AGENCY 
38-40 MARIAHILFER STRASSE, VIENNA VII (AUSTRIA) 
CABLE “'SYNCRON” VIENNA BRANCH OFFICES: LINZ/D., SALZBURG, DORNBIRN 


. and let our agency be your 


CONSULT 
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Parker Pen Flies 
Foreign Flags to 
Salute World Trade 


JANESVILLE, Wis., May 6—In or- 
der to emphasize its stake in inter- 
national trade—and more broadly 
that international trade is vital to 
our economy—Parker Pen Co. hon- 
ors its foreign customers by flying 
their national flags on their na- 
tional holidays. ‘ 

The flags of 85 countries—and 
native stones with the countries’ 
names cut into them—make up 
Parker’s “Path of Nations” along 
the front of its new Arrow Park 
plant here. 

The full line of flags is flown on 
U.S. national holidays and appro- : 
priate national flags are displayed tAGS Fly—Dawn Lee, Parker Pen Co. employe, hears about Parker’s 
THE MYSTERIOUS EAST—Sandwich-sign men are a well-used advertising | on all individual national holidays “Path of Nations,” a grouping of national flags and native stones 
medium in Japan. To attract attention, they dress up like Charlie | and when foreign guests visit the dedicated to the importance of free world trade. 

Chaplin, Groucho Marx and other well-known personalities and | Parker plant. Full Moon of Kason in Burme on{Equinox) in Japan on Sept. 23; 


stage stunts in the streets. The robot above is promoting a new edi- |» October is the biggest world-| May 13; Boxing Day in Southern} Youth and Sports Day in Turkey 
tion of “Blondie,” u popular comic strip in Japan. The Chaplinesque wide holiday month, Parker finds.| Rhodesia on Dec. 26; Shuki-korei-|on May 19, and Martyrs’ Day in 
figure above is one of some 300 sandwich-sign men in Tokyo. Parker’s list of holidays includes|sai (Festival of the Autumnal} Burma on July 19. # 


—Photos by Pan-American World Airways. 


4 : ; 
80,000 people believed to be work- ’ , rs . 4 - : oa . 
ing directly in advertising, “only Farmacia Franco Inglesa in Buenos Aires is the Bardin family, which also has extensive interests tn 


| 10% of them can be considered world’s largest ethical pharmaceutical house. It is the chemical, mining and building industries with 
SERS peeeepienel sence, ? one of many enterprises of Argentina’s famous independent selling facilities throughout Argentina. 
= Mr. Kinugasa is exec vp of one 


} of Japan’s largest advertisers, the | 
| Marumiya Co., a cosmetics maker, | 
q 
5 | 


and he reported that his company | 
spends 5.5% of sales on advertis- | 
ing and 1.5% on public relations. ; 
/ Newspapers get 30% of the budget, 
radio, 15% and television, 15%. 
Marumiya uses the multiple- 
agency system, parceling out ac- 
counts as follows: “We divide Ja- 
pan into four districts: Major 
\ metropolitan areas, regardless of 
location; Northern District; South- 
ern District and Central District. | 
We use Dentsu for the major city | 
areas and three different agencies | 
—Hakuhodo, Shojiki-sha and Ky- 
odo—for the other three areas.” 


# Another large advertiser in Ja- 
pan is the Morinaga Confectionery | 
Co. Tahei Mori- 
naga, president of 
the company, told 
AA: 

“In 1957, we 
spent a little over 
1 billion yen 
($2,800,000) on 
advertising. This 
is about 3% of 
our gross sales. 

“We use all 
media, with Tohei Morinaga 
heavy weight on 
tv and special events campaigns, as 
we must appeal primarily to chil- 
dren. We believe television is now 
the strongest medium. We there- 
fore carry four half-hour weekly 
programs on a network basis and 
we buy several spectaculars-a year. 

“We were the first company in 
this country to apply the princi-| 
ples of marketing. We made a 
careful study of marketing and 

f adapted it to our sales and adver- 
tising activities two years ago. 


7 * om om a w 
x ‘Now advertising is a concern On the first line of selling in Latin America 


system we have achieved record 


sales. We have close to 100 em- ‘ ° . . . . 
ployes in our advertising and sales d ., me the F orst Magazine s TI ME Latin American 
departments. 

“Except for some minor items, 
<—i oo : = 7 Dr. Pablo P. Bardin, co-head of Bardin Enterprises, says: 


handled by Dentsu. 
“There are some who still say 
we would do better to cut prices 


“I’ve been a TIME reader since the first issue of 
de Getek tely ee endl te is, TIME’S Latin American edition appeared in Argen- 
provement than to advertise. But le _ tina. Even during the period of suppression of the 
we can never either improve our 3 ; >. “wmcumo free press here, copies of TIME were smuggled in, 
product quality or lower prices “7e. ‘ read, then cautiously passed along from hand to 
without having the proper adver- hand like treasures. 


TIME 


LATIN 


ce ne ee 


eg . ' Be “Today my friends and business associates all re- AMERICAN , 
s Dentsu continues as the domi- ; ey : - Toa ceive TIME easily and quickly. We value it highly, : 
nant force in the Japanese agency | ss ; eH not only for its reporting of Latin American and EDITION 
world. It has 2,500 employes, 27) é world news, but for what we learn from its adver- Soh a , 
offices and 5,000 accounts. As N ae 3 4 tising pages.” ; 
such, it now ranks as one of the oh 4 * Bet, yango . 
largest advertising agencies in the ts i . 


world, # 


ee | TIME is the favorite magazine of Latin America’s most influential people. 
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8 Leading World Advertisers Invest 
$10,000,000-Plus Outside U. S., Canada 


(Continued from Page 83) {in 1957. He said North America 
soap, Surf, Rinso, Vim, Sun deter- accounted for nearly half of this 
gent, Pepsodent, Duet, Harmony total, indicating an expenditure of 
shampoo, Mentasol toothpaste, |$125,000,000 in markets outside 
Lipton, Pin-Up, Rayve, Twink,|the U. S. and Canada. 

Puritan soap, Pears soap, Gloria AA estimates that Unilever 
shampoo, Blueband margarine,|spent about $55,000,000 of this 
Sunil detergent, Stork margarine, ' $125,000,000 total in Britain. Its 
Radion detergent, Spry, Echo mar- expenditures in British measured 
garine, Summer County margar-|media (newspapers, magazines 
ine, Wall’s ice cream and sausages. |and television) totaled $20,206,500. 
Unilever is the No. 1 advertiser 
® Unilever’s chairman, Lord Hey- in numerous world markets— 
worth, reported worldwide adver-| France, Sweden and Australia, for 
tising expenditures of $232,400,000| example. It spends well over $1,- 


000,000 in every major European 
market. It is probably the most 
well-known company on the Afri- 
can continent. 


s Not the least important of Uni- 
lever’s subsidiaries, from an ad- 
vertising standpoint, is Lintas, a 
wholly owned advertising agency 
that operates in most countries 
where Lever has a major adver- 
tising investment. Lintas has more 
Lever business than any other 
advertising agency, and in some 
countries handles additional clients 
as well. 

The No. 2 agency is undoubtedly 
J. Walter Thompson Co., which 
has Lever business in many mar- 
kets. It is particularly the agency 


| for all Lux products. 


Colgate-Palmolive | . 


The world’s second largest ad-| 


vertiser began to cultivate foreign | § 
In| 5 


markets after World War I. 
1920, the company had only one 
foreign subsidiary—in Canada. 


Today, it has 32 subsidiary com-| / 


panies and branches outside of 
the U. S. and their sales in 1957 
rose to $238,195,000, falling short 
of domestic volume by only $30,- 
000,000. 

While Colgate was earning $6,- 
946,000 at home in 1957, the 
foreign companies were netting 
$12,984,000, of which $7,473,000 
was remitted to the parent in the 
form of dividends. Colgate, in 
other words, now earns more out- 
side of the U. S. than in it. 


It was 


a oreal 


first 
quarter 
! 


& For the full broadcast day, sign-on to sign-off, WRCA-TV’s 
@ share of audience in the first quarter of 1958 was up 17% 
over last year.* WRCA-TV’s national sales for the first quarter 


were 17.5% & reater than last year’s. (*ARB JAN., FEB., MAR. 1957 VS 1958) 


We’re now enjoying another great quarter. Come on along and 
sink your teeth into the juiciest market in the United States... 


with a schedule on the NBC leadership station in New York! 
WRCA-TV+> 4 NEW YORK Sold by NBC Spot Sales 


| 
pence sage w mee tame a 


OM ost, @ emetd ser val ‘ j 


WORLD’S LARGEST—Unilever, world’s 

largest advertiser, promotes Omo 

in French (pictured above) and 

Serf in Italian and Radion in Ger- 

man—three of the many soap 

products it markets throughout 
Europe. 


To achieve these record sales 
and earnings overseas, Colgate 
spent an estimated $50,000,000 on 
advertising in 1957. In Latin 
America, where Colgate is the 
leading soap seller, advertising 
expenditures were about $20,000,- 
000. A similar amount was spent 
in Europe. In Britain, Colgate 
spent more than $5,000,000. 


|@ Colgate’s international advertis- 


ing is directed by British-born 
William B. B. Fergusson, who 
explains the marketing philosophy 
as follows: 

“Each of the subsidiaries is an 
autonomous unit, manufacturing 
locally and running its own af- 
fairs. Each manager of each office 
is the captain of his ship. The 
head office in New York frames 
the policies, gives encouragement 
and occasionally an idea or two.” 

In Latin America, where illiter- 
acy is high, radio and television 
are Colgate’s principal media. The 


(ere ate ee 


Mew UWA Blessed dress ret Cheat -thecrcabeid wep 


Sail 
IN SOUTH AFRICA—Colgate-Palmol- 
ive, world’s second largest adver- 
tiser, uses the Afrikaans language 
for this South African ad for Col- 
gate soap. Grant Advertising han- 
dles Colgate in South Africa. 


company sponsors more than 700 
.radio programs weekly outside of 
the U.S. 


® Colgate-Palmolive uses some 25 
agencies around the world, with 
no one of them having a dominant 
share. In many Latin American 
markets, it maintains a house 
agency. McCann-Erickson and 
Grant Advertising are Colgate 
agencies in a number of markets. 
Publicis has a piece of the account 
in France. Colman Prentis & Var- 
ley works for Colgate in Italy. 
George Patterson is the main 
agency in Australia. In Britain, 
the principal agency continues to 


be Mr. Fergusson’s old shop, Mas- 
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Buchen Director of International Division and Director of Market Research confer with client at Midwest International Advertising Conference, 


The 70 pins up there on the map (plus a dozen-odd that Second—and particularly attractive to Midwest adver- 
bleed off the sides) mark associate agencies and branches tisers—Buchen provides a headquarters right here in Chi- 
of The Buchen Company’s International Division. cago, rather than the East. 
A goodly number, but not unique—several others can You see the advantages: Experienced help close at hand. 
match it. Two things, actually, set Buchen’s service apart: Home office control. A ready source of information on 
First, unlike the out-and-out export agency, The Buchen markets and media, anywhere in the world. 
Company is big at home, too. The advertiser finds agency For the full story, send for the booklet you see at left: 
facilities on a full scale, along with the 30-year background “An Exceptional Service for Midwest Export Advertisers.” 
in foreign marketing. We believe you'll find it’s worth looking into... 


THE BUCHEN COMPANY ° ADVERTISING ° DAILY NEWS BUILDING, CHICAGO 6 
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sius & Fergusson, the agency 
which bought out the Lord & 
Thomas business there in 1942. 

Among the products Colgate 
markets abroad are: Ajax, Colgate 
toothpaste, Palmolive soap, Cadum 
toilet soap, Palmolive shaving 
products, Halo Lustre-Creme and 
Fab. It introduced a new product 
in Britain last year—Trojan scour- 
ing pads. 


Philips 


The world’s third largest adver- 
tiser began manufacturing electric 
light bulbs in a small barn in 
Eindhoven, Holland, at the end 
of the 19th century. Today, the 
Netherlands accounts for only 7% 
of its $840,000,000 annual sales 
volume. 

Philips, the largest electronics 
company outside of the U. S., man- 
ufactures in all Western European 
countries and in Turkey, Egypt, 
India, Australia, New Zealand, 
South Africa, Chile, Argentina, 
Brazil, Uruguay, Peru, Colombia, 
Mexico, United States and Canada. 

Outside of the U.S., Philips has 
captured 25% of the television 
tube market. It is an important 
manufacturer of radio and tv 
receivers, phonograph _ records, 
X-ray equipment and control sys- 
tems for atomic reactors. The 
Philipshaver, marketed in the 
U. S. under the Norelco name, 
runs neck and neck with the 
Remington Rand shaver in world 
markets; each company claims it 
makes the “world’s largest selling 
electric shaver.” 

Philips is also in the pharma- 
ceutical business, via a subsidiary, 
Philips-Roxane, owned jointly 
with the Dutch chocolate manu- 
facturer, Van Houten. 


# Sies W. Numann, director of 
advertising, told AA that Philips’ 
annual advertising budget is now 
$30,000,000. The company allows 
its overseas managers a good deal 
of independence in advertising 
matters, but Mr. Numann main- 
tains a strong central control from 
Eindhoven, 

Philips supplies overseas com- 
panies with a steady stream of 


Atras da imagem hd mais... 


a técnica 

a experiéncia 

a qualidade 

a valiosa rede de agentes 

a eficdcia de uma assisténcia pe te 
A PHILIPS, desde 1937 dedice se incensdveimente 
& Televisso, 


© que @ elevou 20 primeire plane mundial de Tv. 


Quando se decidir @ edquirir um tele-receptor, 
merce Philips deve merecer @ sua confience. 


PHILIPS 


Jelevisao 


EVEN IN THE PORTUGUESE—This b&w 
Portuguese ad is typical of the ad- 
vertising done by the world’s third 
largest advertiser. Here Philips 
promotes its television sets. 


ideas for advertising and some 
materials—such as costly films— 
are produced in Eindhoven. 


= Local campaigns are circulated 
throughout the Philips worldwide 
organization and advertising man- 
agers of leading overseas com- 
panies meet once a year in Eind- 
hoven to exchange ideas. 

To encourage fresh approaches, 


tion for the best campaign for a 
specific product, giving as a prize 
the Philips “Oscar.” A_ similar 
award is given annually to the 
company which has best adapted 
for local use an idea initiated by 
Eindhoven. 


= Eindhoven also recommends to 
overseas Managers an advertising 


allocation based on percentage of | 


sales. Data on advertising ex- 
penses in each market are sent 
regularly to Mr. Numann for re- 


'Elvinger 


view. 

To knit the entire operation 
together, Philips runs an umbrella 
institutional campaign in publica- 
tions circulating internationally. 

Philips uses numerous agencies 
around the world. Erwin Wasey, 
Ruthrauff & Ryan has snared a 
big chunk, handling Philips in 
Great Britain, Canada and Brazil. 
In Sweden, Philips uses the coun- 
try’s two largest agencies, Gumae- 
lius and Svenska Telegrambyran. 
is the French agency. 


Royal Dutch Shell 


The world’s fourth largest ad- 
vertiser is another gigantic Anglo- 
Dutch complex of some 500 com- 
panies operating in every country 
outside of the Iron Curtain. In 
terms of sales ($7.3 billion in 
1957), it is the third largest 


private enterprise in the world. | 


Employing a quarter of a million 
people, Shell does 14% of the 


free world’s oil business—nearly | 


25% if the U.S. is excluded. 


ed 
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| In addition to its oil business, 
| Shell has a flourishing petrochem- 
ical operation which is approach- 
ing the Dow Chemical size (plus- 
| $500,000,000 volume). 

Shell’s worldwide activities are 
coordinated through London. While 
{second to Jersey Standard in total 
business, the company outsells 
Esso in most of the non-U. S. 
world. In Europe, Shell now con- 
trols about 25% of the market. 
In Britain, the largest market in 
|Europe, Shell does a big 30% of 


Who 


Gets 
Media/Scope? 


Philips holds an annual competi- 


Look beyond the slide-rule, 
says Canada’s biggest 
media buyer. 


H, M. Findlay, (featured on the cover) 
manager of media for Cockfield, Brown 
and Co., Ltd., offers helpful criteria for 
media selection. 


Localize national ads 
to bolster sales, says 
Motorola. 


Crash program stimulates co-op adver- 
tising, controls funds. Media/scope’s 
May issue tells how-to and what-for. 


Keep media plan flexible 
to stretch coverage, says 
Northwest Orient. 


Airline tells how it sparks sales with 
radio and large-space advertisements 
—in the May issue of Media/scope. 
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Who Advertises in MediaScope? 


The May issue is the eighth with advertising. In eight months many of the nation’s most im- 
portant media have purchased or reserved space on a regular and continuing basis. They are: 


Agricultura de las Americas 
Appliance Manufacturer 
Architectural Record 
Aviation Age 

Bakers Weekly 

Boating Industry 

Booth Newspapers 

Boston Globe 

Boston Herald-Traveler 
Boys’ Life 

CBS Radio Pacific Network 
CBS Television Pacific Network 
Chicago Daily News 

Chicago Sun-Times 
Cincinnat: Enquirer 
Contractors and Engineers 
Detroit Free Press 

Domestic Engineering 
Electric Light & Power 
Electronic Design 

Electronics Illustrated 
Family Weekly 

Farm Journal 

Farm & Ranch 

Fawcett Publications, Inc. (Research) 
Fortune 

Furniture News 

General Outdoor Advertising, Inc. 
Greenville News & Piedmont 
Hamilton Spectator 
Hardware & Housewares 
Harper & Bros 

Hitchcock- Publishing Co. 


To focus your advertising exclusively on the people who buy or influence 
the purchase of advertising . . . to achieve maximum effective coverage . . . to appear in 
an editorial framework dealing with strategy, techniques and procedures 

of buying advertising in all print and broadcast media . . . advertise in Media/scope. 


Hospitals 

House & Garden Magazine 
House & Home 

Implement & Tractor 

Industrial Publishing Corp. 
Institutions Magazine 

KNX, Los Angeles 

KPIX-TV, San Francisco 
Ladies’ Home Journal 
Levittown Times-Bristol Courier 


Life 

Long Beach Independent Press-Telegram 
McCall’s Magazine 

McGraw-Hill Publications (Corp.) 
McGraw-Hill Publications (Labr.) 
Machine Design 

Magazine Advertising Bureau 
Management and Business Automation 
Mart Magazine 

Missouri Press Service 

NBC Radio Network 

NBC Television Network 

NBC Spot Sales é 
Newsweek (Weekly Publications, Inc.) 
The New Yorker 

Office Appliances 

Olsen Publishing Co. 

Outdoor Advertising, Inc. 

Parents Magazine 

Petroleum Week 

Petry & Co., Edward 

Philadelphia Evening & Sunday Bulletin 


Pictorial Review 
Pittsburgh Post-Gazette 
Playboy Magazine 
Popular Mechanics 
Product Design & Development 
Puck—The Comic Weekly 
Purchasing 

Purchasing Week 

Railway Age 

Redbook Magazine _ 

St. Paul Dispatch—Pioneer Press 
Saturday Evening Post 
Selling Sporting Goods 
Southam Newspapers 
Standard Rate & Data Service, Inc. 
Tacoma News Tribune 
Tauber Plastics, Inc. 
This Week 

Thomas’ Register 

Time Magazine 

Together 

To The Bride 

Tourist Court Journal 
True 

True Confessions 

Watson Publications 

Wm. E. Whaley Co. 
WDIA, Memphis 
Weekend Magazine 
WHOM, New York City 
Woman's Day 

Yorke Publications 
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the oil business. 

Shell is also the top oil mar- 
keter in the Far East. It has about 
25% of the Australian market and 
its share in Japan is estimated at 
10%. 


8 AA estimates Shell’s advertis- 
ing expenditures outside of the | 
U.S. and Canada at about $28,-) 
000,000. About one-third of this 
tetal is spent in Britain. 

Sheli has been spending in. 
excess of $1,000,000 in Venezuela, | 


France and Australia. tiser is the top U. S. soap company 
Three agencies—Colman Prentis| and the second largest advertiser 
& Varley, S. H. Benson Ltd. and/in the U. S. A comparative late- 
Mather & Crowther—divide the comer to foreign markets, P&G 
big Shell account in Britain. CPV | now does about 20% of its plus- 
also handles a big piece of the'$1 billion volume outside of the 
Shell business in Italy and its U. S. 
Venezuelan affiliate, Corpa, has P&G began manufacturing 
the Shell account there. In operations in South Africa in 1947. 
France, Shell uses the country’s | Since then it has moved into Mex- 
largest agency, Publicis. |ico, Venezuela, France, Belgium, 


Procter & Gamble |Colombia, Peru and Italy. 


Using the advertising tech- 


The world’s fifth largest adver- niques that have worked so well! 


for it in the U. S., P&G has be- 
come a major competitor in over- 
seas markets. 

Its most spectacular progress 
has been made in Britain, where 
it acquired Thomas Hedley & Co. 
in 1930. However, it was not until 
after World War II that P&G 
really began to move in the Brit- 
ish market: 

Taking a new product, the de- 
tergent, P&G snapped up two- 
thirds of the market before 
Unilever realized this product was 


Who gets Media /scope? Fifteen thousand men and women—six thousand connected 
with advertisers, eighty-six hundred in advertising agencies. An analysis of the 
precise distribution of a recent issue shows that 97% of Media/scope’s 
distribution is effective. Media/scope offers concentrated coverage not only of personnel 


also of those 


ef There’s gold in space 


sm salesmen, says 
Ralph Sadler. 


th An agencyman who’s been on the other 
ts side of the desk furnishes the golden 
recipe for mining media salesmen. 


*Plus a dozen other features and 
regular departments of interest 

to those who serve the media-buying 
function—and nobody else. 


serving the media-buying function 


Wa trter E. Bortnor, Publisher 


1740 Ridge Ave., Evanston, Ill. HOllycourt 5-2400 


420 Lexington Ave., New York 17, N.Y. MUrray Hill 9-6620 
1709 West Eighth St., Los Angeles 17, Calif. DU 2-8576 


published by Standard Rate & Data Service, Inc. 


who directly influence such selection. 


Gordon 
Media function at 
Foote, Cone & Belding. 


Can media be hurt 
by injuries to users 
of products advertised? 


Morton J. Simon, expert on legal 
aspects of advertising, examines effect 
of Rogers vs. Toni on liabilities of media. 


actively engaged in the selection and purchase of advertising space and time, but 


F, Buck: 


Gordon F. Buck, v.p. and media direc- 
tor in Chicago, offers detailed account 
of their media-buying function. 


If you have an interest in media (broadcast or print) 


you will be interested in Media/scope. 


Roger Barton, editor, has been asked, ‘‘Where are you fellows 
oing to get more of the kind of helpful material you’ve been publishing?” 
is answer: ‘“That’s not our problem—the real task is finding room 
for what we develop.’”’ With scores of stimulating articles and features 
(including the exclusive, continuing Index of Advertising Costs), 
every month Media/scope will help you—if you want ideas about the 


media-buying function. Start with the May issue. 


Start with May issue. 
(] Check here if you want 3 years for $5. 


Media/scope, 1740 Ridge Avenue, Evanston, Illinois 


(J Send Media/scope for 1 year at introductory rate of $2 (regular rate will be $3). 
(C) Send advertising rate card and 
circulation breakdown. 


Name 


Title 


Home Address (fill in above line if mailing to home address is preferred) 


Business Address 


Zone 


City 


~~ State 


Name of Company 


Nature of Company’s Business 


0 Bill me 0 Bill Company 0 Payment attached 
To insure prompt service, please fill in completely. 
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- = méme sans frotter ! ’ 


P&G INVASION—Procter & Gamble, 
which recently invaded the Euro- 
pean continent, has introduced 
Tide to the French consumer via 
the Elvinger agency. Note the dif- 
ferent-size package. 


IN 6 MONTHS: 


; th 
NATIONALLY 


8th (from 19th) among all CBC 
shows! Outrates “Have Gun 
Will Travel”, “Dinah Shore’, 
| “Disneyland”’, etc. 


Network rating higher every 
rating period, now 41.0! 


21% increase in homes 
_ reached! 


30% increase in viewers! 


Pre-tested as popular movie and 
through dozens of famous Satur- 
day Evening Post stories, TUG- 
BOAT ANNIE helps Lever 
Brothers Limited of Canada win 
friends and influence sales. Lever 
Brothers’ success story gives 
proof of greater profit than ever 
for you in your own market. Of 
course, the American premiere 
market showing is swamping 
all competition too! 


the adventures of 


TUGBOAT 


poate as age 


TELEVISION PROGRAMS OF AMERICA, INC. 


488 MADISON - N.Y. 22 « PLaza 5-2100 
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8. cat ca ae Bei ce 


See 


Sh 2S Ce ar ie 


of 


Pett ae 


; | Ducker Whitcombe & Stewart. 
in jedem Fall sicher mit 
Va a Imperial Tobacco 


WINNER—This Shell Jil Co. ad won a silver medal as one of the best 


German ads of 1957. Heuma 


here to stay and it has continued 
to hold this dominant position. 


s AA estimates P&G’s advertising 
expenditures outside of the U. S. 
and Canada at about $23,000,000 
in 1957. Of this sum, about $15,- 
000,000 was spent in Britain. 
Hedley spent $8,892,000 in Brit- 


ish measured media in 1957 
advertising 15 brands (Camay, 
Cheer, Daz, Dreft, Fairy soap, 


Fairy Snow, Fluffo, Gleem, Oxy- 
dol, Tide, Flash detergent, Golden 
Harvest margarine, Jet cleanser, 
Gay detergent and Drene). The 
company took a bold P&G-type 
step last year when it became the 
first leading British advertiser to 
make television its No. 1 medium. 

P&G has a large overseas stable | 
of agencies. In Britain, the busi- 
ness is divided by three agencies 
—Lambe & Robinson, Young 
Rubicam and Erwin Wasey, Ruth- 
rauff & Ryan. Elvinger and Dor- 


land are used in France, Itam in | 
Italy, McCann-Erickson in Puerto | 


Rico, Noble Advertising in Mexico, 
J. Walter Thompson Co. in the 
Philippines and a house agency in 
some Latin American markets. 


Standard Oil (New Jersey) 


The world’s sixth largest adver- 
tiser accounts for one out of seven 
barrels of crude oil produced in 
the world. It is the second largest 
company in the world, with 1957 
sales of $7.8 billion, and it derives 
75% of its earnings from foreign 
operations. 

Jersey Standard markets Esso-| 


branded products throughout Lat- |} 
in America and Western Europe. || 


An aggressive marketer, it is | 


currently challenging Shell’s lead- 
ership in Europe with a merchan- 
dising program designed to mod- || 
ernize service stations along 
American lines. 


The Standard companies spent || 


an estimated $20,000,000 on adver- || 
tising in some 35 countries outside | 
of the U.S. and Canada during || 


1957. The parent company used | |= 
institutional messages in interna- | |= 
tional media to complement the) |x 


local campaigns. 


s In Britain, total Esso advertis- 
ing exceeded $3,000,000. The giant 
Venezuelan affiliate, Creole Petro- 
leum, had a $1,000,000 budget. 
Esso is the major oil advertiser 
in Latin America and one of the 
leaders in Western European mar- 
kets. 

International advertising is co- 
ordinated through the use of one 
advertising agency, McCann- 
Erickson, which is the Esso agency 
in virtually every country where 
the two operate. It was Jersey 
Standard, as a matter of fact, 
which helped to put McCann in 
the international business after 
World War I. McCann’s first 
foreign offices were opened then 
to service Esso. 

Overseas managers, however, 
are given some latitude in the 


&|manufacturing company outside 


nn, Frankfurt, is the agency. 


selection of agencies. McCann, for 
example, lost the big Creole ac- 
count in Venezuela several years 
ago; it was retrieved, however, 
in 1957. 

Jersey Standard does not mar- 
ket in the Far East, but it has a 
big stake there through its 50% 
ownership of Standard-Vacuum 
Oil Co., which markets in some 
50 countries in the eastern hemi- 
sphere. In Australia, Stanvac 


and Esso brands. 


Nestle 


The world’s seventh largest ad- 
vertiser is a Swiss company start- 
}ed in 1868 as a producer of milk 
food for babies. Today, with 
|estimated annual sales of $1.2 
|billion, Nestle is the sixth largest 


the U.S. and the world’s fourth 


The company has 130 plants in 


where it has half of its 56,000 
employes. 


= Nestle makes more than 10% 
of the chocolate consumed in the 
world. It invented instant coffee 
and its Nescafe is the world’s 
| largest-selling instant; Nestle has 


markets oil under the Atlantic! 


largest food producer (behind |} 
Swift, Armour and _  National| | 
Dairy). 


the free world (ten in the U. S.).|. 
Its big operations are in Europe, | ' 


lof the U. 
1957. Approximately one-third of 
this total was spent in Britain, 


where Nestle is the fifth largest | 


advertiser. Its expenditures in 


British measured media were $2,-| 


| 927,504. 
| In many markets Nestle pro- 
duces its own advertising internal- 
| ly or through a house agency. 
| McCann- Erickson offices in Latin 
America service Nestle in several 
| countries. Publicis has done crea- 
|tive work for the company in 
| France. In Britain, the account is 
|shared by three agencies—C. W. 
| Hobson, Saward Baker and Dolan 


The world’s eighth largest ad- 
vertiser is Britain’s largest tobacco 
producer. An amalgamation of 
a dozen companies, Imperial has 
an annual sales volume estimated 
at $2.4 billion, thereby ranking as 
the third largest manufacturing 
company outside the U. S. 

The company markets cigarets, 
cigars and smoking tobacco, has a 
$10,000,000 leaf-handling opera- 
tion in Africa and owns four com- 
panies in the paper, packaging and 


£3 ~~ 
& 


' 


PLAYERS PLEASE—One of the oldest 
advertising slogans in existence is 
still used by Imperial Tobacco Co. 
to promote Player’s in internation- 
al media. Imperial is one of the 
ten leading world advertisers. 


printing fields. These latter com- 
panies ‘supply Imperial with most 


other companies as well. 
Imperial also owns one of Brit- 


§ | ain’s largest tobacconists, Bewlay, 


which sells pipes under its own 
name. It also has a large interest in 


porque sdlo con NESCAFE puedo tomar 
un café puro y siernpre ard quel 


ee Fat ee 


WORLDWIDE—Nestle, Swiss company 
and one of the 10 leading world 
advertisers, won an award in Mex- 
ico last year for the best advertise- 
ment of 1957 for Nescafe ad fea- 
turing actor Arturo de Cordova. 


even managed to build up Nescafe 
sales in coffee-producing countries 
such as Brazil and Colombia. 

Nestle is still a big producer of 
milk products. Its Maggi division 
is one of Europe’s largest soup 
makers. In addition, it makes 
sauces, processed cheeses, cocoa 
drinks, chocolate-milk drinks and 
an instant tea. 


s AA estimates that Nestle spent 


British-American Tobacco Co., 
parent company of Brown & Wil- 
liamson. British-American was set 
up in 1902 as an export arm for 
Imperial and American Tobacco 
Co. 


@ Imperial probably has 


Three Nun’s, Wills’ 


tles, Churchman’s No. 1, Church- 
man’s No. 2, Chicos, Doncella 
Crowns, Wills’ Embassy, Wills’ 
Whiffs, Rhodian, Matinee, Waver- 


advertising costs were higher last 
year because of increased competi- 
tion. “In these days of keen com- 
petition,” he said, “intensive and 
effective advertising is a neces- 
sity.” 


® Imperial, in 1957, was the third 
largest advertiser in Britain, with 
expenditures in measured media 
coming to $4,016,496. 

Imperial splits up its brands 


$18,000,000 on advertising outside 


among many agencies in Britain. 


S. and Canada during} 


of its paper and cartons and sell to! 


more | 
||cigaret and cigar brands than any 
;|other tobacco company in 
||world. Among these are Player’s, 
|| Bachelors, 
||Capstan, Wills’ Gold Flake, Wills’ 
Passing Cloud, Wills’ Three Cas-| 


the | } 


ly, Marcella and Ducal Imperiales. | | 

AA estimates Imperial’s total ad-| ! 
vertising expenditures in 1957 at|| 
some $12,000,000. Lord Robert J.|' 
Sinclair, chairman of Imperial, told | | 
the annual meeting in March that}! 


IRON CURTAIN SOBRIETY PITCH—Anti-alcoholism campaign running in 
Poland brings out the Charles Addams touch in Polish artists. Vod- 
ka-drinking is reportedly a serious social problem in Poland. 


John Haddon, John Hobson, Lon- 
don Press Exchange, J. Walter 
Thompson, Erwin Wasey, Ruth- 
rauff & Ryan, S. H. Benson and 
Leggett, Nicholson each had seg- 
ments in 1957. 

Early this year Imperial made 
news in British advertising by 
switching its $1,400,000 Church- 
man and Capstan advertising out 
of F. C. Pritchard Wood & Part- 


ners and over to Masius & 

Fergusson (Capstan) and Young 

& Rubicam (Churchman). 
Others 


Numerous other companies were 
suggested as candidates for the 
“Top ten” list, but AA was unable 
to determine which, 


if any, was! 


none of which passes through the 
hands of agencies. 


National Dairy Products, whose 
Kraft subsidiary spends close to 
$5,000,000 in Britain and is also 
a major advertiser in Germany. 


American Home Products, whose 
international divisions are now 
spending nearly $10,000,000 around 
the world. 


Takeda Pharmaceutical, the 
largest advertiser in the big Japa- 
nese market. 


And two important German 
companies, Reemstsma (largest 
tobacco producer in the country) 
and Henkel Lea (leading soap 


spending in excess of $10,000,000| manufacturer). # 


outside the U. S. and Canadian 
borders. 

Among those mentioned fre- 
quently, however, are: 

General Motors 


(the largest 


_advertiser in the U. S.), which has 
|}automotive manufacturing opera- 


tions in Britain (Vauxhall), Ger- 
many (Opel) and Australia (Hol- 
den) and assembly operations in 
many other countries. GM is 
believed to be a $1,000,000 adver- 


|tiser in Britain, Germany, Austra- 


lia and Brazil. 


Ford Motor, which has 25% of 
the British automotive market, 
makes the Taunus in Germany 
and owns an interest in 
French producer, Simca. Ford 
spends close to $5,000,000 in 
Britain alone and unlike GM, 
mounts an integrated international 
advertising program through J. 
Walter Thompson. 


which 
Latin 


Sterling Drug, 
$5,000,000 in 


spends 
America 


through its Sidney Ross subsidiary, 


Voici le nouveau Persil 


et un jeu teléphonique amusent ag. - 
tant qu instructif. doté de beaux prix! 


GERMAN SOAP > euntt—Henhel, lead- 

ing German soap manufacturer, 

promotes Persil in this Swiss ad, 

prepared by the Rudolf Farner 

agency, Zurich. Henkel and Uni- 

lever each have a brand called 
Persil. 


the | 


||Delta Advertising Co., 


Royds Opens Overseas 
Branch; Names 4 Directors 
C. S. Royds Ltd., London, has 


| formed a separate overseas com- 


pany, Royds Overseas Advertising 
& Marketing Ltd., replacing its for- 
mer overseas division. 

The London agency also has ap- 
pointed four new directors. They 
are John B. Beard, who is respon- 
sible for the tv, film and radio ac- 
tivities of the company; Dennis C. 
Caldecourt, a specialist in Europe- 
an markets and a director of the 
overseas company, ROAM; Ivan 


| L. F. Lowe, an account group head, 


and Stanley A. Sibring, who has 
been with Royds since the company 
was formed and has been produc- 
tion manager, account executive 
and general manager. 


International Research 
Forms European Company 
Elmo C. Wilson, president of In- 
ternational Research Associates, 
New York, announces the forma- 
tion of INRA-Europe in Bad 
Godesberg, Germany. The new 
company, under the direction of 
Peter Schmitt, will coordinate all 
IRA research projects in Europe. 
Mr. Wilson called the step “a logi- 
cal outgrowth of the fact that for 
business purposes Europe is more 
and more coming to be regarded 
as a single market.” 


i Logan Joins Ahrend 


Constance Logan, formerly of 


|| Coronet Film Productions, has been 


named head of the newly-estab- 
lished film division of Ahrend 
Associates, New York, sales devel- 
opment and direct advertising 
company. 


Reed to Lester Langer 

James M. Reed, formerly with 
Chicago, 
has been named an account exec- 
utive of Lester Langer Advertis- 
ing Agency, Milwaukee. 


Ronson Names Publicis 

Ronson Products, London, has 
appointed Publicis, Paris, to han- 
dle advertising in France for its 
Varaflame gas lighter, 
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Australian Ad 
Spending in ‘57 
Hit $110,000,000 


SyDNEY, May 6—Total advertis- 
ing expenditures in Australia ex- 
ceeded £50,000,000 ($110,000,000) 
in 1957 or about £5 ($11) per head 
of population. 

These figures are necessarily 
approximate because there is no 
central authority tabulating ex- 
penditure on all forms of advertis- 


ing. But they are fairly accurate*)U. S. where Chrysler makes a 
|ear), and General Motors. 


because most of the total com- 
prises figures supplied to AA by 
agency organizations and other 
official sources. 

Not all advertisers work through 
agencies. The big retail stores, 
which are among the most sub- 
stantial newspaper advertisers, 


| 


handle most of their own accounts. | 


Many manufacturers also place 
their own advertising. Agencies 


probably handle about 60% of all| Sydney homes and 23% of homes) 
/in Melbourne now have television 
About 70% of total advertising| sets. These figures have been es- 


advertising. 


| panded their facilities are Dough- 
jnut Corp. of America; 


- coe 


now top the $600,000,000 mark. 
More than 750 U. S. companies 
market in Australia, 200 of them 
through manufacturing subsidi- 
aries or affiliates. 

Among the companies that have 
entered the market recently or ex- 


Admiral 
Corp.; Fruehauf Trailer; Interna- 
tional Business Machines; Timken 
Roller Bearing Co.; Chas. Pfizer & 
Co.; Rexall Drug Co.; Upjohn Co.; 
Abbott Laboratories; Singer Mfg. 
Co.; Vick Chemical Co.; Clark 
Equipment Co.; Allis-Chalmers 
Co.; Barber-Greene Co.; Caterpil- 
lar Tractor; Chrysler Corp. (this 
is the only country outside of the 


® Television has been and still is 
the most interesting and spectacu- 
lar development in the Australian 
advertising field. Of the four com- 
mercial television stations operat- 
ing now, two are in Sydney (popu- 
lation 1,950,000) and two in 
Melbourne (population 1,610,000). 

It is estimated that 20% of all 


expenditure goes into newspaper | tablished in just over 18 months— 
space. About 20% goes to radio|the first station began operating 
and television and the remainder is|in September, 1956. Sets are now 
spent in a variety of other fields. | being produced at the rate of) 
| about 20,000 a month. 
= There are 648 city, suburban; Television will extend shortly to 
and country newspapers; 985 con-| Brisbane (population 530,000) and 
sumer, rural and trade magazines;| Adelaide (520,000), the next two 
108 commercial radio stations, and| biggest state capitals. Within the! 
four commercial television sta-|next 18 months to two years it 
tions in Australia. | will be established in all six states 
During the past two years less | of the Commonwealth. 
than 3% of radio stations in Aus- | There is no inter-state televi- 


tralia have failed to make a profit. 'sion hook-up yet, but plans are 
Their total revenue last year was) | already well ahead for a coaxial 
£8,000,000 ($17,600,000). leable between major capitals. 
A major advertiser in Australia|Successful experiments have also 
spends anything from £500,000) been carried out with microwave 
($1,100,000) to £1,000,000 ($2,-| which, it is believed, will bring 
200,000) in a year. Unilever, one| television to the larger rural cen- 
of the biggest in the soap, deter-| ters. 
gent and food fields, spends at least 
£1,250,000 ($2,750,000). Several|m One of the interesting facets of 
others spend nearly £1,000,000| advertising in Australia is the ex- 
($2,200,000) each. |tent to which major newspapers 
Top advertisers include Cad-| entered the radio field in its early 
bury’s (confectionery), Caltex days, and more recently have ob- 
(oil), Colgate (soap), General Mo-| tained a tight grip on television. 
tors, Kitchen (soap), Ampol (oil),| Newspaper companies, or persons 
Balm (paints) and Johnson &/| substantially interested in news-| 
Johnson (drugs). | papers, own 11 of the more impor- | 
jtant radio stations outright and) 
# One of the biggest problems the | hold shares in 29 others. 
Australian advertising industry | When applications were invited 
has had to face in recent years has/|for television licenses newspapers, 
been the federal government’s im-| radio stations, film, entertain- 
port licensing policy. Because of|ment and electrical manufactur-| 
shortages of foreign exchange, and ing interests formed joint compa-| 
a fairly regular adverse balance of nies to obtain licenses. The result 
payments position, Australia has|was that three of the four com- 


had to restrict imports to prede-| 


termined levels. Those levels have 
seldom been static or predictable. 
They have fluctuated up or down 
according to world prices for the! 
raw materials, which earn the 


mercial television licenses issued 
so far are held by companies in| 


|which major metropolitan news-| 


| 


|papers or their affiliates have} 
controlling interests. 
The fourth commercial license 


bulk of the country’s export in-|is held by a company in which a| 


come. 

Advertisers 
never known with any certainty 
what 
what the prospects of prompt re- 
plenishment were, or what com- 
petition they could expect or fear 
from imported goods. 

Those conditions still exist and 
will continue for several years at 
least. In fact, it is difficult to pre- 
dict when they will disappear. Be- 
fore that can happen earnings 
from exports must increase 


|newspaper has a substantial in-| 


accordingly have/terest. It is generally considered 


‘certain that when television li-| 


stocks they should carry, | 


censes are issued for Adelaide and| 
Brisbane they also will go to com- 
panies in which newspapers own) 
a controlling interest. 


# Although there is no governmen- 
tal control of newspaper advertis- 
ing on a federal basis—some state 
governments have an advertising 
code—the federal government has 
| the constitutional power to control 


enough to show a healthy enough | advertising on radio and televi- 
surplus over spending on imports | sion. It exercises that power 
to meet the additional costs of! through a Broadcasting Control | 
shipping freights—no major Aus-| Board. An idea of the board’s| 
tralian shipping line operates on/| functions can be gathered from its 
external routes—and payment of last annual report, in which it 
interest and other charges on in-| says: 
vestments from abroad in Austra-| “While the board’s observations 
lia. indicate that the advertising 
standards are being complied with 
# On the other hand, Australia | by the great majority of radio sta- 
has been highly successful in at-| tions, there have been a few cases 
tracting U. S. capital. American of grossly excessive advertising in 
private investments here have in-| respect of which the board has 


creased by 25% since 1955 and | taken appropriate action. 


“Complaints have been received , 


from listeners concerning some of|cy—J. Walter Thompson Co— 
the excesses, which seem to sug-/|operates in Australia, but it is the) 


gest that there is a limit beyond | 
which advertising is not accepta- | 
ble to listeners. The advertising | 
standards attempt to strike a rea- | 
sonable balance between the de-| 
sire of the licensees to increase | 
their income and the capacity of 
listeners to accept advertisements 
in a spirit of good will.” 

Another example of listener re- 
action to advertising, this time on 
television, came from aé_ well- 
known newspaper critic who re-| 
ported recently increasing public | 
resentment of some types of tv) 
advertising. In the Federal Parlia- | 
ment the Post Master General, | 
who controls radio and television, | 
announced that, apart from one) 
experimental session, there had 
been no subliminal tv advertising 
in Australia. As a result of that 
experiment he had ordered that 


no subliminal advertising should Min “ Y — - 
in the f ith ffi- oy Be oe 
occur in the future without offi | Al Listed S/O. ~ 


cial approval. 


of Geo) gas 
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Only one U. S. advertising agen- | largest in the country, with an 
| estimated annual billing of $7,- 
000,000. + 


service 
SAFE DEPENDABLE 


LONG DISTANCE MOVING 


for your 


DISPLAYS & EXHIBITSie= 


© Courteous, dependable drivers 
. Expert, careful handling 

© “On time” deliveries 
© Efficient Traffic Control System 


Wheaton 


at your 
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“So we have new 


aa 
\ 
g 


neighbours in Baker Street, Holmes.” 


“Quite so, my dear Watson, 
y 


Young & Rubicam, advertising agents. 


They sell things, I believe.” 


On March 31 our London office moved into new and larger 
quarters at No. 8 Baker St. Similar expansions in other Y & R 
International offices appear to support the deduction made 
by the perspicacious Mr. Holmes. 


Young & Rubicam, Inc., New York, Chicago, Detroit, 
San Francisco, Los Angeles, Hollywood, Montreal, Toronto; 
London, Mexico City, Frankfurt, San Juan, Caracas. 
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Feature Section 


Advertising Age 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


Irrational Dreams, But Rational Behavior? .. . 


ieee 


Is Motivation to Blame? 


Weiss: What Is a ‘New’ Product? 


THE NATIONAL NEWSPAPER OF MARKETING 


Here’s One Armstrong Likes 


Woolf Outlines a Campaign 


Semanticist Hayakawa Blames Motivationists 


for Ills of Automobile Makers 


In the spring, 1957, issue of “ETC.: A Review of General Semantics,” noted semanticist S. 1. Hayakawa pub- 
lished an article, “Sexual Fantasy and the 1957 Car.” In the spring, 1958, issue of the same journal (of which 
he is editor) Prof. Hayakawa returns to the automobile wars with a stinging piece in which he asserts: “The 
trouble with car manufacturers (who, like other isolated people in underdeveloped areas, are devout believers 
in voodoo) is that they have been listening too long to the motivation research people.” His piece is reprinted 
here because of his contention that while irrationality is certainly abundant, most people “are reasonably well 
oriented to reality,” and therefore do not act out their irrationalities. It is doubtful, however, that Prof. Haya- 


kawa and the numerous others who have suddenly discovered how sane the American automobile consumer 


is, can prove their thesis by the past history of the automobile market. 


By S. I. Hayakawa 
Editor, “ETC.: A Review of 
General Semantics” 

The automobile is certainly one of the 
most important nonlinguistic symbols in 
American culture. As the advertisements 
keep telling us, it is one of our ways of 
telling others who we are, from Cadillac 
as a “symbol of achievement,” to Ford as 
a symbol of “young-mindedness,” to 
Plymouth, which says, according to a re- 
cent ad, “We’re not the richest people 
in town, but we’re the proudest. We’re 
the kind of family that gets a big bang 
out of living.” 

Even those who simply want transpor- 
tation, with no fads or frills or nonsense, 
can buy a Jeep and say so. The auto- 
makers are therefore the grammarians of 
this nonverbal “language,” and _ short- 
comings in the “language” are neces- 
sarily shortcomings in the range of ex- 
pression available to the consumer. 


Only One Kind of Car 

Different people have different needs, 
both with respect to transportation and 
self-expression. Hence there should be, 
in a rich economy like that of the U.S., 
variety in automobiles no less than in 
other facets of life. Hence I believe that 
manufacturers should build some cars of 
very high horsepower for those who need 
such cars, whether for practical or psy- 
chological reasons. I do not object to 
some cars being styled to allay uncon- 
scious sexual anxieties or to provoke 
space-ship fantasies, if people want such 
cars. Some cars should be little and un- 
pretentious, because there are many 
modest, unassuming people in the US., 
hard as this may be to believe on the 
basis of car ads. And since, as one ob- 
scene cigaret ad puts it, some people 
“like their pleasure BIG,” some cars, 
whether for practical or psychological 
reasons, should be big. Some people love 
ostentation; hence it is inevitable and nec- 
essary in a free economy that manufac- 
turers produce for their benefit some 
huge and suitably dazzling ostentation 
wagons. 


= My quarrel with the American auto- 
mobile industry in 1957 was not that it 
produced overpriced, overpowered, over- 


sized, and over-elaborate cars, but that 
it produce them almost to the exclusion 
of all other kinds. Except for some in- 
teresting experiments at the fringes of 
the market by American Motors and 
Studebaker, the dominating forces in the 
industry—General Motors, Ford, and 
Chrysler—are still carrying on in 1958 
their assault on consumer intelligence. 
The “Big Three” are producing no cars 
that are not expensive, hideous, and (ex- 
cept for a few sizes) costly to operate 
and powered far beyond the needs of the 
ordinary motorist. 

The Chevrolet, already too long, low 
and broad in 1957 for the practical, day- 
to-day use to which Chevrolets have been 
put ever since I can remember, is 9” 
longer, 2” lower, and 4” broader in 1958. 
Mercury (“The Big M’—for masculin- 
ity?) offers engines from 312 to 400 h.p. 
in its “Marauder” line. Again we are be- 
ing told that what we need is power (“Try 
the B-12,000 engine. It puts 12,000 pounds 
of thrust behind every engine stroke!”), 
Gull-Wing fenders, Swept-Wing styling, 
with Turbo-Flash performance, in Fire- 
sweep Corsair Star Chief hardtops with 
that Bold New Look. Again the explicit 
statement of the sex theme, “Hot, Hand- 
some, a Honey to Handle.” 


No Wonder They Don’t Sell 
For What? For Father to commute 17 
miles to work—a distance which, with 


favorable traffic conditions (and they are. 


not always favorable), he will cover at 
an average rate of 30 m.p.h. For Mother 
to drop Chrissie off at nursery school, 
stopping at the supermarket and the pub- 
lic library on the way back. For Doug, 
the candy salesman, to make his calls on 
neighborhood stores. For Florence, the so- 
cial caseworker, to visit her clients. For 
Pete, the insurance adjustor; for Stanley, 
the instructor at the university extension 
center; for Andy, the television repair 
man—all of whom need their cars for 
their work and their occasional holiday 
weekends. 

It does not come altogether as a sur- 
prise, therefore, that in the spring of 1958 
the volume of new automobile sales is 
crushingly disappointing to the trade. The 
Edsel has laid a colossal egg. Time (March 
31, 1958) reports that the sale of “me- 


dium-priced” cars has fallen disastrously. 
The manufacturers blame the recession. 


# One wonders, however, whether the 
recession itself is not partly to be blamed 
on the car-makers who, in defiance of all 
rational consumer  interests—economy, 
convenience, safety, maneuverability, and 
beauty—have been trying to foist upon 
the majority of the public fabulously 
overpriced jukeboxes such as only people 
of deprived origins or the neurotic would 
want to buy and only the prosperous can 
afford to maintain. What I objected to 
in the cars of 1957, and what I still object 
to in 1958, is the assumption apparently 
held by car-makers—an assumption re- 
vealed in the 200-plus h.p. engines and 
the tail-fins and the space-ship plat- 
forms with which they have equipped the 
lowest-priced and most popular cars, the 
Ford, Plymouth, and Chevrolet—that the 
majority of the population is mentally ill. 


Too Much Motivation 

The trouble with car manufacturers 
(who, like other isolated people in un- 
derdeveloped areas, are devout believers 
in voodoo) is that they have been listen- 
ing too long to the motivation research 
people. Motivation researchers are those 
harlot social scientists who, in impressive 
psychoanalytic and/or sociological jargon, 
tell their clients what their clients want 
to hear, namely, that appeals to human 
irrationality are likely to be far more 
profitable than appeals to rationality. This 
doctrine appeals to moguls and would-be 
moguls of all times and places, because 
it implies that if you hold the key to 
people’s irrationality, you can exploit and 
diddle them to your heart’s content and 
be loved for it. 


s The Great Gimmick of the motivation 
researchers, therefore, is the investiga- 
tion of irrationality, of which we all have, 
goodness knows, an abundance. Many 
people (perhaps most) have sexual anxi- 
eties and fears of impotence, as the moti- 
vation researchers say. Many upward- 
strivers (most, I am sure) like to impress 
their neighbors with the display of costly 
status symbols. Many people (surely not 
most!) allay their feelings of inadequacy 


with space-ship fantasies. 


But what the motivation re- 
searchers, many of whom call 
themselves Freudians, do not bother 
to investigate, since it is too obvi- 
ous, is rationality—or what Freud 
called the reality principle. Father 
may indeed see the bright-red con- 
vertible as a surrogate mistress and 
the hardtop as a combination wife- 
and-mistress, but he settles for a 
lesser car than either because Chris- 
sie is going to an orthodontist. Doug, 
in his secret fantasies, screams 
along the track of the Mille Miglia 
at 200 m.p.h., but in actuality, es- 
pecially when his wife and children 
are with him, he never drives above 
55. Andy’s dreams are crowded with 
jet-propulsion themes which clearly 
mark him as haunted by feelings of 
sexual inadequacy, but on his $85- 
a-week salary he cannot be snow- 
jobbed into a conviction that his 
self-respect requires him to main- 
tain a car that swallows $6 worth 
of gasoline every 200 miles and 
costs $100 to repair every time his 
fender is dented. 


® What the motivation researchers failed 
to tell their clients (perhaps because they 
hadn’t thought of it themselves) is that 
only the psychotic and the gravely neu- 
rotic act out their irrationalities and their 
compensatory fantasies—and it is because 
they act them out that we classify. them 
as mentally ill. The rest of us—the mildly 
neurotic and the mature, who together 
constitute the majority (among whom I 
make bold to include myself), are rea- 
sonably well oriented to reality. We do 
not indulge our fantasies unless it is 
socially and psychologically safe to do so 
(as in taking fencing lessons or marching 
in regalia in a Shriners’ parade) and 
within our financial means (as in read- 
ing paperback murder mysteries). 
Motivation researchers seem not to 
know the difference between the sane 
and the unsane. Having learned through 
their “depth” techniques that we all have 
our irrationalities (no great discovery at 
this date), they fatuously conclude that 
we are equally governed by those irra- 
tionalities at all levels of consumer ex- 
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penditure—athough it doesn’t take a so- 
cial science genius to point out that the 
more expensive an object is, the more its 
purchase compels the recognition of re- 
ality. The fact that irrationalities may 
drive people from Pall Mall cigarets to 
Marlboro or vice versa proves nothing 
about what the average person is likely 
to do in selecting the most expensive ob- 
ject (other than a house) that he ever 
buys. 


Cheaper Competition 

The trouble with selling symbolic grat- 
ification via such expensive items as the 
Phallic Ford, the Edsel Hermaphrodite, 
and the Plymouth with the Rear-End In- 
vitation is the competition offered by 
much cheaper forms of symbolic gratifi- 
cation, such as Playboy (50¢ a copy), 
Astounding Science Fiction (35¢ a copy), 
and television (free). When, on the ad- 
vice of their voodoo men, auto-makers 
abandon their basic social function of 
previding better, safer, and more efficient 
means of transportation in favor of en- 
tering the business of selling dreams (in 
which the literary and entertainment in- 
dustries have far more experience and 
resources), they cannot but encounter 
competition which they are not equipped 
to meet. 

The consumer rush to the little foreign 
cars does not appear to me a passing fad, 
although Detroit is trying to reassure it- 
self by saying that the foreign-car trend 
has reached its peak. The Morris Minor, 
the English Fords, the Hillman, the Sim- 
ca, the Volkswagen, the Volvo, the Fiat, 
and all the other lovely little bugs that 
we see today in increasing numbers are 
cheap to operate. As for what they “com- 


municate,” they give out simple, unas- 
suming messages devoid of delusions of 
grandeur. Their popularity indicates a 
widespread reassertion of an orientation 
toward reality, which says that $1,600 
is less than $2,800, that 30 miles per 
gallon is cheaper transportation than 8 to 
13 miles per gallon, that a 155” Renault 
is easier to park than a 209” Chevrolet. 
The very people who are writing the ads 
for Plymouth, Ford, and Chevrolet are 
driving DKWs, MGs, and Triumphs, 
while their bosses, the agency heads, ride 
around in Jaguars and Bentleys. It will 
take the American auto industry five 
years, if not a decade or two, to regain 
the respect and confidence of their best 
friend, the American consumer. 


® Now that American auto-makers, with 
hundreds of thousands of unsold cars on 
their hands, are in such deep trouble, you 
would think that they would turn away 
in disgust from the voodoo men who 
gave them such a bum steer. But they 
are slow to learn. Consumer Reports 
(April, 1958) quotes as follows from The 
Wall Street Journal: “Ford Motor has 
called on the Institute for Motivational 
Research to find out why Americans buy 
foreign economy cars.” 

Although the answer is right there in 
the question, I am sure that the Insti- 
tute for Motivational Research is not so 
stupid as to point out this fact to the Ford 
Motor Co. I foresee, therefore, years 
of prosperity ahead for the Institute for 
Motivational Research, for Social Re- 
search Inc., and all the other Shamans of 
the Hard Sell. But will Ford be able to 
survive another round of good advice such 
as they got on the Edsel? + 


On the Merchandising Front... 


What Is a ‘New’ Product? 


By E. B. Weiss 

I’ve heard it said (and always doubted 
it) that something like 80% of “new 
products” fail to make the grade. 

One reason I’ve doubted that figure— 
and other estimates on the success, or lack 
of it, attending new 
products—is that I’ve 
yet to see a definition 
of what constitutes a 
new product. 

Even the so-called 
new products commit- 
tee of certain chains, 
notably the food super, 
takes a decidedly flex- 
ible attitude toward 
a “new” product. In- 
deed, a good deal of the time of the new 
products committee is taken up with new 
propositions, rather than with new prod- 
ucts! 

I note that one food super reports that, 
since 1950, “new items” have been added 
at the rate of some 200 per year. I have 
heard other chains report that they are 
offered from 2,000 to 8,000 “new items” 
each year. 


E. B. Weiss 


= Now the general tendency is to assume 
that a new product represents an item 
that has never before been on the market 
—something, for example, like the tele- 
vision receiving set immediately after the 
war. But never was an assumption more 
completely without any foundation. 

The bald fact is that a substantial 
percentage of so-called new products are 
new to the retailer only because he hasn’t 
stocked them before. Actually, many of 
these “new” items have been on the mar- 
ket for years. 

For example, the food chain that re- 
ports an addition of 200 new items per 
year may in truth have added no more 
than 10 or 20 items—if that many—that 
were really new in the sense that they 


had never before been on the market. 
Very likely, no less than 150 of those 200 
items had been on the market for consid- 
erable periods of time and were new to 
this chain only because this chain had not 
previously stocked the category (like a 
new non-food), or had not previously 
stocked the brand, or the size, or the price 
line, etc. 

Of the remaining 50 of those 200 “new” 
items, the large majority probably con- 
sisted of: 

1. Relatively minor package changes. 

2. Minor changes in formula, in con- 
struction, in shape, in color. 


@ Perhaps these are new products. But 
they are not what most of us contemplate 
when we talk or think about new prod- 
ucts. 

Even where the package or product 
change is substantial, the altered item is 
not a new product in the strict meaning 
of the term. For example, the Ipana Plus 
package and price line both represent 
considerable departures from dentifrice 
packaging precedence, but the toothpaste 
itself is quite the same. Similarly, Pepso- 
dent’s striped toothpaste involves prima- 
rily a change in color and in packaging; 
I doubt that when we talk about new 
products we have this sort of development 
in mind. 

However, I acknowledge that whether 
or not these two dentifrice innovations 
represent new products is debatable. 
Certainly they represent—if nothing else 
—borderline examples of new products. 
But they in no way could be compared, 
for instance, with Saran Wrap which, 
when it was originally introduced, clearly 
represented a new product. 

However, I am not attempting to define 
what constitutes a new product; I’m not 
making the attempt because I really don’t 
know how properly to define a new prod- 
uct. All that I am attempting here is to 


Advertising Age, May 12, 1958 


sorrrrrr 


The Creative Man‘s Corner... 


Ofte and pertenie typeerters = Acting deine quis - Pri 


by, the factory. 


States Olivetti 


These Are Factories 


‘Bhotivetti 


Well, boys, this is where we came in. And the maze (we assume it’s a maze) 
up at the top suggests that life is a bewildering, endless circle. (Or maybe this 
is the Irish branch of the Olivetti family—the O’Olivettis.) 

Olivetti, the copy says, was founded 50 years ago. Seems less than that 
that some irreverent insurgents in advertising—writing people, attracted by 
the challenge and the money of advertising—were fighting the battle of the 
picture of the pretty girl, the portrait of the founder and that good old stand- 


Advertisers we knew would certainly never let their factories be portrayed 
like this. But they sure would have approved the copy: 
machines are made and assembled in 11 factories in six countries on three 
continents, and sold in 106 countries. Founded 50 years ago, Olivetti today 
employs 22,000 people, makes almost every major type of office machine, 
has sold 3,000,000 typewriters and nearly 700,000 calculators. In the United 
offers adding machines, 
machines and typewriters through dealers in all principal cities.” 


So here we are again, despite all the research from readership to motivation, 
back at the portrayal of the factory. These things look rather like braids, but 
they are factories. Olivetti factories. The copy says there are 11, but the 
illustration shows 18 different units. Or maybe this is the major change, 
the modern touch. Maybe the factories don’t even look like this! + 


“Olivetti office 


printing calculators, accounting 


point out that we accept statements such 
as 6 out of 10 or 8 out of 10 new products 
fail—yet we haven’t the faintest notion 
how new these new items really were. 


= It is my opinion that if we think of a 
new product as something on the order of 
Saranwrap, then I believe study would 
show that the record of our big corpora- 
tions, in particular, in the introduction 
of truly new products is pretty good— 
certainly the failure rate here is nothing 
like 60% or 80%. On the contrary, I be- 
lieve the success rate is probably of that 
order. 

Take a company like Minnesota Mining 
& Mfg. In proportion to its annual dollar 
volume, MMM has had, in recent years, 
probably the largest staff of laboratory 
scientists in this nation. This remarkable 
laboratory has turned out an amazing 
flow of entirely new products, as well as 
an amazing flow of dynamic improve- 
ments in the company’s basic products. 


I believe the record will show that the 
percentage of “hits” on the company’s 
new items for the consumer market has 
been considerably above 50%—and per- 
haps above 75%. 

Similarly, I think it will be found that 
new items never before on the market, 
and new items representing substantial 
changes from the old introduced by 
General Foods over the last few years 
have scored in somewhat the same range 
of success. Much the same may be said 
for Johnson & Johnson in the drug field. 
Why, even in the extremely speculative 
cosmetic market I believe the records 
will show that strictly new items, like 
the newer dandruff remedies and the new 
hair sprays, compile a highly respectable 
success record when introduced by the 
large cosmetic organizations. And I am 
quite certain that the Procter & Gamble 
record with strictly new items is an envi- 
able one. 


In any event, whenever we hear com- 
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The interim ABC Publisher's Statement for the first quarter of 1958 
shows that Sports Afield averaged 1,053,037 circulation —the highest 
first quarter in its history. 

Once again, here is dramatic proof that Sports Afield is the leader in 
the sportsmen’ 8 field ... with the biggest guaranteed and delivered** 
circulation at the lowest rate pe thousan 
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ments about “new” products it would be 
wise to ask ourselves whether products 
that are really new are involved, or 
whether the new items involved merely 
minor changes, or are new to the retailer 
only because he hasn’t previously stocked 
them. 

There’s more “old” than “new” in the 


“new product” situation! 

And that singularly inept, inefficient, 
incongruous, concept that is completely 
erroneously called the new product com- 
mittee by certain chains unquestionably 
spends 80% of its time on items and lines 
that are as new as last month’s daily 
newspaper, # 


From an Art Director's Viewpoint... 


Quick, Watson. ..the Camera! 


Why did all these whiskies (65 of them/) 
try to imitate Canadian Club ? 


renee Nath PRON KuMRne OF Re MHLKEY MenNRINNE One MntEK? nie 


By Andy Armstrong 

When a copy story is exciting, it’s almost 
too easy to embroider it with pictures. You 
can be very fascinating visually—and take 
the cutting edge off a great thought. 

Dull stories, on the other hand, need 
help. They reach deep- 
er into the art direc- 
tor’s reservoir of in- 
ventiveness. Dull sto- 
ries can make his 
working day delight- 
ful. Full of challenge, 
as they say at the 
Office Managers’ Club. 

Here’s another club. 
Canadian Club. With a 
dull, dull story. 65 “un- 
scrupulous distillers’—real bad boys— 
have tried, at one time or another, to cash 
in on Canadian Club’s rep. Now you could 
get fancy with this moribund concept and 
come out looking either mock-sensational 
or tediously argumentative. The picture 
could be even duller than the thought. 


Andy Armstrong 


s For instance, you might rack 65 bot- 
tles up on shelves in a studio shot with 


Canadian Clab 


lighting in the tragic mood. Or arrange 
them, like crime exhibits, on a table top. 
There are dozens of ways to handle 
them that would be no surprise at all. 
Just static glassware. 

You might have the cop—or revenuer 
or company nightwatchman or whatever 
he is—waving one of these bottles at 
you, or holding it to the light, or some- 
thing else you’ve seen a thousand times. 

Let us congratulate, then, the man who 
saw a challenge in this dismal little scan- 
dal from over the border. 


= He took the bottles out to the lawn, 
where no one has ever seen a standing 
bottle. He stood them like tenpins on a 
bowling green, in the sunlight, getting a 
bristling new pattern, but still a plausible 
one. The never-before-seen, although 
completely unexpected, stays within the 
bounds of the possible. The result is a 
walloping interruption of the reader’s 
progress through the book, while his ideas 
of reality remain unviolated. 

MORAL: Pictures are like Ovaltine. 
They can put a nervous story to sleep, or 
wake up a dead one, # 


Looking at Radio and Television ... 


Daytime TV Revisited. 


By the Eye and Ear Man 

In an unpublicized, quiet way, daytime 
television has emerged as a steady mon- 
ey-maker for networks, an effective ad- 
vertising vehicle for advertisers, and a 
good way for housewives to while away 
the lonely hours before the old man and 
the kiddies come home. 

In radio, past and present, daytime 
meant an economical way to reach house- 
wives with remarkable sales effective- 


ness. In general approximately $800,000 
bought an advertiser a quarter-hour day- 
time serial, five times a week with 15 
minutes of commercial time. 

In television, assuming certain dis- 
counts, $800,000 buys a single quarter- 
hour weekly participation on a show, 
which entitles an advertiser to three min- 
utes of commercial time. The sponsor 
generally divides his time into a “major” 
two-minute commercial on one day and a 


‘ 2a ‘ 


“minor” one-minute commercial on an- 
other day. 


= Is daytime television worth five times 
as much as radio? Programming patterns 
are pretty much the same. The bulk of 
daytime programs are either 15-minute 
or 30-minute stories or 30-minute quiz 
or participation shows. In the minority 
are variety shows like Arthur Godfrey 
or “American Bandstand” or the hour 
drama. 

Audiences in tv are growing rapidly, 
so that in the peak season the average 
daytime show reaches about 4,000,000 
homes with one woman and a few kids 
per home. A real smash hit will get 
almost 6,000,000. 

Most tv day shows come in at about $2 
a thousand homes a commercial minute. 
Radio came in, and still does at about $1 
per thousand. This makes daytime tv 
about half the cost of nighttime tv with 
about half the average audience and, 
of course, without men or grown children. 


= Daytime video also has a limitation in 
its reach. The greatest duplicated audi- 
ence will level off at about 40% of all 
homes. And, although about 80% of all 
homes are available at some time during 
the entire day, the fact remains that 
many cannot or will not watch daytime 
television. In the nighttime it is theoret- 
ically possible to reach almost everybody 
in a six-month period of time with a 
popular show. - 

A phenomenon of daytime is that seven 
story shows will be produced by Procter 
& Gamble for its exclusive use, Monday 
through Friday, representing a staggering 
165 minutes of commercial time for P&G 
during every week of the year. In addi- 
tion, P&G has about as much time on as- 
sorted non-exclusive shows. 


s Why, then, do advertisers use the day- 
time if the audience is restricted numeri- 
cally and to women only? Here are some 
of the reasons: 

1. The out-of-pocket costs of daytime 
are well below nighttime (about 25% 
as much per minute). 

2. The commitments are short. The long- 
est is 13 weeks and the shortest may be 
a single use. 

3. The woman of the house, who does 
most of the buying, can be reached at 
a time when she can make a purchase or 
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use a product already on her shelf, 

4. It is easy to clear stations. 

5. Many shows carry product identifica- 
tion throughout the show. 

6. There is less risk. (The range of cir- 
culation between the highest and lowest 
shows is two to one. At night, it is five 
to one.) 

7. Competitive situations make good dis- 
counts available and they are getting 
better all the time. A choice of horizontal 
or vertical continuity is possible, with a 
resulting time rate of about a third of 
night rates on ABC. 

8. Selling seems to be traceable and ef- 
fective. 


# If a single reason can be given for 
daytime popularity, it is the personal 
salesman. With little more than a prop of 
a product and a “do and don’t” list, 
Arthur Godfrey, Garry Moore, Art Link- 
letter, Bill Cullen, Jack Barry, John 
Conte, Dick Stark, Bob Barker, Bill Ley- 
den, Jack Bailey, Jim McKay, Warren 
Hull, etc., have literally moved tons of 
merchandise. These super-salesmen have 
penetrated the indifference barrier of 
housewives in a fashion few night film 
spots have done. 

It may well be that the mental attitude 
or gullibility of a woman alone in the 
daytime is more vulnerable to a vigorous 
sell delivered by a personable man she 
views as a friend. 

But whatever the reason, it is a fact 
that the same advertisers, who found 
daytime radio a great sales tool, are now 
using television in a similar fashion. P&G, 
Lever, Colgate, General Foods, Standard 
Brands, General Mills, Pillsbury, Sterling 
Drug, American Home Products, etc., are 
all big investors in the daytime. None of 
these companies is noted for extravagant 
media expenditures. Apparently there is 
proof of sales. 


= And so we leave the land of make- 
believe where it is easier to make a 
lonely woman cry than laugh, where the 
woman is always superior to the male, 
where games of chance are won by ordi- 
nary people, where a Cinderella can really 
become a queen. And as we leave this 
land in the wake of the friendly, smiling, 
sincere salesmen, comes the cacophony 
of thousands of cash registers ringing up 
millions of dollars of sales for smart ad- 
vertisers who use the medium well. # 


What They Were Saying 25 Years Ago... 


Advertising Age, in an editorial (AA, 
April 8, 1933): 


“According to an advertisement of The 
American Weekly published in the April 
1 issue of ADVERTISING AGE, Florida can- 
ners of rattlesnake meat have found an 
eager market for their products...In 
this period of doubt and hesitation, when 
many advertisers are wondering whether 
they can sel] their products to a public 
which they vision as reluctant to part 
with money in exchange for commodities, 
there ought to be something highly sug- 
gestive inewhat happened to the rattle- 
snake market as the result of some pub- 
licity which presented the product in 
interesting and dramatic style.” 


Ralph Gates, assistant manager, sales 
promotion and advertising, Edison General 
Electric Appliance Co., in a letter to the 
editor (AA, April 8, 1933): 


“Two weeks ago I telephoned and ar- 
ranged to have tickets for a radio broad- 
cast at the NBC studios in the Merchan- 
dise Mart mailed to me. About three days 
before the broadcast I received a menu 
from the restaurant in the Merchandise 
Mart. Evidently, they have arranged to 
secure the names and addresses of peeple 
securing tickets for radio broadcasts. 
Each person on this list is sent a menu 
with a suggestion that he dine at the 


restaurant on the evening on which he 
attends the broadcast. Here is one restau- 
rant owner who is wide awake.” 


John E. Sharp, vp of Aluminum Seal 
Co., in a letter to Advertising Age (AA, 
April 8, 1933): 

“In the striving after the bizarre and 
striking, which has characterized so 
much package design in recent years, 
the interests of the consumer have suf- 
fered ... A test carried out in chain 
stores where ten different designs of bot- 
tles and seals were exhibited and where 
women purchasers were requested to 
rate them according to preference, 
showed startling results. Seventy-five 
per cent of the women expressed disap- 
proval of one much used type, many 
going so far as to state that they never 
purchased products using that seal be- 
cause it cut their fingers and was diffi- 
cult to remove.” 


Walther Buchen, president of The 
Buchen Co., addressing the Engineering 
Advertisers’ Assn. (AA, April 15, 1933): 

“There are few things less convincing 
in these skeptical times than market data 
based on the Census of 1930. It is a col- 
lection of last year’s bird’s nests—un- 
usable and generally not worth recon- 
structing. Advertising must deal always 
with the present and future.” 
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al, Forty tires 


Take a census of all the tea carts, baby 
buggies, bicycles, wheeled toys, and mobile 
cocktail bars in your own menage—and you 
may find that you, too, own forty tires. 

At this point, however, any resemblance 
between you and a SuccessFUL FARMING 
subscriber ends. Because one-quarter of all 
SF subscribers own 40 new tires—on cars, 
trucks, tractors, other machinery. 

Now you may be as unaware of farming 
as a Brooklyn born subway guard, but this 
one item about tires may suggest the scope 
of the present day farmer who makes a five- 
figure income by farming—and also the 
scope of SuccEssFUL FARMING. 

Farming is a business in transition, 
changing almost as fast as electronics or 
missiles. It requires money, big capacity, 
power, machines, assorted know-how and 
skills, new knowledge —and efficient and 
economical production. 

SuCCESSFUL Farminc is published for 
the volume producer of corn, grain and 
livestock products, to help him keep up 
with his business. 


He doesn’t read SF—he studies it! And 
clips, files and refers to SF articles again 
and again. His wife does likewise. For the 
starkly simple reason that SF helps him 
make more money, helps her save work, 
helps the farm family live better. 


SuccessFUL Farminc has been doing 
its job for fifty-six years, and never kidded 
the customers. Like the Harvard School of 
Business, it specializes in the case history, 
the realized accomplishment, with how-to 
diagrams, photos and details. Whatever SF 
says will work, has worked! In consequence, 
it has accumulated a degree of respect and 
influence, affection even, that no general 
publication can match, or even shoot at. 

And it has attracted the country’s best 
and brightest farmers and most prosperous 
farm families. The estimated average cash 
income (from farming) of the SF farmer 
last year was $10,870. And its circulation 
is concentrated among the 41% minority 
of farmers who produce 91% of the total 
US farm cash income. 

As a consumer medium, it offers the 


ie a =the ie i iia eget 
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per family! 


advertiser one of the world’s choicest class 
markets, in a choice waste-free package 
of 1,300,000 circulation. Nothing delivers 
an advertising message more effectively, 
or more cheaply. 
If your 1958 business isn’t as good as you 
» had originally anticipated, 
you can use SF to your 
i advantage—to find new 
quality customers, and 
to balance your national 
advertising in an important 
segment of the national 
market where general 
edia have little penetration. 
For details, call any SF office! 
Meredith of Des Moines . . . America’s 
biggest publisher of ideas for today’s living 
and tomorrow’s plans. 


“Okay. | believe Successful Farming 
is a good market, but we lack distribution 


Today small towns have supermarkets. 
And for major items, SF readers drive 
to your dealer in the nearest big town. 


The SF farm family has money— 


EEE 


ea 


Customers that come to you! 


in the sticks” says you. Phooey! 


estimated average cash farm income in 1957 

was $10,870! And SF has influence 

unmatched by any other medium, 

delivers your story most effectively, 

and most cheaply. For more sales, 

3 for better balance of national schedules, 
you need SF! Call our nearest office! 


Successful Farming ...Des Moines, New York, Chicago, Detroit, 
Philadelphia, Cleveland, Atlanta, San Francisco, Los Angeles. 
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Salesense in Advertising ... 


The Wesson Oil Story 


By James D. Woolf 

I have always been a strong believer 
in the strategy of focusing the reader’s 
(or the listener’s) attention on a single 
strong selling point and staying with it, 
as against spreading emphasis over a vari- 
ety of themes. We seem 
to remember most viv- 
idly those things that 
are impressed on our 
minds in terms of a 
single symbol or idea. 

I should not go so far 
as to say that advertis- 
ing campaigns should 
always be built around 
‘a single core idea. 
There undoubtedly 
have been many cases where advertising 
has succeeded through the use of a wide 
variety of ideas and appeals. But I do be- 
lieve that, in most situations, advertising 
has greater impact and is more memorable 
when the selling appeal is centered around 
a single idea or a single group of closely 
related ideas. 


James D. Woolf 


= The meeting took place in the office of 
the account executive in an important ad- 
vertising agency. Up for decision was a 
new campaign for an automotive product. 
Present were the account exec, the agen- 
cy’s creative production chief, and the 
writer who had dreamed up the new 
theme. On the rail was the pattern layout, 
a 1,200-line newspaper advertisement, 
exemplifying the “Big Idea.” Everybody 
agreed the pattern was It. 

The copy man referred to the next 
step—namely, “getting up” a series of 
a dozen or so ads playing up the same 
theme in a variety of ways. The creative 
chief, a brilliant student of advertising, 
shook his head doubtfully. “I suppose 
that’s what we'll likely do,” he said, “but 
I think maybe it won’t be smart. Here’s 
a pattern ad that says exactly what we 
want to say—says it quickly, understand- 
ably, and dramatically with a few skilful- 
ly selected words. I think perhaps we 
ought to run the ad as is over and over 
again.” 

The creative chief went on to explain 
that, as he sees it, it takes a long, long, 
LONG time to sell an idea to the American 
public. 


= In this connection I have been very 
much impressed with the advertising of 
Wesson Oil. For quite some time the Wes- 
son print ads as well as the Wesson tv 
commercials have hammered away at a 
single core theme: “Wesson oil takes the 
smoke out of frying!” So interested have I 
been in this campaign that I asked my 
friends at Fitzgerald Advertising Agency, 
New Orleans, to tell my readers all about 
it. What follows is the story just as they 


wrote it for me. We are indebted to them 
for this revealing explanation of the 
thinking behind the fine Wesson Oil 
promotion. 

In 1956, Wesson Oil was far and away 
the biggest seller in a market growing 
seven times faster than population. This 
growth was largely a result of Wesson’s 
promotion and advertising. While many 
consumers had used vegetable oil for 
salads and, to some extent, as an all-pur- 
pose product, Wesson proceeded to pro- 
mote exciting new uses. In baking, for 
example—the Chiffon cake, Stir-n-Roll 
pastry, Stir-n-Drop cookies, to name a 
few. Naturally, Wesson’s widely adver- 
tised innovations were followed by its 
competitors. In 1956, they were getting 
into Wesson Oil’s share of the growing 
market with aggressive price cuts and 
dealing, plus heavy advertising. In addi- 
tion, baking and salad opportunities for 
oil were being reduced by the rapid 
growth of prepared mixes and prepared 
salad dressings. 


= Exhaustive research in depth pointed 
to the volume opportunity for vegetable 
oil in frying. Solid shortenings had the 
bulk of this frying use. The creative peo- 
ple initiated exhaustive tests by the home 
economists of the Fitzgerald agency staff. 
These tests pointed to Wesson Oil’s 
demonstrable superiority as a_ frying 
agent. A complete marketing strategy, 
plus Marketing Creativity—what Fitz- 
gerald people refer to as “M.C.”—pointed 
to only one conclusion: Demonstrate Wes- 
son’s frying superiority to the public. In 
other words, show solid shortening smok- 
ing, and Wesson oil not smoking at identi- 
cal frying temperatures, in two frying 
pans. 

Because of the power of the “smoke, 
no-smoke” demonstration, television was 
selected as the kick-off medium. In a 
saturation campaign of one nighttime and 
four daytime network shows (see still 
of commercial below), the commer- 
cials previously tested before live audi- 
ences were governed by four considera- 
tions: 

They must inform. 

They must be entertaining. 

They must focus attention entirely on 
the demonstration, hence the “black” set 
and the black clothes of the presenters. 

And, above all, they must be honest, 
even to admitting that the presenters are 
an “acting” couple. 


= At the start, the commercials were done 
live. The producer had a problem with 
the technicians. They wanted stand-by 
“smudge pots” in case the solid shortening 
wouldn’t smoke on cue. They didn’t get 
them. They weren’t needed. 


The tv campaign broke February, 1957. 

The print version started in supple- 
ments a few weeks later, and the maga- 
zines followed. Again, the same principles 
were applied, and the demonstration ad 
was patterned as closely as possible to 
the commercial for the carry-over re- 
membrance factor. 

Research proved the value of this think- 
ing. Gallup-Robinson responses were 
filled with “I’ve seen that ad on tv.” 
Much heart searching went into the 
problem of “How long can we run one 
ad?” The Wesson Oil people had the 
courage to stand fast to the principle 
that it was better to run it too long than 
too short. As of this date, that one ad 
is still running, virtually unchanged. In 
recent months, variations of the ad have 
been added (see ads shown here). 
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The demonstration was made the focal 
point of the Wesson Oil sales meetings. 
Again, it was done “live.” Salesmen were 
called from the floor to make the test 
and see for themselves. They were con- 
vinced. 


= The results? This concentration on 
sinking home one salient fact of superior- 
ity, vitally interesting to the public, 
helped reverse a share-of-market trend. 
In 12 short months, Wesson Oil, already 
the leader in a growing market, increased 
its share of market by 20%. 

It is always difficult to pin down the 
factors that make for a sales success 
story, but in this case the Wesson Oil 
people and the Fitzgerald agency believe 
that this campaign had a lot to do with 
the fine sales results. # 


Telling the Terms of the Contract 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Some time after the terms of a union- 
company contract have been agreed upon 
and signed, the contract itself is printed 
in booklet form. Each member of the bar- 
gaining unit receives a copy of this fine- 
print legalese, in the faint but official 
hope that he will immediately sit down 
and read it from cover to cover. 

The fact is that, unless he’s a union 
official to whom the contract is a manual 
of frequent reference, he doesn’t even 
look at it. Many supervisors, one of whose 
major managerial responsibilities is to 
know the contract, don’t even know where 
they put it. The average union steward 
knows the contract better by far than the 
average supervisor. 


= It takes weeks and sometimes months 
to get a labor contract from the printer. 
It must be read and approved; correc- 
tions read and approved. By the time the 
bundle comes from the print shop for 
distribution, everyone involved in the 
contract has forgotten about it except 
the day-to-day negotiators of management 


and labor. 

When a company signs a labor contract, 
the time to announce the terms of the 
contract—simply and understandably— 
is right now. Few companies ever do it 
because they know the printed manual is 
due to come out. In the interim the 
whole operating mechanism of a plant 
can get snarled up because of misunder- 
standings, lack of interpretation and con- 
fusion born of in-plant suspicion. 

Consolidated Edison Co. in New York 
City uses its bright and newsy monthly 
employe magazine, “Around the Sys- 
tem,” to get the clear, capsuled report of 
the contract out fast. Instead of wading 
through dozens of pages of fine print sev- 
eral weeks from now, the company’s 
employes this month can pick up their 
employe publication and get the high- 
lights of the entire contract in a single, 
simply-written page. If an employe re- 
quires elaboration, it is readily available 
to him; meanwhile he has the factual 
highlights before him. 


= Many companies, of course, brief their 
supervisors immediately upon the sign- 
ing of the contract; actually many con- 
cerns keep the supervisory force posted 
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You're No. 1 


\ ittsher mind... 


when you advertise 


| 
i} 


in her No.1 magazine 


wo. EJ in CiRCULATION 
wo. EI] iN NEWSSTAND SALES 
no. EJ in ADVERTISING 


Way are businessmen interested in Ladies’ Home 
Journal today? 


Because businessmen have noticed the way the 
Journal’s circulation keeps climbing, breaking record 
after record. January, 5,722,000... February, 5,752,000 
...March, 5,881,000.* And businessmen know that 
“reaching” millions of women is fairly simple—but 


influencing millions of women the way the Journal 
does is quite another matter. 

Today—more than ever—the Journal’s wonderful 
world of women means business. 

That’s why, in the first quarter of 1958, advertisers 


invested $6,558,207 in the Journal—an all-time high. 
*Publisher’s estimate 
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on day-to-day developments during ne- 
gotiations. The use of communications 
tools to report promptly on contract de- 
tails, however, is woefully limited. The 
result is that supervisors must spend 
endless hours trying to unscramble 
doubts in the minds of employes; the 
plant grievance machinery gets clogged 
with needless complaints. Personnel of- 


> ees Pe “gees 
bg ie. a 


ficers are kept busy answering the same 
simple, tedious question over and over 
again. 

The solution is to get the report on the 
contract out fast. If a communications 
man wants to perform a genuine service 
to a harassed management, he will get 
his communications devices ready to 
spring into action. + 


Mail Order and Direct Mail Advertising ... 


Meeting the 


Rate Raises 


on Your Direct Mail 


By Elon G. Borton 


The postal rate situation is still not def- 
inite as this is written. The Senate and 
the House of Representatives have still 
to resolve their differences over the future 
rates of mailings. Each house has voted 
to raise certain rates, 
but they differ on 
which ones. But it is 
virtually certain that 
the final outcome will 
be raises on practically 
all classes of mail. 

The raises which 
most affect direct mail 
users will be on first 
and third class rates. 
The House has voted a 
1¢ rate raise on first class nonlocal] letters 
both usual and air mail and the Senate a 
2¢ raise. Probably the outcome will be the 
House raise of 1¢. This will be a 334% % 
raise on general mail and 162%4% on air 
mail for those mailers who use first class 
mail. 


Elon G. Borton 


= Both houses have voted a l1¢ raise 
(50%) per piece for the first two ounces 
of 3rd class and 2¢ (14 2/10%) per pound 
on bulk mail. Books and catalog rates go 
up in about the same proportion and the 
annual bulk mailing fee will double from 
$10 to $20. 


Tips for the Production Man... 


Supply Sources-Part 


By Kenneth B. Butler 

We note in ApveRTIsING AGE (March 
24) that Schenley Distillers is studying 
a plan to have invoices for production 
costs such as engravings, printing, etc., 
after agency approval, be sent to them 
for payment, with the client remitting to 
the agency its commission. This may 
start a trend. It is sure to stir up a con- 
troversy. It is a point of procedure which 
has two sides. 

There is no question but that misun- 
derstandings arise between client and 
agency over the amount of some of the 
bills rendered in connection with the 
production requirements of advertising 
and promotion. The agency sees the 
many-faceted details which go into the 
making of the creative product—the ad- 
vertiser frequently, we might say usu- 
ally, does not. 


= Many an agency has been scuttled be- 
cause of the feeling of the client that 
production costs were too high, even 
when there was complete satisfaction 
with the creative job being done. Accur- 
ate advance quotations and advertiser 
acceptance will almost entirely eliminate 
this; yet on a complex rush creative 
job it is not always possible to predict 


There is no use crying over it now or 
berating Postmaster General Summer- 
field for some of his arguments and 
tactics. He did a clever job of prop- 
aganda and politics. Some profit fringe 
operators will go out of business, but 
most firms will accept the licking and 
buckle down to profitable operation un- 
der the new rates. It can be done by 
most of us, but it will require some 
sweat and brain effort. 

Obviously almost every phase of our 
mailings will have to be checked and re- 
checked—beginning at the very begin- 
ning. Can our product be bought or made 
more cheaply in order to give us more 
leeway on our margin? Is our prospect list 
right? Are we making too many mail- 
ings? Can we cut the size of our mailing 
piece or the quality of the paper? If we 
are mailing first class could we mail 
third class instead? 


= Can we increase the effectiveness of 
our copy and thus our percentage of re- 
turns? Can we buy our mailings mate- 
rials or work more economically? Can we 
tie in our mailings more efficiently with 
our sales force or our dealers? 

Question everything you are now doing 
and check everything which could con- 
ceivably cut down mailing costs or in- 
crease the results. That is the American 
way of overcoming seeming obstacles. + 


of an Agency's Skill? 


an accurate cost. Alas, the advertiser 
often is more to blame for the additional 
costs than the agency, because of change 
of mind and unforeseen developments. 

Development of an advertising piece 
often becomes so engrossing that both 
parties lose sight of the dollars to which 
they are committing themselves. 

Would happy relations be promoted if 
the client secured all quotations, issued 
all purchase orders, and paid all bills? In 
theory this sounds like an easy solution. 
Yet, as we all know, this would ham- 
string many operations. To get a firm 
price there have to be firm specifications. 
Much creative work requiring purchas- 
ing is not very clear cut .. . it just “de- 
velops.” Too, the purchasing department 
is not always the best judge of compar- 
ative values. 


® Actually, is it not one of the important 
skills of a creative agency to possess 
carefully developed and dependable 
sources of supply? Is it not the agency’s 
job to know where to procure the highly 
specialized needs of advertising require- 
ments? Are not quality and delivery 


speed linked with cost? 
We think an agency’s list of proved, 
specialized sources is part of its know- 


how. Possessions like these are not al- 

ways given out, willy-nilly. Does Macy’s 
tell Gimbel’s? Does a magician reveal the 
secrets of his performance? 

I once asked a representative of one of 
the nation’s oldest and largest publishers 
a question which I thought he would be 
delighted to answer. His candid reply 
was, “If I tell you, then two of us know!” 


® The agency which has nothing to hide 
relative to its markups or fees on ad 
requirements should, we presume, be 
willing to put all the cards on the table. 
Yet there are many creative assignments 
on which 15% of production costs doesn’t 
begin to cover the preparatory costs and 
handling. Proposing a flat fee is bidding 
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on an unknown. Purchasing departments, 
on the other hand, do’t like fees based 
on time spent. 

There is no pat answer. Advance esti- 
mates will help to alleviate misunder- 
standing. Budgets and budget controls 
will afford control but not necessarily 
improve economy. The agency’s basis 
of markup should be mutually under- 
stood. Creative costs should not be buried 
in billings for production but human na- 
ture being what it is there will be many 
relationships where this tendency will 
prevail. Where practiced, however, the 
agency will have to be prepared to ex- 
plain client evidence that a competitive 
product could have been obtained else- 
where for less. # 


Reproduced above are two examples 
of a group of slides shown to Min- 
neapolis art directors during a talk by 
Knox Reeves’ creative director, Otis 
Winegar. 


“O” was the title of his talk, partly 
because he knows art directors like 
short headlines but mainly he chose 
the “O” or circle for its symbolism of 
unity and continuity: “An ‘O’ is com- 
plete. Your eye can start at any place 
on its perimeter and you will be led 
unerringly back. Each part of the let- 
ter or figure is equally important. Re- 
move any portion of it and you have 
destroyed the circle completely,” said 
Mr. Winegar. 


“In looking at proof books of copy- 
writers and art directors, I have found 
that a certain kind of advertising has 
seemed to me almost invariably su- 
perior to what we might call the gen- 
eral average.” 


This superior kind of advertising, sug- 
gested Mr. Winegar, is that which pre- 
sents such a complete unit that any 
significant change in illustration or 
headline would completely destroy or 
materially weaken the ad. 


While “‘not necessarily true of all good 
advertising,” this unity expresses the 
kind of cooperation that “makes a 
myth of the half-serious, half-humor- 
ous rivalry between copy and art that 
has burned up thousands of hours in 
agency conversation.” 


By working closely together, the writ- 


Unity incopy, art and product 


The “O” principle in advertising, illustrating Otis Winegar’s con- 
cept of “unity in the way that copy and art work together to put 
across a single, sharp idea that leads directly to the product” 


Next Lesson: “How Not to Do a Chart” 


er and the artist “. . . weld the ab- 
stract (words) and the concrete (vis- 
ual) in a way that delivers a message 
to the reader far more powerfully 
than either copy or art could achieve 
alone .. .” 


“Television (too) has helped to create 
better print advertising by forcing 
close collaboration between writers 
close collaboration between writers 
and artists.” 


Knox Reeves copy and art personnel 
have worked together voluntarily on 
an after-hours creative tv project, 
filming experimental commercials, 
with enthusiasm and benefits. It was 
in an effort to “spread this close re- 
lationship between copywriters and 
artists beyond the confines of any one 
agency” that Mr. Winegar offered 
$500 of Knox Reeves money to the 
treasurer of an established or a new 
Minneapolis-St. Paul club which 
would admit both copywriters and 
artists. This is not exactly hot news, 
because the as-yet-unaccepted offer 
is six months old. 


I think it would make an interesting 
and profitable study to investigate 
why the two creative branches in this 
$10 billion industry seem to approach 
each other warily, if at all, as groups, 
and with not infrequent hostility, 
however hidden, as individuals. 


Thanks to Mr. Winegar for focussing 
attention on the problem, and for al- 
lowing me to use his materials as free- 
ly (and as loosely) as I have done. 
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‘have an almost monopolistic grasp 
‘on the media of communication. 


s All told, Italy had some 3,234 


| periodicals at the end of last year,|around with 


For it is hedged 
restrictions which 


reservation. 


The largest advertising broker many of them being of small cir-| make it an expensive medium 


JWT clients in Italy include 
Douglas Aircraft; Kellogg; Kodak; 
Kraft; Bristol-Myers; Pan-Amer- 
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 sonan ie ee , U. | Peta Pncds cemscongy cafe OO ‘Publishers and those just launch-|series would cost $32,500. In addi- | round pore My Py res 
kerage business, SPI owns |e publications were forced to|tion, not more than three and pos-|service according to stand- inc! 
link up with these brokers who/|sibly none, of the films in a series! ards. + vail 
could guarantee them a_ basic 
| minimum of advertising and thus | BE 
Wi a certain amount of financial se-| 
JOURNAL and SENTINEL curity. c 
Bla 
| ® Since there are no national | der 
CIRC newspapers as such in Italy and am 
a | |because the editorial content of en’ 
x | newspapers does not particularly ate 
a % | OW attract women readers, the bulk Ho: 
| of press advertising is concentrat- | chs 
‘ ed in the magazines. of. 
102 388 Almost two-thirds of Italian| et, 
| ' press advertising is placed in Inc 
| magazines. This reflects the grow- i -» > 
Publisher's statement ending March 31, 1958 ing popularity and importance of W hI if A b Pul 
VER L periodicals on the Italian scene - CALE a Ver ls Yf 
— oe eee ow owe ow ow oe = == isince the end of the war. SY 
While there is only one news- ?, bg A: » D 
paper with a circulation of a re- Our loving frien 8. ma 
ported 400,000 and only five or The 
six claiming circulations of be- —SHAKESPEARE, Henry Vi wal 
er tween 100,000 and 200,000, there Ma 
s — jare four or five general news lan 
3 i Baio ; : Magazines with circulations re-| Wil 
: . 
: Ww ware ported at 200,000 to 800,000, five | m car 
, ITHOUT THE 5 oa .~ oe or six women’s weeklies claiming | ge CD > Ft <a > i on 
‘ 200,000 to 400,000 and five or six her 
: WINS t oO fe - SALEM cartoon-strip style weeklies claim- | the 
: ee ing between 300,000 and 900,000 sale 
i. oe circulations. LAURENCE HAS STOOD HIGH IN THE ESTEEM OF ITS CUS- Dig 
' i: is Celie dememnenciat ere catried TOMERS THROUGH MORE THAN 25 YEARS OF SERVICE. IF YOU = 
4 AND tee by the state-owned monopoly ARE NOT RECEIVING YOUR FREE COPIES OF “‘LAURENCE’S | FRI 
ae era a : R.A.I. prone Pca ce are. GUIDE FOR PHOTOENGRAVING BUYERS,” WRITE OR PHONE ! Ss 
rite Promotion Dept. for new some 7,000,000 licens receivers : | | 
omens GE mene among Italy’s 12,000,000 house- TODAY. LAURENCE INC., fine Photo Engravers, 547 SOUTH | et 
brochure holds. A radio license costs about | CLARK STREET. WAbash 2-6284. Her 
; $6 annually. Can 
JOURNAL, MORNING . . . SENTINEL, EVENING .. . REP. KELLY-SMITH COMPANY Sponsored programs are per-| Ap! 
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is to call your Linen Supply Man! 


You only call once to arrange for reguiar 

v—~\ Beperdavie deivery of ali your linen 
— | 
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| Louk in the Yallow Pages | 


pply 


Linen Supply 
Mate: No invesiment oo ms tenance ASSOCIATION OF AMERICA 
ne inventory. Everything 1s furnished 


and serviced by your been supper, a = National Cotton Counclt 
22 W. MONFOE ST, CHICAGO 3, KL. 


low cost, and taslored to your needs 


| 
LIVENED up—Linen Supply Assn. is 
using a cartoon approach in a new 
series running in Newsweek and 
ten trade publications starting in 
June. George H. Hartman Co., Chi- 

cago, is the agency. 


Irving Fitch, 66, 
Retired Ad Head of 


Gannett Group, Dies 


Rocuester, N. Y., May 6—Irv- 
ing H. Fitch, 66, who retired Jan. 
1 as advertising director of the 
Gannett newspapers, radio and 
television stations, died May 4 of 
a circulatory ailment at Strong 
Memorial Hospital. 

Born in Kansas, Mr. Fitch grew 
up in Rochester. Early in his ca- 
reer he worked for several local 
industrial companies. He joined 
the advertising staff of the Ro- 
chester Times-Union in 1920. He 
was named national advertising 
manager of the Times-Union and 
the Democrat & Chronicle in 1937. 

In 1951, Mr. Fitch was ap- 
pointed director of advertising for 
all of the Gannett Group, which 
includes 22 newspapers and two} 
radio and two tv stations. 


BERNICE FAULKNER 

Cuicaco, May 6—Mrs. Bernice 
Blackwood Faulkner, former presi- 
dent of the International Women’s 
Advertising Clubs and of the Wom- | 
en’s Advertising Club of Chicago, 
died April 24 in Wesley Memorial 
Hospital. Mrs. Faulkner was vice- 
chairman of the board of directors | 
of Joliet Wrought Washer Co., Joli- 
et, and a director of Mainbocher 
Inc., New York. She formerly was 
a director of United Printers &! 
Publishers. 


SYDNY GOLDMAN 

New York, May 6—Sydny Gold- 
man, 78, publisher and editor of 
The Forwarder, weekly freight for- 
warding business publication, died 
May 2 of a heart attack at Long Is- 
land College Hospital. Born: in 
Wilkes-Barre, Pa., he started his 
career as an advertising salesman 
on the former Piggott’s Bulletin 
here. He later became a partner in 
the publication. Later he became a 
sales representative of Shipping 
Digest; in 1929 he started The For- 
warder. 


FREDERICK EWALD 


’ 
Sarasota, May 6—Frederick A. 


Ewald, 67, retired advertising 
salesman and a brother of the late 
Henry T. Ewald, a founder of 
Campbell-Ewald Co., Detroit, died 


Mr. Ewald had retired May 1,|the University of Michigan and 


view & Modern Industry, with 
which he had been associated since | During World War I he served as 
1941. Born in Detroit, he attended | an ensign in the Navy. 


April 3 of a heart attack here. 


Although both of his brothershe is now retired), Fred Ewald 

1957, as a salesman for Dun’s Re- started his career as an advertising were associated with Campbell-never joined the agency. Most of 
| Salesman on Detroit newspapers. Ewald (the late Henry T., who his career in advertising was spent 
died in 1953, as co-founder andas a media salesman with newspa- 

president, and William R. as a vp; pers and business publications. 
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* SAN DIEGO: BILLION-DOLLAR MARKET 


Cc “7 - be . . , . ‘ 
1957 bank deposits in San Diego County totaled $797,477.000 — 
4.2% higher than 1956, and 29.4% above the total for 1952. 
Bank deposits underscore the over-all strength and prosperity of San Diego — 
the most rapidly expanding market on the Pacific Coast. 
And San Diego can mean money in the bank for you... when you advertise 
in The San Diego Union and Evening Tribune. 84.4% readership — unduplicated. 


The San Diego Union - AVENING TRIBUNE 


wf, 
A 


spe . : ‘Ne illite 
mS ce “The Ring Cy of Truth” © we pees, 


15 “Hometown” Newspapers covering San Diego, California — Northern Ilinois — Springfield, Illinois — and Greater 
Los Angeles...Served by the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 
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Integrity Campaign Inspires New York State 
‘Decalogue Education Week’ Project 


To the Editor: First of all we|. . 


wish to congratulate you for your 
campaign to interest advertising 
people in taking a greater part in 


the battle against indecency and} 
immorality ... At this moment I) 
need 100 copies of your speech to| 


distribute to our members and 
friends in the field of communica- 
tions. Please send them first class 
and bill us for them. 

You may be interested to know 
that we formed a few years ago 
to do just what you are urging 
others to do. Our sole purpose is 
to promote greater observance of 
the Ten Commandments. Although 
under Catholic auspices, we are 
not involved in doctrine or dogma 


. merely the basic precepts as 
found in the Decalogue. After read- 
ing your article a few of us thought 
we should try to come up with 
something concrete which people 
in communications throughout the 
country could tie in with locally. 
Many people throughout the coun- 
try are aware of the problems as 
witness the many letters to the edi- 
tor you have published offering 
talent and energy to any definite 
campaign of action you might 
evolve from your “speech cam- 
paign.” 

Therefore we launched a “trial 


balloon” in regard to holding a 
|statewide Decalogue Education 
| Week in New York next fall. The 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


vp of the Albany Federation of 
(Protestant) Churches immediate- 
ly seconded our suggestion and 
said his group would cooperate in 
whatever way they could. The 
American Legion in New York 
state has corresponded with us 
about the week and we expect to 
have their official approval as soon 
as they meet. 

We realize that a special “Week” 
is not the answer to the problem 
of indecency and immorality, but 
we figure that it is an advertising 
gimmick which we would use to 
advantage. If others would join, 
I am sure that we would at least 
be on the right road. A recent sur- 
vey (reported at a Senate sub- 
committee hearing on juvenile de- 
linquency) showed that two-thirds 
of the 50,000 high school pupils in- 
terviewed in New York City had 


by every 
field of 
Advertising | 


ha 


consulted 
confidently... 


NATIONAL REGISTER PUBLISHING CO., Inc, 


147 West 42nd St., New York 36, N. Y. 
333 No. Michigan Ave., Chicago 1, IIL. 
2700 West 3rd Street, Los Angeles 57, Cal. 


Se sk 


no knowledge whatsoever of the 
Ten Commandments. This should 
give us cause to think. 

I wonder if it would be possible 
for you to consider some way of 
making Decalogue Education Week 
your first project in this campaign 
to fight indecency and make integ- 


rity fashionable. We are open to) 
any suggestions or advice and real- | 


ize that our small group will not 
be able to “go it alone.” Would you 
be willing to form a committee 
from the communications field to 
get this off the ground? Whatever 
you decide please let me know. 
Richard M. Guilderson, 
President, Communication 
Arts Guild of the Dic*ese of 
Albany, Albany, N.Y. 


How to Explain an Ad 

To the Editor: I’d surely hate to 
have the job of explaining this 
Calvert ad to a man from Mars (or 
even a bright six-year-old). It 
would have to go something like 
this: 

There are these three men, see, 
but they’re unsociable drinkers— 
nobody speaks to anybody else. 
It’s spring, so there’s this glove 
from the Statue of Liberty. The 
jigger? It would hold bout two 
gallons. What are the chess figures 
doing? Well, if you’ll switch all the 
way down to the body copy, you’ll 
find it asks the question “Enjoy- 
ing a quiet evening at home?” 
There! Somebody is playing—or 
going to play—chess, if they’ll just 
get that damn glove out of the way. 

Then there’s the admonition, 
with exclamation point, to think 
this over! What does the this re- 
fer to? Uh, well, life in general, 
see—life is a game of chess, get 
it? (No.) Then comes another def- 
inite statement (no ifs, ands or 
puts here) CLEAR HEADS AGREE 
CALVERT IS BETTER. Better 


CLEAR HEADS AGREE Calvert is BETTER 

on deve wert you? Touignt ovadt ‘e 2 game dew te Is hi Calvert 
than playing chess, that’s what. 
Anything would be better than 
playing this chess game. 

Now we get into the singing 
prose. There’s that question about 
staying home, and we’re told that 
Calvert Reserve would be a wel- 
come guest. How many guests do 
I know with a touch of genius that 
combines lightness with full whis- 
ky zest and flavor? Plenty—all 
those people who send such cute 
cards at Christmas. And clear 
heads agree it makes a difference. 
What makes a difference? I’m sur- 
prised at you—not knowing that 
“it” refers to staying home and 
playing chess with two other non- 
communicative characters who 
can’t put down their highballs long 
enough to shove those big chess- 
men around. Then the next sen- 
tence, “How about you?” How 
about you what? Playing chess, I 
guess—what else could it mean? 
“Tonight would be a good time to 
find out”—that’s easy. Tonight 
would be a good time to find out 
how well you can see—you’d have 


to have sight like a goshawk to 


Advertising Age, May 12, 1958 


find the other end of this playing 
field. 

See? It’s easy if you just figure 
it out logically, step by step. And 
while you’re up, would you please 
bring me a Seagram Seven—may- 
be you’d better make it a double, 
while you’re pouring. 

W. L. Bartlett, 

Creative Director, Bozell & Ja- 

cobs Inc., New York. 


Slight Discrepancy 

To the Editor: (Re: Advertising 
We Can Do Without): You may be 
interested in the enclosed postcard. 

I knew there was a sleeper in it 
but I couldn’t find it until I called 
the dealer. 

It looks like an offer to swap my 


@ APRIL SPECIAL @ 
%& $2858.00 1958 Oldsmobite Holiday $2858.00 bee. Tx 
pe __ L______] 


yes wth te wets row Sd an twat ADEE. om om 
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55 Olds for a new one for a net 
$700. But the sleeper is in the 
phrase “from our list prices.” 

The dealer actually wants almost 
$2,000, since the “list price’ is a 
little over $4,000. 

R. H. Nagle, 

Foote, Cone & Belding, Los An- 

geles. 

7 7 s 


‘Hold Your Horses!’ 
Irate Reader Says 

To the Editor: (Re: Advertising 
We can Do Without!) 

There’s a great deal of talk to- 
day about Recession ... Depression 
... The Republican Party... Eis- 
enhower ...and the job advertis- 
ng must do...to save the world! 
Frankly, I’m SICK of it! 

I think the advertising we can 
do most without today, is the 
advertising monster, being cre- 
ated by campaigns presently run 
throughout the country, to save 
America and our prosperity. 

Let’s take the so-called fabulous 
“You AUTO buy now” campaign! 
I feel this is nothing more than a 
promotional stunt to help car deal- 
ers sell cars, and is without any 
rhyme, reason, or thought about 
the American prosperity. The big 
auto giants have been quick to 
latch on to one local campaign run 
in Cleveland, and without proper 
thinking or research (and this is 
one time it could have counted), 
of America, newspapers, radio sta- 
tions, tv stations and retailers 
have jumped and hypo’d the public 
across the country, that this is the 
answer to stop the recession. I say 
it’s a lot of BUNK! 

When I see a double-truck ad, 


.|such as that run by Davega in the 


New York Times, devoting an en- 
tire page to tie in with the Presi- 
dent of these United States to 
hypo and bamboozle the American 
public, I get sick! When the hell 
are we going to wake up! 

Here is the greatest chance the 
advertising profession has to ren- 
der a proper and fitting service to 
our American people, and what 
are we doing—nothing more than 
quickly prostituting the use of 
President Eisenhower’s picture 
and message, to boost sales. I’m 
tired of seeing Ike’s picture in 
every used car dealer, new car 
dealer, junk dealer, pushcart ped- 
dler, and what have you, ads. This 
will not sell ANYBODY. All it 
will do is help subliminal the 
President for the 1960 Election. 

I observed, right here in New 
Jersey, the spectacular YOU AU- 
TO BUY NOW campaign jump 
off, with a BIG MEETING at a 
big hotel, etc. All the car dealers 
started the bandwagon growing, 
and right with them, the adver- 
tising agencies, newspapers, radio 


and tv people, and what have you. 
All the people who have based 
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their business on promotional 
flim-flam led the way, and the 
newspapers went all out for 
them. Publicity on Pages 1-2-3-4- 
3-6...for that matter, almost 
every page. I’m still trying to fig- 
ure out if they wanted to help 
the American economy, or sell 
more space! So far, I’ve yet to 
meet one person who went out to 
buy a car as a result of this spec- 
tacular BOOMERANG. 

I claim this is truly the world’s 
worst advertising, and that we 
can certainly do without it. Just 
like the full page campaign by 
McCann-Erickson which was run 


in the New York Times...SO 
What! 
Let’s stop and think! Hold 


your horses, for God’s sake! Are 
we not being guilty of the one 
thing we are trying to stop? ... 
PANIC! Are we rushing, quick 
like a bunny, without reason, and 
creating the biggest bubble of 
them all? 

This is the time that we should 
help create REAL SELL—REAL 
REASON—for buying! 

Why don’t the auto giants and 
manufacturers of America an- 
nounce to the public, in joint ads 
all across the nation, that for the 
next year, they will operate their 
plants with NO PROFIT, in ap- 
preciation of the American way 
of life, so as to rehire EVERY 
EMPLOYE—and then slash the 
price of their cars and products. 
This way they will MOVE more 
merchandise quickly, and not 
have to cry on the public’s shoul- 
der about YOU AUTO BUY 
NOW! 

Why don’t [we prepare] every 
ad with a true message as to 
value ... savings ... economy . 
and the reason for buying, with 
the suggestion of use, so that the 
consumer will WANT TO BUY! 

Why don’t we get down to the 
core of good advertising for RE- 
TAIL SALES. Aren’t we all yak- 
king abeut one thing—RETAIL 
SALES? What good are all our 
pretty ads—what good is any- 
thing we do—unless the RETAIL- 
ER IS HELPED AND SHOWN 
THE WAY TO DO A BETTER 
JOB, thereby moving more prod- 
ucts. 

Why don’t we THINK! As for- 
mer President Truman said this 
week, we can’t buy our way out 
of a recession; we have to FIGHT 
our way out. As it stands now, 
the advertising profession is just 
getting sucked in. Don’t start the 
wheels with the American public, 
to stop the recession. Start it from 
the other end, with our manu- 
facturing giants, so that once 
more they will get together with 
labor and produce MORE, at les- 
ser costs and, in turn, produce 
greater sales. 

Zal Venet, 

President, Howard, Mintz & 

Venet, Irvington, N. J. 

es 


‘Auto Be Stopped’ 

To the Editor: I have no bone 
to pick with newspaper advertis- 
ing, but when the advertising in- 
dustry gets behind a promotion 
such as “Auto Buy Now,” in order 
to help the economy of the coun- 
try, it seems to me that things like 
this should be stopped. It certainly 
puts all advertising in a bad light 
if even one potential customer is 
dissatisfied. 

It makes me think of Jesse 
James in a grey flannel mask. 

Tom Whitmore, 

Account Executive, WWCA, 

Gary, Ind. 

2 . e 


Estimate of Rootes Cars 
Too Low, AA Is Told 

To the Editor: We noted with 
pleasure your comments on the 
Rootes Group in the column issue 
of April 7, “British Car Sales in 
U.S.” in ADVERTISING AGE, but I am 
afraid you have seriously under- 
rated our production. Far from 
hoping to produce eventually a 


a 3 


“thousand cars a week,” we are at 
present producing well over twice 
that figure weekly. And it prob- 
ably won’t be long before we raise 
our output to nearer 4,000 cars a 
week. 

Our increase of sales in the U.S. 
is also being maintained and for 
the first quarter of this year our 
sales were doubled as compared 
with the same period last year. 

Peter R. Easton, 

Publicity Manager, Rootes Mo- 

tors Inc., New York. 

. a ao 
Control of the Subliminal? 

To the Editor: I have just read 
your report on the advertising con- 
ference held at the University of 
Michigan last week. While your 
report touched most of the bases 
in reporting on the speeches given, 
I think one of the most significant 
things to come out of the confer- 
ence came up in the question and 
answer period and deserves to be 
noted by you. 

Dr. Richard L. Cutler, who spoke 


on “Current Research in Sublim- 


inal Perception,” answered queries 
on how the professional psychol- 
ogist felt about controlling this 
form of advertising. He expressed 
concern over the current trend of 
the non-professional to want legis- 
lative control of this advertising 
form. He felt that professional] eth- 
ics should be the only control ex- 
ercised on it, the same as profes- 
sional ethics control any advertis- 
ing copy. 
Frank E. Bair, 
Clark & Bobertz Inc., Detroit. 


° . e 
It's Like Colloquial 

To the Editor: I quote from your 
March 24 issue of “Rough Proofs”: 

“The Advertising Workshop is 
sellings its $200 book on how to 
make an agency presentation like 
hot cakes.” 

I’m curious—how do you make 
an agency presentation like hot 
cakes? 

Another paragraph in the same 
column that drew my attention 
(frankly because I don’t get the 
point) was: 


“Radio commercials are getting 
zanier than ever,” the headline 


| Says. “Like ‘Who put all those to- 


matoes in that little bitty can?’” 

I think the radio message I re- 
ceived said, “Who put eight great 
tomatoes in that itty, bitty can.” 

Frankly, as an advertising copy- 
writer and a darn good cook, I 
haven’t used a can of Contadino 
tomato paste since I heard that 
commercial, because I reasoned if 
a company could allow such an 
asinine statement to go on the air 
for its product, its product would 
probably be equally poor. (One 
good way to advertise your com- 
petitor, don’t you think?) 

Pamela Harnett, 
Chicago. 
. . + 
Shame! Shame! 

To the Editor: For shame, for 
shame, AD AGE! Your April 7 is- 
sue speaks, in its editorial “Slump 
Remedy Is in the Mind,” of “...a 
whole bevy of Madison Ave. den- 
isons .. .” A whole bevy of what? 
Could you possibly mean denizens? 
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(Sorry, couldn’t resist.) 

Frankly, I enjoy your publica- 
tion very much indeed. But this 
flagrant gaffe was too good to pass 
by without a snide “Creative Man’s 
Corner” dig of my own. 

R. M. Hodges, 

Campbell-Ewald Co., Detroit. 

Our editorial writer—no educat- 
ed egghead, he. 
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“E for Effort.” 


Why the“ACB Approach” 


makes sense to more 


than 1,100 companies 


ACB Services remove much of the uncertainty and 
“lost motion” for sales and advertising men. 

The condensed factual information contained in 
these Reports points out strong and weak spots in 
distribution, sales effort and dealer loyalties, as 
evidenced by newspaper advertising. 


ACB reads every daily /Sunday 
newspaper advertisement published. 
As it reads, it “‘flags” the ads that 
an ACB client has specified as being 
of value. Then it tabulates the size 


and content of these 


ads into concise 


reports, if so ordered. 

A few minutes with an ACB Report will 
reveal all the advertising activities of every 
jobber, retailer or salesman—your own or competi- 
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tive—in the 1,393 market centers of the country. 

Thus, you obtain a clear, coherent picture of 
what is taking place in each city. For here, hidden 
from you by a curtain of distance, more money is 
spent in daily /Sunday newspapers than in maga- 
zines, television, radio and outdoor advertising com- 


bined! 


ACB Report Services are completely factual. 
They are upwards of 95% complete and accurate. 
They reach you promptly. They are used by more 
than 1,100 firms—large and small. The costs of 
these services are moderate and so divisible that 


no one is “‘priced out.” 


See our 48-page free catalog describing all 14 
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ACB Services. Or, contact our office 
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Along the Media Path 


Look will conduct its 10th an-, 
nual summer food promotion this | 
year, with a “Let’s Eat Outdoors” | 
theme, for some 5,000 food mar- 
kets across the country. The pro- 
motion will break June 24. 


is 
PHIL-URBIA 
ON YOUR 
SCHEDULE? 


e A special wrap-around piece, 
with attached moving eyes, in- 
vites advertisers to take a closer 
look at Ohio Architect, the offical 


/publication of the Architects So- 


ciety of Ohio. The animated cover 
was fastened to 500 copies of the 
magazine’s April roster issue and 
mailed to manufacturers of build- 
ing materials. 


e Winner of Nation’s Agriculture’s | 


readership judging contest is War- 
ren P. Peterson, director of mar- 
keting, Pillsbury Mills. The prize 


is a trip to Paris for Mr. and Mrs. 


tion's rich st markets. Peterson. 


For data write. ; 


Suburban Newspapers, Inc. 


311 E. Lancaster Ave., Ardmore, Pa. 


e The New York World-Telegram 
& Sun published more news mat- 
ter during 1957 than any other 
evening newspaper in America, 
according to Media Records. The 


Oakland Tribune was second and 
the Chicago Daily News third. 
The tabulations were for Mondays 
through Saturdays. 


e The Baltimore News-Post plans 
to publish a special Silver Jubilee 
Program Edition July 8, when the 
All-Star baseball game will be 
played, to celebrate the 25th an- 
niversary of the annual baseball 
classic, plus its first performance 
in Baltimore. 


e The Herald, Everett, Wash., has 
let a contract for a $750,000 print- 
ing plant scheduled to be com- 
pleted Feb. 1, 1959. 


ie With its May issue, Industrial 
Equipment News, New York, cele- 
brated its 25th anniversary. 


e Iowa Farm & Home Register, 
the farm magazine of the Des 
Moines Sunday Register, will 
again this year sponsor a series 
of Harvest Clinics in cooperation 
with Iowa State College. The 
dates and locations are Lytton, 


He clips Ad Age 


“To keep pace with the ever growing and 
ever changing worlds of both industry 
and advertising,” writes Mr. Singer, “the 
absolute minimum of necessary reading 


idea file 


GARY SINGER, Mgr. 
Omaton Div. Adv. 
Burndy Corp. 


Norwalk, Conn. 


tion it deserves!” 


time is often more than can be spared 


during office hours. During the day I 
glance through the trade journals and 


papers for industrial news, 
activities, 


“But Ad Age is not a book to merely 
glance through. Each issue contains not 


only the latest news of both 


advertiser, but endless pages of valuable 
clipping material for the idea file. In order 
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| WATERWAYS 
JOURNAL 
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WAVANA ZEPHYR nN 
operates more than 3 of the time 
around-the-clock ...for I! yeors! 


White Diesel 


a 


UPDATED—Waterways Journal replaced its 1893 masthead (March 29 
issue left) with a new one April 5. The change coincided with the 
beginning of the publication’s 72nd year. 


Ia., Sept. 23, and Ackley, Ia.,/an eastern states edition with 
Sept. 25. The purpose of the clin-| 150,000 circulation. The current 
ics is to give farm equipment! mid-America edition at the same 
manufacturers and distributors an/|time will increase its circulation 
opportunity to demonstrate their | trom the present 250,000 to 275,000. 
latest products for Iowa farmers.! A b&w page will be $650 for the 
|eastern edition, $1,035 for the 
e The Wichita Falls Times is of-|mid-America edition and $1,517 
fering annual scholarships and _ for the combined editions. 
work grants for students at the| 
department of journalism, Mid-|e WXYZ, Detroit, is constructing 
western University, Wichita Falls,)a new $4,000,000 radio-tv facility 
as a memorial to Ed Howard,|jin Southfield township. The sta- 
founder of the newspaper, who tion expects to be transmitting 
died in 1948. |from the new site by this fall and 


__|that the building will be com- 
e In June, Temas, a Spanish | pleted by May 1, 1959. 
monthly in New York, will spon-| 


sor a rum promotion contest in 
conjunction with the Economic 
Development Administration. The 
contest, in which contestants will 
be asked to name a rum drink, is 
' aimed at reminding the Puerto Ri- 


e Consulting Engineer is now of- 
fering its readers weather fore- 
casts for the entire month and 
estimates for three months in ad- 
vance what days will be suitable 
for construction. 


,are demonstrated in a new color 
| strip film presentation, “Stars of 


|cans of New York about rum. 


e A newspaper supplement trac- 
ing Chicago’s growth during the 
past 75 years will be published 
May 15 by the Chicago Tribune. 
The 16-page supplement will sa- 
lute the diamond jubilee of the 
| Chicago Real Estate Board. 


e WTIC-TV, Hartford, Conn., 
won the grand award over nearly 
500 entries in the annual ad 
awards competition conducted by 
the Advertising Club of Hartford. 
The station was cited for its 
“Voice of the People” program. 


e The Television Bureau of Ad- 
vertising has released a _ booklet, 
“A Natural Extension,” which 
shows the five areas in which 
TvB operates and its role in these 
activities. For a copy, write TvB, 
444 Madison Ave., New York 22. 


e The ways in which newspapers | 
promote the sale of food products 


our Show,” prepared by the Chi- 
cago chapter of the American Assn. 
of Newspaper Representatives. | 


e Effective with the September|e Time International has been 
,issue, Flower & Garden will add| awarded the British Direct Mail 
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INTERNATIONAL—E x port Publishers 

Co., New York, promoted its Span- 

ish-language Transporte Moderno 

and Servicios Publicos to Japanese 

advertisers and agencies with this 
letter. 


Assn.’s Chadwick Cup for the best | 
direct mail campaign of 1957. The. 
cup was given for a “Write an 
Ad” contest. 


e Department of New Laurels: 
The May issue of Ebony has 
the largest volume of advertising 
in the publication’s 13-year his- 
tory. The issue included 20 color 
pages and national advertisers 


used Negro models in more than | 
22% pages of advertising. 

Petersen Publishing Co., Los | 
Angeles, reports that advertising | 
in its seven publications for the 
first six months of 1958 is up 
38% over the similar period last 
year. Petersen expects its gross 
ad revenue for 1958 to exceed | 
that of 1957 by 45%. | 

Advertising linage in the 28 ed- 
itions of Reader’s Digest pub- 
lished outside the U. S. increased | 
by more than 6% in the first five | 
months of 1958 over the similar 
peried last year. 

Coronet closed the books on the 
first six months of 1958 with a| 
five page gain in advertising over 
the same period in 1957. 

Circulation of the spring 1958. 
issue of Bride & Home is up 29% 
over the previous issue—making 
it the second consecutive issue 
registering a circulation gain, the 
magazine reports. 

American Aviation Publications 
had a 39.7% sales increase in the 
first quarter of 1958. The total 
was $1,176,000. Most of the gain 
stemmed from the growth of Mis- 
siles & Rockets, which went from) 
255 pages in the first four months 
of 1957 to 547 pages in the first 
four months of 1958. However, 13 
of the company’s 16 publications 
recorded gains. 

Harper’s Bazaar reports a 12%4- 
page advertising gain for the first 
four issues of 1958—a 3.2% linage 
gain. The Bazaar says it is the 
only fashion magazine to better 
its 1957 linage. 

Town & Country closed its May, 
1958 issue with a 24% linage gain 
over the same issue last year. 

Architectural Record had 290 
pages of advertising in the May 
issue—an alltime high for archi- 
tectural magazine advertising, AR 
reports. The 290-page total repre- 
sents a 6.6% gain over the pre- 
vious May high for architectural 
magazine advertising set by Ar- 
chitectural Record in 1955. 

The June issue of Popular Boat- 
ing shows a 62% increase in lin- 
age over the corresponding issue 
of 1957. The June issue, which 
marks the 20th month of publica- 
tion for PB, carries 59.75 pages. 
Average net paid circulation 
(ABC, Dec. 31) is 119,332—mak- 


ing it the largest selling publica- 


tion in the boating field, the pub- 
lisher says. 

Good Housekeeping reports gross 
revenue of $8,884,320 for the first 
five months in 1958, an increase 
of $476,223 over the same period 
last year. 

Baby Talk is the recipient of the 
National Safety Council’s 1957 
Public Interest Award. 

Flower Grower reports a dollar 
volume gain of 15% (reflecting, in 
part, a rate increase) and a space 
gain of almost 5% for the first 
five months of 1958 compared to 
the same months in 1957. 

First quarter 1958 advertising 
revenue is double the revenue for 
the same quarter in 1957 for Or- 
ganic Gardening & Farming, the 
magazine reports. Circulation for 
the quarter is up 50% over 1957. 
Revenue for the first quarter of 
1958 was $88,854 compared to 
$44,422 for the 1957 period. 

Business Week carried a total 
of 1,120 pages of advertising dur- 
ing the first three months of 1958. 
Business Week has led all maga- 
zines measured by the Publishers 


|copies—was the highest quarter 


Information Bureau in total pages 
of advertising for seven consecu- 
tive years, BW says. 

The April issue of School Shop| 
earried advertising from more 
companies than ever before in its 
history—204. This is the largest 
number of ads ever carried in a 
magazine in the industrial educa- 
tion field, School Shop says. 

Vision, circulated in 19 Latin) 
American republics, reports a 13% 
gain in ad pages for the first quar- 
ter of 1958 over the same period 
last year while running 40% 
ahead in full-color insertions. Vi- 
sao, the Portuguese-language ed- 
ition sold in Brazil, shows a first 
quarter page gain of 10%, with col- 
or up 62%. 

Redbook reports a circulation 
gain of 7.8% for its March issue 
over the same month in 1957. Cir- 
culation for the issue was more 
than 2,670,000, the magazine re- 
ports. The first quarter circulation 
average—in excess of 2,700,000 


in the magazine’s history. 
Revista Industrial, 


Spanish- 


language tabloid monthly going to 
22,500 production and purchasing 


}executives in Latin America, re- 


ports a 58% increase in advertis- 
ing volume for the first six issues 
of this year over the correspond- 
ing period in 1957. 

Playboy reports that average 


monthly circulation for the first| 
six months of 1958 will exceed) 


825,000 compared with average cir- 
culation for the last six months of 
1957 of 760,071. The February is- 
sue of Playboy set a new record 
for a single month, with copy 
sales topping 966,000, Playboy re- 
ports. + 


TvB Reports Audience Growth 

Television Bureau of Advertis- 
ing, New York, reports that the 
first quarter of 1958 showed an 
11% increase in the average eve- 
ning program audience and a 15% 
jump in average daytime audi- 
ence. Average weekday programs 
reached 2,805,000 homes or 542,000 


more per broadcast than in 1957.| 
The average increase for evening | 


programs was 751,000, bringing the 
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total to 6,463,000 homes, the TvB 
quarterly report said. 


Nestle-LeMur Runs Ahead 

Nestle-LeMur Co., New York, 
says operations in the first quarter 
of 1958 are “well ahead of the com- 
parable period last year and the 
favorable trend of sales and profits 
is expected to continue.” In 1957 
the company had a record $9,009,- 
461 in sales and $402,220 in net 
profit. 


KXLW Names Hetherington 

Robert M. Hetherington, former- 
ly vp and sales manager of KATZ, 
St. Louis, Mo., has been appointed 
general manager of KXLW in that 
city. 


SimpPsON-REILLY, LTD. 


The creativity of self-disci- 
plined professionals who con- 
sider the open microphone a 
constant challenge .. . 

who regard the old ways as not 
necessarily the best ways . 


+» « creativity which in each 
of these 4 markets turns 
more listeners to the Storz 
Station than to any other. 


TO. Da 


ay’S RADIO fOR TODAY'S 


age. Proof: 


MINNEAPOLIS-ST. PAUL . . . WDGY is first... 


Pulse. To talk to the twins . 


Manager Jack Thayer. 


KANSAS CITY .. . WHB is first . . 
Nielsen, Trendex, Hooper; Area Nielsen, Pulse. All-day averages as 
high as 48.5% (Nielsen). Remember—you get coverage and audience 
on WHB. See Blair or General Manager George W. Armstrong. 


NEW ORLEANS... . WTIX is first . 


all-day aver- 


. . talk to Blair, or General 


. all-day. Proof: Metro Pulse, 


. all-day. Proof :Hooper 


(32.2% )—Pulse, too. In fact, WTIX is first in 462 of 504 Pulse 


Pulse . 


. - Pulse (410 of 432 quarter-hours) . 
. Trendex. See Blair. . 


- WQAM is first... 


quarter-hours, and first in every single daytime 4. See Adam Young 
or General Manager Fred Berthelson. 
all-day. Proof: Hooper (36.7%) 
. Southern Florida Area 
. or General Manager Jack Sandler. 


WDGY Minneapolis St. Paul 


REPRESENTED BY JOHN BLAIR & CO. 


WHB Kansas City 


REPRESENTED BY JOHN BLAIR & CO. 


WTIX New Orleans 


= REPRESENTED BY ADAM YOUNG INC, 


er en ae WQAM Miami 


REPRESENTED BY JOHN BLAIR & CO. 
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THE 


LANDING 


STR\ 


as seen by 
JOHN BURGOYNE 


The “4th Annual Continuing Report”’ 
of the likes and dislikes of regular 
Super Market customers has recent- 
ly been completed by the Burgoyne 
Grocery and Drug Index. 


More extensive and revealing than 
previous studies, its conclusions are 
based on 1500 interviews with Super 
Market shoppers in four major cities. 
If you'd like to know what influences 
Mrs. America to go to any particular 
Super Market—factors like low 
prices, convenient location, quality 
and freshness of meats, variety of 
merchandise and much more—this 
study will tell you. It will tell you 
why and to what degree customers 
shop around in Super Markets, too! 


xk 


Findings over the four successive 
years this survey has been made 


show that the Super Market business | 


is experiencing all the physical and 
operational changes of any fast 
growth business. 
For the Super 
Market operator, 
determining the 
exact balance 
between’ the 
changes condu- 
cive to efficient 
Super Market 
operation — and 
the changes in 
the wants and 
desires of customers—is a coveted 
objective. This 4th Annual Continu- 
ing Survey brings this balance into 
clearer perspective. Obviously, its 
disclosures are equally valuable to 
suppliers. 


x* 


Although this study is made as a 
service to our Super Market friends 
—its disclosures about the attitudes 
and buying habits of Super Market 
shoppers clearly define the sales tar- 
get for national advertisers. Your 
copy of this “4th Annual Continuing 
Report” will come to you for one 
dollar sent to our Research Director. 
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Simplicity Sets 
$700,000 Pattern 
Drive in July 


New YorK, May 6—A new 
campaign by Simplicity Pattern 
Co. will aim first to induce women 
to sew; and secondly to get them 
to sew with Simplicity patterns. 
The campaign will start in July in 
11 magazines. 

“How to dress as if money were 
no object” is the slogan. James 
Shapiro, president, says it has 
such great potential for building 
up the home sewing market he 
“wouldn’t care if the entire indus- 
try used it.” 

Such generosity, he explains, 
stems from the fact that Simplicity 
already accounts for well over half 
of the pattern sales, “so we are 
primarily interested in anything 
that enlarges the industry, whether 
it boosts Simplicity specifically or 
not.” 

The new campaign, Mr. Shapiro 
told ApvVERTISING AGE, has been 
planned as a “pleasant reminder to 
a woman that she has a fine sewing 
machine and the training to use it, 
and that all patterns are now so de- 
veloped she can sew with speed 
and surety.” 


= The ads use photographs of 
happy family scenes. The copy 
points out the “fun and ease and 
wonderful results” a woman can 
expect when she sews her family’s 
clothes. 

“It’s Simplicity itself,” the copy 
starts out in the first ad, “when 
you make the children’s clothes 
(and your own). It’s so easy to get 
an ‘expensive look’—and a perfect 
fit—when you choose Simplicity 
printed patterns. Every piece of 


How to dress for the men 


se as Simplicity 

SIMPLE—T his ad is part of Simplicity 

Pattern Co.’s “How-to” magazine 
campaign which opens in July. 


every pattern is marked with such 
clear directions it’s like having an 
expert advise you at every step. 
Even if you’ve never sewed, you'll 
be surprised how successful you’ll 
be with these or any other simpli- 
city patterns.” 

The campaign will run in Family 
Circle, Farm Journal, Good House- 
keeping, Harper’s Bazaar, Parents’ 
Magazine, Photoplay, True Story 
and Woman’s Day, plus two Cana- 
dian magazines, Chatelaine and La 
Revue Populaire. 

For a special campaign in Seven- 
teen, the slogan has been changed 
to “how to dress for the men.” The 


illustrations show teen-agers on a} 


double date. 


@ The company spends about $1,- 
800,000 on marketing, (about 10% 
of its gross income) and has al- 
lotted $600,000-$700,000 of that | 
amount for advertising this year. | 
The sum is not only the largest 
Simplicity has ever budgeted for 
advertising, but also the largest ad 
expenditure of any pattern com- 


pany in one year, the company re- 
ports. Simplicity’s total marketing 
budget has been increased about 
$250,000 for 1958. 

Simplicity has just racked up the 
best March in its history, and said 
that for the first quarter of this 
year, profit is up 4% and sales are 
up 5%. Last year was a record 
year for the company with net 
earnings of $1,300,253, up 25% 
over 1956. Net sales hit a peak of 
$17,302,942, a 6% gain over the 
previous $16,383,765. 

Mr. Shapiro expects this upward 
trend to continue, and predicts 
that the next five years will be soft 
goods years. “The clothing industry 
has actually been in a depression 
for the past five years,” he points 
out. “Never have they gotten less 
of the consumer dollar.” 


= The company is backing the 
chemise to the hilt in the belief 
that it represents the first opportu- 
nity that the retail piece goods 
merchant has had in a long time 
to do a big style promotion. Also, 
“It’s a natural for the home sewer 
since it’s the easiest thing in the 
world to sew—a real cookie cutter 
operation,” he said. 

Right now, seven out of ten best- 
selling patterns are versions of the 
chemise, so Simplicity intends to 
keep right on designing loose fit- 
ting styles. 

“We try to keep the greatest 
number of women happy by giving 
them just what they want,” Mr. 
Shapiro said. “We deal in Mil- 
towns, others can sell them the 
marijuana.” 

Bryan Houston 
agency. + 


Inc. is the 


San Francisco Ponders 
Cigaret Tax to Finance Ads 

A proposal for a 1¢ local tax on 
cigarets to finance an expanded ad 
campaign for tourists has been 
made in San Francisco by E. J. Mc- 
Clanahan, Standard Oil Co. vp and 
president of Californians Inc. The 
proposal was submitted to the 
city’s board of supervisors. 

Mr. McClanahan says that the 
tax would help raise about $1,000,- 
000 a year of which about $230,000 
would go to Californians Inc. and 
the remainder could be used to 
|help build up tourist facilities. 
Californians Inc. now spends about 
|/$100,000 a year in tourist promo- 


0A | tional magazine advertising, with 


| $70,000 of the amount coming from 


F | businesses directly involved with 


| the tourist trade. 


Loblaws Supermarkets 
Feature Classic Music Offer 

Loblaw Inc., supermarket chain, 
Syracuse, has been using news- 
paper pages to offer 24 long-play 
hi-fi records known as the “Basic 
Library of the World’s Greatest 
Music.” The first in the series sells 
for 37¢ (with a purchase of $2.50) 
and the rest for $1.37 (with any 
purchase). 

The distribution of the records 
through supermarkets is being pro- 
moted by the National Committee 
for the Musical Arts Inc. with the 
aim: “To make good music as 
necessary as bread and milk.” The 
committee will make grants and 
awards to organized musical groups 
through royalties, 1¢ a record, re- 
ceived from the sales. 


Whirlpool Appoints Two 
Robert W. Armstrong, formerly 
managing editor of Electrical 
Merchandising, has been named 
manager of public relations for 
RCA Whirlpool appliances by 
Whirlpool Corp., St. Joseph, Mich. 
Richard W. Sierk, air condition- 
ing advertising and sales promo- 
tion manager, has been promoted 
to assistant manager of public re- 
lations. Mr. Armstrong will direct 
and coordinate all public rela- 
tions and publicity activities re- 
lating to RCA Whirpool appliance 
sales, advertising, merchandising 


and promotion, 


Howard 


WAXERS’ WAXING—An album of 65 


Beaumont 


five-minute radio shows featuring 


bandleader Eddy Howard is being offered by the Waxed Paper 


Merchandising Council, Chicago. 


Album is titled “Music to Sell 


Bread By.” Checking the album with Mr. Howard are John A. Egan, 
executive director of the council, and D. C. Beaumont, of Erwin 
Wasey, Ruthrauff & Ryan, the council’s agency. 


Wax Paper Council 
Sets New ‘Music to 
Sell Bread By’ Push 


CuHicaco, May 6—‘“Music to 
Sell Bread By,” an album of 65 
five-minute radio shows featuring 
bandleader Eddy Howard, is being 
distributed to bakeries and radio 
stations by the Waxed Paper Mer- 
chandising Council. 

The album is being mailed to 5,- 
000 bakers and radio stations, and 
is available to bakers who use 
waxed paper bread wrappers. It is 


sent without cost for use on local 
radio stations. 

Format of the shows includes an 
opening jingle, a waxed paper 
commercial by Mr. Howard, then a 
popular tune. The bandleader picks 
up the waxed paper theme follow- 
ing his song, and the program signs 
off with a muted rendition of the 
jingle, over which the local an- 
nouncer can deliver the local bak- 
er’s sales message. 

The album and supplementary 
commercial material were pre- 
pared for the council by Erwin 
Wasey, Ruthrauff & Ryan, Chicago, 
its agency. + 


Ads Can Offset 
Recession, MacMillan 


Tells Market Seminar 


Oxrorp, O., May 6—This is 
the “most prosperous recession of 
all times,” Hugh H. MacMillan, 
director of research for Campbell- 
Ewald Co., Detroit, told the sixth 
annual seminar in marketing 
management at Miami University 
here last week. 

Brushing aside present gloomy 
talk, Mr. MacMillan said the 
“long-range outlook is still ex- 
tremely optimistic.” He predicted 
that even for 1958 the gross na- 
tional product will be $441 bil- 
lion, approximately $5 _ billion 
above last year. 

He said advertising’s job is to 
create new appetites and new 
markets in a period when new 
markets must be developed to 
keep pace with the nation’s pro- 
duction ability. 


s “The maintenance of high level 


economy lies squarely on those! 


involved in distribution of goods 
and services. The step-up of ad- 


vertising in 1954 is credited by | 


many with having made the re- 


cession of 1953-54 the mildest on | 


record. 

“Today advertising more and 
more is looked upon as a true and 
important investment, an invest- 
ment which if used properly can 
do more good than the same 
amount could do as savings,” he 
concluded. 

Fred O. Kiel, economist for the 
Federal Reserve Bank of Cleve- 
land, warned the group against 
“frantic recession remedies” and 
forecast several months of re- 
tarded business activity. 

He said a degree of recession 
prevailed beyond question, but as- 
serted that unemployment figures 
are “overstated” and that the 
slump really is more a drop from 
an alltime U. S. high of last sum- 
mer than a drop from correspond- 
ing months of last year. + 


Gross-Krasne Expands Its 
Operations, Adds to Staft 

As part of a projected expan- 
sion, Gross-Krasne has relocated 
its national sales headquarters 
from New York to Hollywood. 
Mel Schlank, vp in charge of sales, 
is now operating out of the new 
offices at 5420 Melrose Ave. in 
Hollywood. John Porterfield has 
joined the organization to work 
with the eastern manager, Robert 
Brahm, in New York, and new 
offices have been opened in other 
cities. 

New offices are in: Minneapolis, 
with Paul Weiss appointed to work 
out of it under the direction of 
John P. Rohrs, midwestern man- 
ager; San Francisco, with Robert 
H. Hill, western manager for- 
merly headquartered in Holly- 
wood, making his permanent lo- 
cation there; Dallas, and Miami. 
Offices will be opened in Detroit 
and St. Louis soon. Gerald King 
|has joined Gross-Krasne as vp 
'with headquarters in Hollywood. 


‘Idea Exchange’ Published 

| A new booklet, “250 Best Ideas 
|from Downtown Idea Exchange,” 
| has been issued by Downtown Idea 
Exchange, 125 E. 23rd St., New 
York. The book is a collection of 
ideas on improving the downtown 
areas of our cities. Six major cate- 
gories covered are: (1) improving 
downtown, (2) getting parking 
‘action, (3) promoting downtown, 
(4) eliminating traffic jams, (5) 
boosting mass transit and (6) gen- 
eral. The booklet is priced at $1.95 
a copy from the association. 


Filon Promotes Arthur Barr 
Arthur M. Barr Jr., formerly 
sales supervisor of the midwest- 
ern division, has been promoted 
to the new post of eastern ad- 
| vertising and planning supervisor 
| of Filon Plastics Corp., El Segun- 
do, Cal. He will coordinate the ex- 
panded promotional efforts at Fil- 
on’s regional offices in Chicago, 
New York, Atlanta and Dallas 
with those of the home office. 
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Congress UnitSeen | 
Creating New Postal 
Bill Ike ‘Can Sign’ 

(Continued from Page 1) 
a ranking member of the House) 
post office committee and one of | 
the eight conferees who have)! 
been working for weeks to formu- | 


late a compromise postal rate and | 
pay bill, spent 40 minutes with | 


the Chief Executive. 

Rep. Corbett told reporters he is 
very confident that Congress will 
pass a bill that the President “‘can 
sign, however reluctantly.” 

The Pennsylvania legislator said 
President Eisenhower “doesn’t 


want anything that is going to| 


cause inflationary pressures.” For 


this reason Rep. Corbett plans to | 


seek conference committee recon- 
sideration of the retroactive fea- 
ture of the pay increase for postal 
workers. 

(It is understood that it will 
require unanimous consent of all 
eight conferees to reopen the pay 
question, which is supposed to 
have been settled finally when 
the group voted a pay hike of 
about 10% retroactive to Jan. 1, 
58.) 


s Rep. Corbett stated that the 
President was “not happy” about 
the defeat of the 5¢ stamp pro- 
posal. The Senate had voted a 5¢ 
rate on out-of-town letters, but 
the conferees voted for the 4¢ rate 
contained in the House bill. 

Rep. Corbett indicated he got 
the impression that loss of the 5¢ 
letter rate would not bring a 
Presidential veto if the pay provi- 
sion proved acceptable to the 
White House. 


CONFEREES AGREE 
ON SOME RATE HIKES 


WASHINGTON, May 8—Second 
class postal rate increases of 10% 
a year for three years on reading 
matter and 20% a year on adver- 
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Foote, Cone Presentati 


New YorK, May 8—When 
Foote, Cone & Belding makes a 
new business presentation, part of 
it is devoted to accounts the agen- 
cy has lost during the past seven 
years. None of it deals with how 
to solve problems of the potential | 
account. 

David N. Laux, FC&B vp, de- 
livered the standard new business 


as Well as Triumphs, N.Y. AANR Unit Hears 


on Recounts Losses 


Bros., had lost ground steadily 
after leaving Foote, Cone. But 
after its return to FC&B in 1955, 
the chart showed, the product 
was once again getting a bigger 
and bigger market share. 

Mr. Laux related the problem 
encountered in marketing S. C. 
Johnson & Son’s Car-Nu. The price 
of 69¢, the agency told Johnson, 


presentation of the agency today|was too low; the average auto 
before the New York chapter of! owner was afraid such a low-price 
the American Assn. of Newspaper | product would damage the finish. 
Representatives. Mainly, it was|FC&B’s recommendation: add an/| 
a “We stand on our record” pitch.| innocuous new ingredient, enlarge 


Dick Crisp Offers Novice Execs Detailed 


Guide to Advertising Decisions in New Book 


New York, May 7—“Today ex- 
ecutives in more companies than 
ever before face vital marketing 
decisions of which advertising is a 
major part. The sums of money 
involved are larger than they have 
ever been. 

“Many of those executives who 
now face advertising responsibil- 
ities have moved up to their pres- 
ent key positions through finance, 


production, sales or research-and- | 


development routes. As a result, 
they now face the need to make 
key advertising decisions with lit- 
tle background within their own 
experience to guide them.” 

Thus Richard D. Crisp describes 
the plight of many management 
executives today. 

Mr. Crisp is not merely describ- 
ing their plight, however. The 
quote is from his new book, de- 
signed to help such executives 
make their decisions, “How to In- 
crease Advertising Effectiveness” 
(McGraw-Hill: $15). 


® There is little if anything that 
must be known about advertising 
that Mr. Crisp leaves unexplored. 
He shows how the size of the ad- 
vertising budget can be deter- 
mined; he explains the workings 
of an advertising agency; he out- 
lines a procedure for choosing an 
agency. 

At all points, Mr. Crisp offers the 


H. Wesley Webb, 
Veteran Telephone 
Adman, Will Retire 


novice practical, hardheaded ad- 
vice. 

For example, on deciding how 
much to spend on advertising: 

“Let’s begin by .considering a 
situation in which you, as an ex- 
ecutive, are considering an ex- 
penditure. The sum involved may 
be $100, $1,000 or $10,000—the 
scale has nothing to do with the 
principle involved. When you de- 
cide to make the expenditure, you 
|do so on the basis of your con- 
sidered judgment. Why do you de- 
cide to spend the money? You may 
never have spelled this out to 
yourself in so many words, but the 
answer typically is the same in al- 
most all cases: You decide to spend 
the money because it is your con- 
sidered judgment that the dollars 
you spend will increase your com- 
pany’s profits by more than the 
expenditure, within a reasonable 
period of time. . .If an expenditure 
is not likely to add more to profits 
than it costs, within a reasonable 
period of time, the executive de- 
cision involved is an easy one. 
Don’t take the calculated risk. 
Don’t make the expenditure. Save 
your money. That way, the com- 
pany’s profits will be higher.” 


s On changing agencies too often: 
“The first year or two in an adver- 
tiser-agency relationship is likely 
to be a ‘low value received’ year 
for the advertiser and a high-cost, 
low-profit year for the agency. 
Suppose that you are one of those 
advertisers that change agencies 
every year or two. What do the 


j;above comments mean to you? 
'Simply this: That you are getting 


“We don’t try to look for ways| 
to solve the potential client’s prob- | 
lems in advance,” he said. “And! 
we recognize that management in 
any company is faced with a mul- 
titude of problems, and advertis- 
ing is just one of them.” 

Four points—facility, 


stability, 


tising content, also for three years, | people and the record—comprised 


were agreed upon today by a Sen- 
ate-House conference committee. 

Effective date of the increase on 
publications would be delayed un- 
til Jan. 1, with the first step in 
1959, the second in 1960, and the 
third in 1961. 

The rate hikes adopted by the 
conferees today are the same as 
those carried in the bill passed by 
the Senate last February, but that 
version called for an effective date 
of July 1, 1958. 

The rate bill passed by the House 
last year called for four annual 
15% increases in second class rates, 
without distinction between edi- 
torial and advertising material. 


s Work on the bill has not been 
completed by the conference com- 
mittee but Chairman Olin D. John- 
ston (D., S.C.) said that he hopes 
final agreement can be obtained at 
a meeting May 14. 

Among the unresolved questions 
is whether the third class bulk rate 
will be moved up to 2%¢ per piece 
in a single step or in two stages. 
Both House and Senate bills set a 
2%%¢ rate but the Senate version 
called for an intermediate step to 
2¢ per piece, with the higher rate 
to be reached a year later. 


s Effective date of the third class 
boosts is also in doubt. Under the 
House bill, the one-step boost 
would have taken effect last year. 
The Senate voted for the third 
class hike to 2¢ to become effec- 
tive July 1, 1958, and to 2%¢ one 
year later. 

Another major hurdle facing the 
conferees is the policy section. Un- 
der the Senate version, about 
$400,000,000 a year in public wel- 
fare costs would be separated from 


the postal deficit and paid for from | 


general revenues. Conferees have 
deadlocked on the postal policy 
question thus far. 

Other decisions reached by the 


|the gist of Mr. Laux’s talk. 

| The FC&B record, for purposes 
|of the presentation, includes ac- 
| count losses since 1951 of (1) New| 
| York Central: “We led the proxy | 
\fight against the late Robert! 
| Sonne and were dropped 16 min- 
jutes after he gained control”; 
| (2) Frigidaire, “We don’t know 
why we lost it, and we’re not in| 
the current running”; (3) Interna- 
tional Latex; (4) Beatrice Foods, 
and (5) Magnavox. 


= It also includes “The Pepsodent | 
Story.” After 33 years as a client} 
of Foote, Cone and its predecessor, 
Lord & Thomas, the account in| 
1951 went to McCann-Erickson. 
A chart, one of several illustra- | 
tions used by Mr. Laux, showed 
Pepsodent, a division of Lever | 


|vised. The average plan, double- 
|Spaced, runs about the size of a) 


| Mate pens, 


first in total market share, two are 


the can a bit and put it on the 
market for $1.69. “It worked,” he 
said. 


® Frank J. Gromer Jr., FC&B 
media manager, told the AANR 
group about the agency’s market- 
ing plan for each client, drawn 
up each year and constantly re- 


New York phone book. | 

Mr. Laux talked of the agency’s | 
services, facilities and personnel, | 
and of marketing triumphs for | 
such products as Dial soap, Sun- 
kist oranges, Kleenex, Kotex, Sea 
& Ski, Kool Aid (“one of every 
five soft drinks consumed in 
America is Kool Aid”), Paper-| 
Hallmark cards and 
others. 

He pointed out that 22 of 34 
nationally distributed package! 
goods accounts with FC&B are) 
second, seven are third and three 
fourth. 

He also noted that no one office 
of Foote, Cone handles more than | 
15 accounts. + 


conferees include a 4¢ first class 
letter rate, on both local and non- 
local mailings, and a 3¢ postal card 
rate, except for government mail- | 
ing cards purchased from the Post | 
Office and hand-written by indi- | 
viduals. + 


Libbey Dissolves Promotion 

| The Libbey glass division of 
Owens-Illinois Glass Co., Sylva- 
jnia, O., has transferred the duties 


‘Milwaukee Journal’ 
Pushes ‘More for 
Your Money in May’ | 


MILWAUKEE, May 6—Milwaukee | 
area retailers are running sales | 
and special events in a month-| 
long drive to boost sales, with the | 
slogan for the May activity—‘More | 
for your money in May.” 


| 
| 


of its sales promotion department 


agers. All contacts of administra- 
tive services, 
chandising and publicity will be 
with the divisional trade manag- 
ers and G. H. Meeker. Carl U. 
Fauster, who has been the sales 
promotion manager, joins the field 
sales force at the Detroit branch. 


Lawrance Named Tyson VP 

Douglas A. Lawrance has been 
elected vp of O. S. Tyson & Co., 
New York, effective June 1. He 
has been with the agency since 
1956. 


~The campaign was begun last | 


to Libbey divisional trade man-,| week by the Milwaukee Journal | 


|to add momentum to the normal | 


advertising, mer-| May upturn in retail business. | 


Benefits to consumers in buying | 
now will be emphasized. 

| The “MMM” theme is being tied 
into sales events by a wide variety 
| of individual stores. Special prices 
will be offered. 

* The Milwaukee County Automo- 
bile Dealers Assn. has been con- 
ducting a “You Auto Buy Now” 
drive here. A sampling of dealers 
reported to the association that 


ja succession of unproductive ‘in- 


Webb : 1 d k : troductory’ service from a number 
ebb, national trademar service | of agencies, and are never getting 


manager of Michigan Bell Tele-| the growing productivity and ef- 
phone Co., will retire from the/ fectiveness which develops in a 


Detroit, May 8—H. Wesley 


company in June after many years 
of service. 

Mr. Webb pioneered the trade- | 
mark service phase of national tel- | 
ephone directory identification to| 
national advertisers and agencies | 
throughout the U.S. 
= He began his telephone career | 
in Denver, and then moved to} 
headquarters of the American Tel- 
ephone and Telegraph Co. in New 
York. In 1930, he established a 
western office for the directory 
activity in Chicago with Michigan 
included in his territory. 

Mr. Webb was transferred to De- 
troit with Michigan Bell after mil- 
itary service in World War II. He 


|also saw service in World War I. 


Well known in the national adver- 
tising field, Mr. Webb was a direc- 
tor last year of the Adcraft Club, 
of Detroit. + 
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NEW—Newspaper ads like this, tv 
and magazines will be used to in- 
troduce Wm. Barnes Co.’s peanut 
butter in a 10-state area. Jackson, 
Haerr, Peterson & Hall, Peoria, IIl., 


business for the first 10 days of 
the drive was up substantially. + 


is the agency for the Minneapolis 
company. 


i 


continuing agency-client relation- 
ship.” 


s The scope of Mr. Crisp’s work is 
indicated by the titles of the chap- 
ters: “Introduction to Some of the 
Key Areas Requiring Management 
Decisions in Advertising Manage- 
ment Today,” “Why Advertising 
Volume is Expanding and What 
That Means to the Individual Ad- 
vertiser’s Expenditure of Deci- 
sions,” “Basic Viewpoints Toward 
Advertising and Their Influence on 
Advertising Planning,” “The Im- 
portance of Determining Advertis- 
ing Objectives,” “The Cost-Results 
Relationship,” “Practical Guides in 
Determining the Objectives of 
Your Advertising,” “The Role of 
the Advertising Agency,” “How 
Much Should You Spend for Your 
Advertising?” “Introduction to Ma- 
jor Types of Advertising Agencies; 
Preliminary Guides to the Agency- 
|Selection Process,” “Practical 


. | Guides to Advertising Agency Se- 


|lection and Evaluation,” “The 
| Problem of Measuring Advertising 
Effectiveness,” “The Importance of 
an Advertising Plan,” “Test Mar- 
keting: Insurance Against Ineffec- 
tive Advertising.” 

The 194-page volume is the 
sixth in McGraw-Hill’s “Consult- 
ant Reports on Current Business 
Problems” series. 

Mr. Crisp is president of Richard 
D. Crisp & Associates, a consultant 
in the fields of advertising and 
marketing management. + 


Three to Clark & Bobertz 


Clark & Bobertz, Detroit, has 
added principals of three other 
| Detroit agencies to its staff. Rich- 
ard Werner of Castle-Werner has 
joined the agency as a vp. He 
brought with him Everett (Bill) 
Sawyer, his copy chief, and Flor- 
ence Burbank, secretary-treasur- 
er of his company. John E. Chap- 
in of Holden, Chapin, La Rue Inc. 
has joined the agency as a vp. 
Fred Bingham of Bingham Tech- 
nical Advertising joins Clark & 
Bobertz as an account executive. 
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(maximum—two) 30 letters and spaces 


two lines for box number. Closing deadline: Copy 


THE ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


line; upper & lower case 40 line. Add 
m written form in Chicago office 


no later than noon, Wednesday 5 days preceding publication date. Pacific Coast Repre- 
sentative (Classified only); Classified Departments, Inc., 4041 Marlton Ave., Los 


Angeles, 8. Axminster 2-0287. Closing deadline Los 


Angeles Monday noon, 7 days 


preceding publication date. Display classified takes card rate of $17.75 per column 
inch, and card discounts, size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 


SOR eens 


6 MONTHS ENDING DEC. 


31, 1957 40,429 = 


HELP WANTED 


POSITIONS WANTED 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
WA 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 
Pub. Rela. See me now!! 

202 S. State St., Suite 1302-4 
CREATIVE ADVERTISING-SLS MGR 
Man wanted to develop local advertising, 
promotion, and sales campaigns for, and 
act as consultant to members of national 
trade association in service field. Some 
lecturing. 50 miles from Chicago. Prefer 
college training plus 5 to 10 years experi- 
ence in similar work. Send resume’. 
Box 1521, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 
MOLENE 
..Public Relations 
Copywriters...... ..Advg. Managers 
Artists Media ......Production 
“All is grist, which comes to our mill” 
Andover 3-4424, 105 W. Adams St., Chgo 3 
ART DIRECTOR 
Young, Agressive - Strong on Creative 
Layout & Ideas—able to make customer 
contact and assume responsibility for co- 
ordinating and building Art Dept. for fast 
growing and progressive litho Plant in 
the Midwest. Good working and Living 
conditions—Salary $6,000—8,000. Send Re- 


sume. 
. Box 1520, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ADVERTISING & PUBLISHING 

FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS—PLACEMENTS 

209 So. State St. HA 7-1991 Chicago 
Account Executive wanted for Chicago 
Advertising Agency specializing in indus- 
trial and trade publication accounts. We 
want competent man looking for a per- 
manent spot in an established agency 
with own complete creative facilities. 
Write 

Box 1519, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinoi 

EXECUTIVE & CLERICAL 

EXPERIENCED & TRAINEE 

Publishers Employment 
469 E. Ohio St., Chicago, Su 7-2255 


ARE YOU THIS SPACE MAN? 


Advertising manager of specialized con- 
sumer magazine needs right hand man 
to backstop current sales staff on key 
accounts. Right man will be in thirties, 
have some consumer magazine sales 
experience, and a knowledge of sales 
research and promotion. No territory 
job, but travel when necessary out of 
ome office in Chicago. Salary; good 
opportunity with established publishing 
firm. Send brief, confidential outline of 
experience and background. Box 126, 
ADVERTISING AGE, 200 E. Illinois St., 
Chicago 11, IIlinois. 


ADVERTISING SALESMAN 
| Unusually fine record of selling space, 
especially in adding new classifications, 


|2 years agency, 2 years Publishing ex- | 


perience. Salesmanship samples for free. 
Box 1509, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
NEED A RIGHT ARM? 
| Aggressive asst. to p.r. dir. seeks job 
with emphasis on promotion. Experienced 
in programming press relations, personal 
|contact. Creative, intelligent, reliable. 
28, single, col. grad. (Liberal Arts) Vet. 
| Present salary $6500. Excllent references. 
Box 1512, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, 
GRAPHIC ARTS MECH. PRODUCTION 
Know art, type, plates, schedules, costs 
in litho, letterpress, publ. and package. 
| Worked in agcy. engrav. print and publ. 
| Box 1522, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ACCOUNT EXECUTIVE AVAILABLE 
Young (30) A.E., with heavy merchandis- 
|ing and contact background in package 
goods & hard lines with 4A agencies. De- 
sire agency with growth potential. 

| Box 1523, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Illinois 


ADVERTISING MANAGER 

A.M., A.E., Creative, Market Research 
experience will help your company de- 
velop a well rounded marketing program. 
Also, spur your agency to greater heights. 

Box 1524, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 

ART DIRECTOR—LAYOUT ARTIST 

Well-rounded agency and studio experi- 
ence. Versatile and efficient. Clean, Sharp 
layouts. Chicago. 

Box 1525, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
4A-AE. 10 year agency exp., variety 
of cons. products. Resume ready now. 

Box 1536, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mlinois 

AVAILABLE MAN WITH CONTACTS 

PLUS SOLID SALES ABILITY 
Excellent contacts with Agency Execu- 
tives & Advertising Managers. Currently 
employed in sales capacity but desire to 
move into strong sales spot on TV, Radio 
or Print in NYC. High average annual 
earnings. No_ get-rich-quick schemes, 
please. 

Box 1531, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
you looking for an experienced assistant 
to obtain new accounts, service present 
advertisers with new creative ideas and 
real advertising know-how? Write now 
for resume. 

Box 1538, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 

FARM WRITER 

Dairying, crops and soils, entomology. 
Copy or editorial, full time. 

Box 1539, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Illinois | 


live well in a progressive community only 


more real “pro” for a permanent position 


your “dream spot’! The man we want is 


Our staff knows of this ad. 


Exceptional Opportunity 


Growing agency serving prestige accounts seeks versatile creative man. Want to 


to commuting, too frequent overtime, and the ulcer-breeding atmosphere of ‘‘fast 
and-turnover’’ organizations? Our long established ‘‘million-plus’’ agency needs one 


If you have proven ability to plan trade and consumer campaigns intelligently, and 
can write good, solid selling copy on a wide variety of assignments this may be 


next change to be IT. He is a self-starter, and a good producer in printed advertising, 
preferably with overtones in television, sales promotion, sales-training films, etc. 
He is dynamic, personable and emotionally mature . . . 
acter and habits. This is a large order but will not scare off the exceptional man 
we want. We can attract and hold him! Inquiry and résumé held in strict confidence. 


Box 129, Advertising Age, 200 E. 


two hours from Chicago and say goodbye 


on the creative team. 


in or near the 30 range and wants the 


of good background, char- 


ilingis St., Chicago 11, Illinois 


ADVERTISING & SALES 
PROMOTION MANAGER 
Manufacturer of Portable Electric 
Tools. Report to Vice-President— 
Sales. Age, 35-45. Salary, open. Lo- 

cation, Chicago. 

Prefer man with experience in In- 
dustrial and Hardware Distribution. 
Primary responsibility will be de- 
velopment of merchandising for 
entire company product line. Sub- 
mit résumé of background and experi- 
ence. 

Box 127, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 


LONDON ADVERTISING AGENCY FOR SALE 
Owner of well-established London 
Advertising Agency wishes to dis- 

se of entire capital. Business was 
‘ounded in 1880 and reorganized in 
1923, being fully recognized in 1924 
by the Newspaper Proprietors As- 
sociation in London. Present Paes 
around $350,000 annually. Small, 
oung, and expert staff. Long lease of 
nexpensive good offices near Fleet 
Street and est End. Agency ca- 
pable of great expansion at compar- 
atively little staff addition. One of 
the known smaller agencies in 
London. Reasonable purchase price 
as a going concern. Co-partner liv- 
ing in New York and available for 
interview. All replies will be kept 


confidential. Box 128, ADVERTIS- 
ING AGE, Lexington Ave., New 
York 17, N. Y. 


TAXIPOSTER advertising space 


expense account. 
$10,000 or more per year plus ex 
man who can p 


markets coast to coast. 


We want an executive experienced in selling advertising to sell 


regional advertisers and agencies in the principal | P 
mainly Cleveland, Akron, Toledo, Cincinnati, Indianapolis, St. Louis, 
and Milwaukee. Residence location not important so long as con- 
venient to traveling territory. Salary plus 
Rapid promotion to 


uce. You would repre- 
sent originator and undisputed leader in 
field for 25 years. Operating in over 150 


WILLIAM E. WHALEY COMPANY 
307 West Broadway, Louisville, Ky. 


to the major metropolitan and 


1 Mid-western cities; 


mses to 


| POSITIONS WANTED 


REPRESENTATIVES WANTED 


EXPERIENCED AGENCY MAN 
LAYOUT-COPY-PRODUCTION 
| Presently 
printed media. Married. 31. 

Box 1532, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CONTROLLER and/or 

OFFICE MANAGER 
Available now, competent man strong in 
ad agency financial, office and admini- 
Strative management. Over 10 years ex- 
perience. Now in NYC, will ider 


employed. Proven ability all | reputable 


| 

| SILK SCREEN PROCESS 

| representatives, comm. basis. Progressive, 

firm has choice _ territories 
available. Distance no handicap. Write 

| Eldee, 1223 W. 6th, Cleve., O. 


REPRESENTATIVES AVAILABLE 


Rep with fine record, top contacts wan 
trade publ. Comm. Covers N.Y.C. & N.E 
send magazine with reply. 

Box 1351, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


relocation. 
Box 1533, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


“BIG CO.” DEPT. AD MGR. SEEKS 
MEDIUM-SIZE, PROGRESSIVE FIRM. 
Young, married, vet., B.S., 9 yrs. bottom- 
to-top exp. retail, nat., indust. adv., 
mostly elec. appliances. Chicago my home. 
Box 1534, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


LAYOUT TRAINEE—can produce good 
layouts for you. Near-yr agency copy, 
thumbnails; coll. art and ad courses; 
nat. aptd, pride in work, imagination. 
Box 1526, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
|De you need a responsible, gregarious 
| worker with creative imagination & lots 
j}of steam?? Young (29) college grad.- 


| Adv., Mkt. Mijr-Food sls & sls prom 


Tilinois | bkgd.—Desires position in adv or PR with 


more challenges & plenty of drive-trans- 
cript of bkgd and ed. furnished on re- 
quest. Will travel and relocate. 

Box 1527, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Mlinois 


AE OR AD DEPT. 

9 years experience. Over 5 with agency 
as copy-contact on various accounts in- 
cluding industrial and farm. Strong on 
copy and production. Experience in mar- 
ket studies, research and surveys. Age 
35, married, will relocate anywhere. 
Will send resume immediately. 

Box 1528, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Artist-copy man desires by-mail assign- 
ments from manufacturers, publishers, 
trade groups. Quotes upon request. 

Box 1529, ADVERTISING AGE 
200 +E. Illinois St., Chicago 11, Illinois 

EDITORIAL OR PUBLICITY 
Exp. incl. publ. for major steel corp., 
mag. newspaper editing. 39, M.A. degree. 
Offer talent, loyalty for happy berth. 


Mich. area pref. but will relocate. 
Box 1530, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ILLINOIS-WISCONSIN 
IF ... creative, mechanical and progres- 


sive aptitudes stimulated by 4 years agcy. 
exp., the dash of PR personality and 
an attractive wife sound just right for 


your corp. or agency—let’s talk or play 
golf together soon. Suit size: 43 long. 
New PTA member. 628 N. 65 St. Milwau- 
kee 13, Wis. 

SALES PROMOTION POSITION 
Merchandising promotion salesman with 
8 year creative, detail and sales back- 
ground Looking for sales promotion spot 
with client or agency. Young (28) and 
flexible enough to blend past experience 
with your policies. 

Box 1535, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
Ad Mgr. Ten years of national cons. 
product experience—all media. 

Box 1537, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Publicity & Promotion in 
Prosperous Dallas-Ft. Worth 


We can help you reach the 
1,670,000 customers in Recession- 
Proof Dallas Urban Region. Pub - 
licity. Sales promotion. Product 
introductions. Press conferences 
visiting brass. Case history re- 
porting and photographs. 

We have carried out assign- 
ments for dozens of the largest 
corporations and advertising 
agencies in the United States. For 
additional information, write: 

Hal Perkinson Associates, 

1910 N. Carroll, Dallas 4, Tex. 


LAST CHANCE! AE, 
growing medium-size agency. Cli- 
ent, major advertiser. 25% profit- 
sharing & pension. ee & 
relocation paid. Area famous ee 


pleasant living. 20M 
COPY, food. $15M 
ADV. MGR., beer. to $15M 
P. RB. Food experience. 310M 


GLADER CORPORATION 


Don Harris, Dir. Adv. Div. 
110 8. Dearborn CE 6-5353 Chicago 


ADVERTISING OPENINGS 
COMBINATION ASSIGNMENT 
Multi-plant organization is seeking a 
combination Sales-Advertising Man- 
ager for its pet foods division. Must 
have previous experience in foods; 
preferably pet foods. Must prove suc- 

cessful record. Salary, open. 


LAYOUT ARTIST 
Capable, experienced in producing 
good solid layouts with practical flair 
for the unusual. Must see samples, 


including “thinking roughs.” $8- 
$10,000 depending on ability. 
DRAKE PERSONNEL, INC. 
220 S. State St. Chicago 4, lil. 
HArrison 7-8600 


MEDIA REPRESENTATIVE: If you need 
a live wire, experienced sales executive 
with connections in all advertising agen- 
cies and major advertisers in western 
Pennsylvania, western New York, Ohio 
and West Virginia, now available—will 
relocate—full time: Call R. Russell Roop, 
Southfield 17-5378, Pittsburgh, Pa. 


Well established Rep, based N.Y.C. seeks 

sports, athletic or sports equip. pubis. 

Comm. basis. Excellent record, top con- 

tacts. college, mature. Send recent issue. 
Box 1350, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


BUSINESS OPPORTUNITIES 
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TO THE CREATIVE HEAD OF 
A $5-20 MILLION AGENCY 


This top copy man can help you 
plan, supervise, write exciting, be- 
lievable ads and commercials. Sal- 
ary has doubled in past 4 years, but 
present top-ten agency is too big 
for his future plans. Trained under 
some of America’s most exacting 
word-and-idea men, he combines 
strong, logical basic thinking with 
arresting, imaginative picture-head- 
line sense. Experienced in food, 
soap, appliances, gasoline, several 
other fields. Fast, productive in 
print, TV, radio, collateral. Age 31. 
For résumé, interview, write Box 
125, Advertising Age, 480 Lexington 
Ave., New York 17, N.Y. 


MARKET RESEARCH AGENCY 
FOR SALE OR MERGER 
Established market research agency for 
sale or merger. Volume approximately 
| $100,000 with established clientele. Excel- 
lent reason for sale. Attractive opportun- 
ity for executive with market research 
experience to acquire own business at 

modern’ investment. 
Box 1518, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
FOR SALE 
PUBLICATION 
Specialized small livestock field 
MONEY MAKER 
26 yrs. old. Leader in field. Large 
potential display - classified - circulation. 


Whole operation been neglected. For 
details ‘phone John Yeager, WAbash 2 
5007, Chicago, Illinois. 


PUBLICATION WANTED 
We're interested in a merchandising or 
trade monthly doing 50G to 250G a year. 
All replies completely confidential. 


MISCELLANEOUS 


FREELANCE DESIGNING LAYOUT 
FINISHED ART, PRODUCTION 
Harry Bremner, 662 N. Crescent Heights 

| Bivd., Los Angeles, OLive 38-5034. 


YOUR 
ADVERTISEMENTS 
HERE WILL 
BRING RESULTS 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


187 N. LAGALLE. CHICAGO = ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


AGENCIES %& *& kk *& 
* 


Here's Your Chance 

to Get Into Orbit 

With Space near the Stars 

at HOLLYWOOD & VINE * 
Leading Ad Agencies, including nvu- 
merous major 4-A agencies, are in 
these two buildings. Why not join 
them with your choice of space in 
either the Hollywood Equitable Bldg. 
or the Taft Bidg.? 

Write - Wire - Phone 

THE BEN HECHT CO. 

1680 North Vine St., Hollywood, Calif. 

% HOllywood 4-4111 y& 


Gralla Publishing, 75 W. 45 St., NY 36 NY.| 


LIVE MODERN IN 
LAKE BLUFF, $32,000 
Agency man’s new home, built 1956. 
4 bedroom Cap Cod with 2 full baths, 
marble fireplace, dry basement with big 
playroom space, big screened porch over- 
looking garden. Sloping landscaped lot, 
concrete drive. Not in a development but 
in Lake Bluff’s finest new neighborhood 
(East), 2 blocks from school. Lake Bluff 
has exclusive beach and tennis privileges 
for residents. Deal direct and save. 

Phone 2978, Lake Bluff, Illinois. 


The Midwest's 
B | RCH outstanding placement 
: service for Adv.- Art & 
Personnel po ama 
Service, np SUITE 1417 
Inc ; CHICAGO 2, TLL, 
m CEntrel 6-5670 
CUTS $1.25 


Up to 5 Sq. Inches 
ZINC 


‘ast 
Larger Sizes Proportionstely’ Priced 
rger Zzes Propo! 
Write size of cut and screen preerees 
on k of copy and mail to 


WARD KA 
Box A 87, Glendale, Calif. 


1,000 sq. ft. 
with 5 private offices. 
Completely 
alr conditioned 
Receptionist 
Automatic elevator 


National Sporting 
Goods Association 
716 N. Rush St., 
Chicage 11, tl. 
DE 7-3870 


IF YOU SELL TO THE FARMER 


Are you tired of using the same old stock 
photos of farm animals? Then you should 
see my new agricultural art service. You 
receive monthly a packet of fresh, power- 
ful, ALL NEW farm animal drawings for 
only $12.50 per packet. Write to me TODAY 
for free inspection of this entirely new 
idea in farm art. 


JOHN ANDREWS 
poultry clivestock artis 


1504 Dodge + Omaha, Nebr. 


Almost everybody of 


importance in 


advertising and 
marketing reads 


and uses 


The ADVERTISING 
MARKET PLACE 
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‘Auto Buy’ Sales 


by Three Cities 


(Continued from Page 2) 
of the prestige media have with 


the publit, a convention of the | 
Advertising Managers Bureau of | 


New York State dailies was told 
in Buffalo yesterday. 


s Marjorie Baker, executive sec- 
retary of the Buffalo Automobile 
Dealers Assn., told the convention 
that media will back such pro- 
grams if they are really designed 
to serve the public good. It can’t 
be just a sales promotion, she said. 
The purpose must be sound and 
backed by a sound plan of action, 
or such programs will not earn the 
media support they need, she said. 

In Boston, sales of new and used 
ears for the week were put at 
$30,000,000. 

This was the estimate given by 
J. Gordon MacKinnon, exec vp of 
the Greater Boston Automobile 
Dealers Assn., who described the 
results as “beyond all expecta- 
tions.” Sales at that point, he add- 
ed, were 60-40 in favor of used 
cars. 


= In San Francisco, meanwhile, 
where the “You Auto Buy Now” 
campaign ended May 3, a total of 
1,995 cars were sold during the 
drive period, acccording to the San 
Francisco Motor Car Dealers’ Assn. 

High price cars sold as well as 
the medium and low price autos 
and many sales were multiple pur- 
chases by single families, Clarence 
Krieger, the association’s president, 
reports. 

“The effects of the campaign will 
continue to be felt in better busi- 
ness for weeks to come,” he pre- 
dicted. 


= Newspaper publishers meeting 
in New York were told to encour- 
age “You Auto Buy Now” promo- 
tions. Edward A. Falasca, creative 
vp of the Bureau of Advertising, 
reported that these anti-slump 
campaigns have been planned in 
207 cities. 

One of the biggest “You Auto 
Buy Now” campaigns kicked off in 
New York April 25 with a mass 
dealer meeting in Madison Square 
Garden. The Ringling Bros. & Bar- 
num & Bailey circus entertained 
the dealers to give the promotion a 
carnival aspect. 

The 16-day New York promotion 
is being backed by dealer groups 
covering the entire metropolitan 
area. It is being billed as “one of 
the biggest retail sales efforts ever 
undertaken by a single business or 
industry in this country—or any- 
where else.” 


s A four-day promotion called 
“The World’s Largest Auto Sale” 
got under way April 30 in York, 
Pa. The sale is being held at a 
drive-in theater, with tents for new 
car displays, refreshment stands 
and a children’s play area. 

York dealers are displaying some 
1,000 cars at the theater grounds 
and have virtually suspended op- 
erations at their usual locations. 

Car dealers in Portland, Ore., 
used a “Buy & Be Happy” cam- 
paign April 25-May 3, which in- 
cluded all phases of retail trade, 


banking and financial institutions. | 
Auto dealers offered a $50 mer- | 


chandise order with every new 
car purchased. The order had to be 
used during the 10-day campaign 
at a Portland store. Retail store 


owners cooperated by offering spe- . 


cial values and sales. 

Milwaukee County auto dealers 
just completed a 10-day “You Auto 
Buy Now” push April 28. 


s In Rhode Island, meanwhile, the 
nation’s first state-wide “You Auto 


Gains Reported — 


Parker 


Smallwood Heath 
TEA-MEN—Robert Smallwood, chairman of the Tea Council of the 
U.S.A. Inc. and chairman of Thomas J. Lipton Inc., greets Richard 
N. Heath, president of Leo Burnett Co., the Tea Council’s agency, 
and E. C. Parker, president of the Tea Assn. of the U.S.A. and pres- 
ident of Tetley Tea Co., at the mid-year meeting of the Tea Assn., 

held in New York. 


Buy Now” campaign will be held | has Presidential endorsement. 
May 17-24 with 100% of the state’s | : ; P 
car dealers participating. The|" Milton a Sate, = Bete De- 
state’s auto sales are reported|Partment Store, ands, sald 


to be 45% below a year ago and | that special deals or loss leaders 
the dealers are anxious to back the | 27€ not the answer to a recession. 
Such tactics merely condition con. 


drive. - 
The promotion will be handled | SU™ers to new, low and unprofit- 

by the Rhode Island Automobile | able-to-the-retailer prices, and im- 

Dealers Assn. Dealers are planning | P@it confidence in the price of all 


to spend between two and ten times | a ati 7” 
their usual advertising budget for | edia representatives report 


, little increase in advertising ex- 
the period. y plan heavy use ‘ . 
of newspapers, radio, tv, caring poe ay ne ace: on gga 
mail, souvenirs and traffic build- pone Fe por “a ems mg om 
gr Fare T. Metcalf Co.. a Provi-/&¥Er dealer advertising has been 
dence agency which is handling the | ©°"Siderably increased. 
dealers association’s promotion, is|m Robert McAndrews, KBIG, re- 
sending the dealers Auto Buy kits | ported a number of advertisers 
including banners, pennants, win-| are upping expenditures for the 
dow display material, bumper period immediately following the 


‘commercials, declared, “Hard sell 
| is when you can’t think of any-| 
|thing else.” Making a plea for) 
boldness and originality, and will-| 
ingness to try an unorthodox ap- 
|proach, he said more effective, 
more audacious ideas get killed) 
|in agencies than by clients. 
| He said that because people lis- 
jtening to radio are continuously 
bombarded with noisy, blatant, 
unbelievable commercials, they 
|develop a sound barrier that com- 
|mercials cannot break, 
‘through humorous, entertaining 
| approaches. 


|@ Dr. Ernest Dichter, president of | 


| the Institute for Motivational Re- 
|search, stressed the importance of 
\reexamining products, packaging, 
| pricing and advertising today to 
ibe sure that they are in line with 
| what the consumer wants. 


except | 


Comstock Appoints Five; 
Adds Five Accounts 

Five new appointments have 
been announced by Comstock & 
Co., Buffalo: Howard C. Schellen- 
berg, creative director, was for- 
merly general manager of WBNY, 
| Buffalo; Daune Palmer, creative 
| writer on a special account group, 
|has been with the agency for five 
years; Michael Danyla, who joins 
Comstock from Batten, Barton, 
Durstine & Osborn, Cleveland, 
| where he was a copywriter in the 
tv-radio department; Stuart F. 
Levin, who was formerly tv pro- 
ducer for WEWS-TV and WJW- 
TV, Cleveland, and Joseph G. Pe- 
trino, who will direct the creation 
and production of tv art and stage 
| settings. 

Comstock has been appointed 
to handle radio and tv advertising 


| This reevaluation is particular-|for Adam, Meldrum & Anderson 


strips, consumer folders and a fact 
sheet on “little known facts about 
the present day recession.” + 


‘Auto Buy’ Hit as 
Negative Appeal at 
Western States AAA 


PALM SPRINGS, CAL., May 6— 
i“You Auto Buy Now” campaigns, 
which have swept the country 
and drawn enthusiastic comment 
from many an adman as well as 
auto man, came in for some ad- 
verse comment at the annual 
meeting here of the ~ Western 
States Advertising Agencies Assn. 

The most commonly expressed 
view was that “You Auto Buy 
Now” contains a “negative” ap- 
proach to selling. 


= Ernest L. Loen, Ernest L. Loen 
Associates, Los Angeles manage- 
ment consultant, offered the opin- 
ion there is no question of the 
motive or objective, but he said 
there is a question as to the long- 
term psychological effect of such 
a negative appeal. However, he 
said, the promotion is big because 
it is the first new idea in the 
auto business for many years, and 


ROBERT A. GRANT, account executive 
at Robert Otto & Co., New York, 
for the past year, has been appoint- 
ed to the newly created position of 


general manager. 


'jed. If an advertiser will use 2% 


end of the campaign, apparently | 
to take advantage of any buying | 
momentum. 


= Speaking on a marketing panel | 
Kenneth G. Stuart, director of | 
market research, Eastman Kodak | 
Co., deplored the uses to which' 
market research is often put. In| 
his opinion, too much attention is | 
paid to generalities instead of spe-| 
|cific product and competitive | 
| situations. Management sees and 
|hears these generalities and gets | 
mistaken ideas, he said. | 

Too many media studies are! 
made only from the standpoint of 
the sellers. They should be made | 
in consultation with media prageeg 
as to what they want to know, he 
said. 

Discussing the use of research | 
by agencies, Mr. Stuart observed 
the best research clients are legal | 
departments. They want to know! 
both sides of a subject in order to 
be prepared and to avoid the bad | 
side. On the other hand, agencies 
tend to emphasize only the favor- 
able aspects of a piece of research, 
he said. 


® Instead of putting just the best 
foot forward, agencies should give 
management the whole story, Mr. 
Stuart said. This minimizes wish- 
ful thinking. 

On the subject of test and con- 
trol markets, he warned that in 
addition to what is being tested, 
there can be many changes and 
trends in a market that will af- 
fect results. 


# On the same panel, Mr. Gair | 
urged advertising men to sell) 
ideas in advertising. 

“Any advertiser who spends all | 
his budget in hard sell will not | 
get maximum results,” he assert- | 


to 5% of his budget to sell such | 
ideas as Americanism and human | 
relations, he will maximize his 
advertising and create a valuable | 
corporate image, in Mr. Gair’s| 
opinion, 


@ Stan Freberg, recording artist, 
also known for his humorous 


ly important when there are vis-|C°-, Nu-Way Supermarkets Inc., 
‘ible changes in consumer trends,|and Seven-Up Bottling Co., all 
|he said, suggesting that what we| Buffalo; American Stores Co., 
call recession may actually be a| Syracuse, and Pepsi-Cola Bottling 
change in consumer psychology. #|Co., Buffalo, Elmira and Syracuse. 


STUCK 
ON THE 
SAME 
OLD JOB? 


Are you ready for something far 
more challenging and rewarding? 


| 


| 


| 
| 


Then, shoot for the job you really 
want (spell it out) with a classified 
ad in The Advertising Market Place. 


Your cost is low—your chances 
amazingly good. For your Ad Age 
message reaches almost 150,000 
advertising, selling and marketing 
executives in the United States and 
Canada—the top brass with the au- 
thority to say “You’re Hired!” 


Use This Space to Print or Type Your Classifi d Advertisin, Me~.age 


Classified Rates: $1.25 per line, minimum charge $5.00. Cash with 
order. Figure all cap lines (maximum—two) 30 letters and spaces 
per line; upper and lower case 40 per line. Add two lines for box 
number. Closing deadline: Copy in written form in Chicago office 
no later than noon, Wednesday 5 days preceding publication date. 


Display Classified Rates: take card rate of $17.75 per column inch, 
and card discounts, size and frequency apply. 


| am enclosing $ 
| My Name 
| Street 
“ty 72__Stae 


THE ADVERTISING MARKET PLACE 
ADVERTISING AGE 


200 E. Illinois St. 4041 Marlton Avenue 
Chicago, Illinois Los Angeles, Calif. 


Clip and mail 
ihis form to: 
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Ford, Lever Top — 


RAB's Ist New 
Spending List 


(Continued from Page 1) 
ed for spot radio. 


The leading network radio spon- | 


sors for the same period, according 
to the bureau’s reckoning, were 
Bristol-Myers, Colgate-Palmolive, 
Ford Motor Co., Grove Laborato- 
ries and Lever Bros. Again the 
“ranking” is strictly alphabetical. 

RAB did not attempt to esti- 
mate how much these big spenders 
are pouring into either category of 
radio. 


® The quarterly report, first of a 
series, includes a “relatively com- 
plete” list of all the companies 
which used spot or network radio 
some time during the first three 
months of this year. There are 
nearly 1,000 national and regional 
advertisers on the list. If several 
of a company’s brands’ were 
known to be active in radio, the 
names of the brands were indi- 
cated. 

The report does not point out 
the “top spenders” indicated 
above; RAB provided that infor- 
mation in an accompanying press 
release. 

The bureau, which obtained this 
information by surveying a cross- 
section of broadcasters, is sure 
that some names have been omit- 
ted. RAB promises that these 
reports will be more complete as 
its researchers gain experience in 
compiling them. 

Nearly 100 of the 1,000 backers 
of radio bought both spot and 
network. For the most part these 
were the larger companies. 

Spot attracted many more ad- 
vertisers than network; there were 
760 companies which used some 
spot but no network, compared 
with 133 which bought network 
but no spot. 


® RAB emphasized that 75% of 
the country’s top 100 advertisers 
—eligible to do so—bought some 
radio during the first quarter of 
the year. Five of the 100 are liquor 
companies and therefore ineligible. 

Network’s’ strongest support 
came from the drug field, which 
contributed 20.8% of the medium’s 
customers. Next in line were food 
and grocery, toilet requisites, reli- 
gion and household cleansers. 

The No. 1 category for spot was 
food and grocery products, which 
furnished nearly 30% of the cus- 
tomers. Runners-up were drugs, 
ale, beer and wine and agriculture 
products. 


s Spot pace setter in terms of 
product spread was Sterling Drug, 
which ran schedules for Bayer 
aspirin, Bayer nasal spray, Cam- 
pho Phenique, Danderine, D-Con, 
Dr. Lyon’s tooth powder, Energine, 
Fletcher’s Castoria, Haley’s M. O., 
Midol,. Molle, Pepsomar, Phillips’ 
Milk of Magnesia and Royal Jelly 
Vitamin Caps. 

Lever ran selective radio for the 
following nine products—Breeze, 
Good Luck margarine, Lipton 
soups, Lipton tea, Pepsodent tooth 
paste, Praise, Silver Dust and 
Spry. 

P&G bought spot for Cheer, 
Crisco, Dreft, Drene, Ivory soap, 
Spic & Span, Tide and Zest. 
General Foods also was in for 
eight products. They were: Birds- 
eye, Instant Jell-O, Instant Pos- 
tum, Instant Maxwell House, In- 
stant Sanka, Log Cabin syrup, 
Maxwell House coffee and Sanka 
coffee. 


® The list showed six companies 
featuring four or more brands on 
network radio. Leading the list 
was Bristol-Myers, which bought 


Prechter 


Everest 


Wellman 


Davis Landin 


NATA ELECTS—Shown here with the outgoing president, Harrison 


Davis, Fielder, Sorensen & Davis, 


San Francisco, are the new offi- 


cers of the National Assn. of Transportation Advertising: George 

W. Prechter Jr., Transportation Advertisers, New Orleans, president; 

Joseph E. Wellman, Transportation Advertising Co., Detroit, vp; 

Philip J. Everest, Transportation Displays, New York, secretary, and 

N. Gist Lamdin Jr., Nation Wide Bus Advertising, New York, 
treasurer. 


network commercials for Ban de- | 


odorant, Bufferin, Ipana, Minit) 
Rub, Mum, Sal Hepatica and 
Trushay. 

General Foods was in _ for 


Baker’s Premium Chocolate, Bak- 
er’s Angel flake coconut, Calumet, 
Post cereals and Swans Down cake 
mixes. Plough used its time for Dr. 
Edward’s Olive tablets, Mistol- 
Mist nasal spray, Musterole, St. 
Joseph’s aspirin and Zemo skin 
remedy. Toni devoted network 
time to Adorn, Deep Magic, Thor- 
exin, Twirl home permanent and 
Paper-Mate pens. (Paper-Mate 
and Thorexin are products of oth- 
er Gillette divisions, but they 
show up under the Toni Co. listing 
in this report.) 

Lever ran network schedules 
for Breeze, Dove, Pepsodent and 
Rinso. Vick Chemical was in for 
cough drops, inhalor, Medi-Mist 
and Vaporub. 


® RAB is distributing this 25-page 
report to advertisers and agencies. 
The last two pages of the booklet 
show the number of radio adver- 
tisers in each product category. # 


Pullman Co. Will 
Leave National Ad 
Field After 40 Years 


(Continued from Page 1) 
advertise only in Railway Age and 
Ticket Agent, he said. 

Pullman invested $450,000 in ad- 
vertising in 1957. MacFarland, 
Aveyard & Co., the company’s 
agency, will continue to service the 
account, which is expected to have 
minuscule billings after June 30. 

The Pullman Co. operates sleep- 
ing car facilities for 54 railroads in 
the U.S. Prior to 1947 Pullman also 
manufactured sleeping cars, but 
the company was split up by the 
U.S. government, + 


| 
Two Join Gardner Board 
The board of directors of Gara-| 
ner Advertising Co., St. Louis, has 
been expanded from seven to nine 
members with the election of! 
David P. Ferriss and Warren Krat- 
ky, both vps and account supervi-| 
sors. Meanwhile, Richard W. Epp, | 
formerly assistant media director 
of D’Arcy Advertising Co., Chica-| 
go, has joined Gardner as chief 
time buyer in the media depart- 
ment. 


McEnaney Joins WHIM 

E. James McEnaney, formerly 
on the sales staff of WJAR, Prov- 
idence, R. I., has joined WHIM, 


also Providence, as sales manager. 


Studebaker Will 
Market New Economy 


Car Line Next Year 


SoutH BEND, May 8—Studebak- 
er-Packard will market a new line 
of “economy” cars in 1959. 

The company will unveil its new 
line of about four different models 
this fall. The cars will have a 
shorter wheelbase than current 
Studebaker models, and will have 
narrower outside widths than the 
Studebaker Scotsman cars. 

Engines in the new line will be 
mostly six-cylinder jobs, but it is 
believed that eight-cylinder en- 
gines also will be offered. The line, 
which reportedly will be called the 
“Champion,” a longtime S-P name, 
will be roomier than the Scotsman 
cars. Prices of the new cars will 
range upwards from about $1,800— 
about the same price as the Scots- 
man. 

Advertising for the new line will 
be handled by S-P’s agency, Burke 
Dowling Adams Inc. The agency 
currently is preparing advertising, 
but media plans have not been 
completed. + 


Plowe to Remain at BBDO 

Elliott Plowe, vp and account 
group head on Hit Parade for Bat- 
ten, Barton, Durstine & Osborn, 
New York, who was reported two 
week ago as joining Calkins & 
Holden as senior vp and member 
of the board, has decided to re- 
main at BBDO. Neither agency 
would comment on Mr. Plowe’s 
change of mind. Mr. Fiowe was 
unavailable for comment on Fri- 
day. 


TONY KRAEMER, formerly ad and pro- 
motion manager of WRCA and 
WRCA-TV, New York, has joined 
Crosley Broadcasting Corp., Cin- 
cinnati, as sales development direc- 
tor. He succeeds Anne Hetfield, 
who resigned because of illness. 
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Summer TV, with Re-Runs Slated, to 


Have All the Zing of Stale, Flat Beer 


By Maurine Christopher 


New York, May 9—Anybody 
who was hopeful that recent crit- Aleo set for a vacation run on 
icisms of television’s program- ABC are “Anybody Can Play” 
ming staleness would bring about | (R. J. Reynolds), a show which 


a change in the summer pattern promises to get virtually every- 
is in for a disappointment. 


|that it will shake up the video 
| airways as much as “$64,000 Ques- 
tion” did in its heyday. 


body into the act of innin 
The summer network tv sched- i “Music Bingo” bee me 
ules are still in the process of | andy ” Williams starrer, which 


formulation but indications are 
that the warm weather months 
will as usual be inundated by 
re-runs. é ws 
During the so-called “choice |® NBC’s most promising summer 
time” periods, NBC and CBS sub looks like “The Chevy Show,” 
between them will re-roll at least | Which has a series of stars filling 
45 shows. ABC will air repeats! i” for the vacationing Dinah Shore. 
on about 15 programs, including | Singers Eydie Gorme and Steve 
Kaiser’s popular western hero, Lawrence sub for the Europe- 
“Maverick.” |bound Steve Allen. This Sunday 
This horde of repeaters should | Might, 8 to 9 p.m., EDT, spot is 
the handful of regulars who prac- | Which has only one alternate week 
tice the unorthodox doctrine of|half-hour sold for summer and 
trying to give audiences the same | nothing definite for fall at this 
caliber of fresh entertainment | Writing. 
summer and winter. There are several new quizzes 
|penciled in, but even the press 
® Among this hardy band is CBS’ department can’t distinguish these 
Ed Sullivan, who will keep work- | '00K-alikes these days. A live 
ing most of this summer for East- |@¢tective drama will take one 
man Kodak and Mercury while |Eddie Fisher-George Gobel spot. 
NBC’s Steve Allen vacations and |4 western will hold the fort for 
“Maverick” dispenses with the |Ford’s “Ernie Ford Show.” Bob 
same villains all ower again. Crosby will fill in for Perry Como 
Other CBS regulars, who are and his participating _ Sponsors. 
continuing with their current | There will be an hour live detec- 
sponsors throughout the summer, | tive drama called, “The Investi- 
include “$64,000 Challenge” (Rev- | 84tor,” which the network expects 
lon, Lorillard); “What’s My Line” |Liggett & Myers and RCA to back. 
(Kellogg, Helene Curtis); “Name 
That Tune” (Kellogg, Whitehall) ;|# There is nothing even vaguely 
“To Tell The Truth” (Pharmaceu-|close to a novel idea coming up 
ticals); “I’ve Got A Secret” (R. J.;on CBS’ summer program sched- 
Reynolds Tobacco Co.); hour dra- ule. Toni’s “Wingo” is fading after 
ma (U.S. Steel and Armstrong); | six weeks, but it will be replaced 


Chevrolet will back until the re- 
turn of Pat Boone. 


“Climax” (Chrysler); 
and Toni). 


NBC with fresh fare 


“Post Fight Beat” (Bristol-Myers), 
and Ted Mack’s “Original Ama- 
teur Hour” (Pharmaceuticals). 


s ABC regulars that will provide 
fresh programming throughout the 
warm months are “You Asked For 
It” (Skippy peanut butter); “Bold 
Journey” (Ralston Purina); “Top 
Tunes & New Talent” (Dodge- 
Plymouth); “Wednesday Night 
Fights” (Miles, Mennen); “Dick 
Clark Show” (Beech-Nut Life 
Savers); “Country Music” (parti- 
cipating); and “Lawrence Welk 
Show” (Dodge). 

Despite all odds, tv’s eternal 
optimists have continued to hope 
that the relative quiet of summer- 


gramming ideas of the sort that 
are too daring to hope for a regu- 
lar season break-in. 

Here again, they might as well 
stop hoping. Coming up as fillers 
are more quizzes—despite the dis- 
astrous record of some of the 
recent question-and-answer en- 


tries and. the tired blood status 
jof veterans in that category— 
jmore singer-fronted shows—again 
|despite the wholesale rejection of 
that type of program this season— 
and an occasional western or 
detective story. 


|@ Evangelist Billy Graham has 
started his second summer series 
on ABC. Coming soon are several 
new audience participation stan- 
zas. Most excitement has been 
generated by “E. S. P.,” a pro- 
gram based on extra sensory 
perception. Norman, Craig & 
Kummel, which is responsible for 
bringing this Chesebrough-Pond’s 
sponsored program to tv, is hopeful 


“Twenty-One” (Pharmaceuticals) ;| 
“Kraft Theater,” which will fade|Otherwise viewers can expect the 
in the fall; “The Price Is Right,” | Te-runs 
for a new sponsor, Lever Bros.; | 
“Friday Night Fights” (Gillette) ; | 


|or Buy”; 
;sounds like something they used 


time would be used to test pro-| 


“Arthur|by re-runs of the “Schlitz Play- 
Godfrey’s Talent Scouts” (Lipton | 


house of Stars.” 
Another giveaway, “Top Dollar,” 


Programs which will continue on| also is expected to fade, but the 
include |most likely candidate to replace 


it is a Rory Calhoun western. 
and incumbents to be 
spiced only with giveaways and 
audience participation mish-mash. 


® For example: “$64,000 Question” 
(Revlon) will be replaced by “Bid 
“Sing Along,” which 


to do in theaters many years ago, 
will flash words on the home 
screen and invite people to exer- 
cise their vocal chords. + 


MAB Revises Color 
Linage Figures for 1957 

The Magazine Advertising Bu- 
reau division of Magazine Publish- 


/ers Assn., New York, has revised 


two sets of figures for magazines 
carrying color linage in 1957, which 
appeared in a table in ADVERTISING 
Ace May 5. Because of machine 
error, data supplied to AA for 
Holiday and Outdoor Life are in- 
accurate. 

Holiday’s total linage and total 
Pages are correctly shown, but it 
carried 440,076 lines of color (not 
279,854), 647.17 color pages (not 
411.55), and its total percentage of 
color was 57.08% (not 36.30%). It 
carried 376,210 lines of four-color 
(not 215,988), and 553.25 four-col- 
or pages (not 317.63). Figures for 
two-color linage and two-color 
pages (63,866 and 93.92) are un- 
changed. 

Outdoor Life’s total linage and 
total pages are correctly shown, 
but its total color linage should 
have been 114,869 (not 137,743), 
total color pages 267.76 (not 
321.08), color percentage 31.72% 
(not 38.04%). Four-color linage 
and pages (43,758 and 102) are un- 
changed. Two-color linage should 
have been 71,111 (not 93,985) and 
two-color pages should have been 
165.76 (not 219.08). 
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Cotton Test Idea Is 
W&d€L’s, Court Decides 


(Continued from Page 1) 
that the so-called ‘cotton test’ 
idea was obtained by defendant 
[Schick] from a source other than 
plaintiff [Warwick & Legler]. 
The crucial question posed, which 
is one of fact, is whether an adver- 
tising agency [Benton & Bowles] 
subsequently employed by the de- 
fendant independently conceived 
the ‘cotton test’ idea. 

“Defendant’s president testified 
that it was his custom to pave the 
way for the exchange of ideas be- 
tween defendant and his adver- 
tising agency—whichever agency 
it happened to be at the time; and 
that the personnel of the defend- 
ant’s advertising department 
worked in close cooperation with 
the agency; and that defendant 
retained no secrets from the agen- 
cy. 
“The key members of the per- 
sonnel of defendant’s advertising 
department were present when 
the ‘cotton test’ idea was first re- 
vealed to defendant by plantiff. 
These same members later worked 
with the members of the advertis- 
ing agency which claims to have 
independently conceived the ‘cot- 
ton test’ idea. 

“However, at the hearing on the 
motion for a temporary injunc- 
tion, none of the key personnel 
was called to the stand by the 
defendant to substantiate the ad- 
vertising agency’s testimony con- 
cerning its independent concep- 
tion. 


s “Under the circumstances, the 
testimony of the members of the 
advertising agency on the subject 
of independent conception, un- 
corroborated by defendant’s key 
personnel, was not such as to per- 
suade this court of the existence 
of the facts asserted. 

“We therefore find that the ad- 
vertising agency [B&B] did not 
independently conceive the ‘cot- 
ton test’ idea; that as between the 
parties to this action the ‘cotton 
test’ is owned by plaintiff; and 
that plaintiff is entitled, as against 
the defendant, to the protection of 
that idea. 

“Accordingly the plaintiff may 
prepare an order for a permanent 
injunction.” 


= On Jan. 6, Judge Ganey filed 
his findings of facts, conclusions 
and order on the hearing, which 
was held in October (AA, May 
20, Oct. 28, ’57, et seq.). The pre- 
liminary injunction granted ear- 
lier was continued. An 11-page 
document covered 30 points; among 
the judge’s findings was this state- 
ment: 

“The contracts we have seen 
dealing with the matter [of what 
belongs to the agency upon sep- 
aration] have stated that the 
» agency retains all rights in any 
unpublished advertising and un- 
used plans, ideas, copy, etc. 

“No case has ever come to our 
attention in which a contract be- 
tween agency and client has pro- 
vided that unpublished or unused 
advertisements, plans, etc., be- 
come the property of the client on 
termination. There may be such 
provisions in existence without 
our knowing about them. If there 
are, however, they would certain- 
y be most exceptional.” 


a Assuming that Warwick & Leg- 
er established title to the “cotton 
est” idea, “the continued appro- 
priation and use of that idea by 
the defendant will destroy not 
only whatever it may be to War- 
wick & Legler, but also its right 
to sell the idea to whomever it 
chooses. Moreover, defendant will 
be held to have appropriated a 
unique idea which it first became 


aware of as the result of a confi- 
dential relationship between itself 
and Warwick & Legler.” 


s The sequence of events leading 
up to Judge Ganey’s decision this 
week began on the evening of 
March 13, 57, when Kenneth Gif- 
ford, president of Schick, said to 
Warwick & Legler’s president 
H. Paul Warwick, “I have the sad 
duty to perform to tell you that we 
are going to change agencies.” 

According to Mr. Warwick's tes- 
timony in the hearing last October, 
Mr. Gifford then requested W&L 
to turn over everything belonging 
to Schick for which they had been 
charged. ‘“‘And then he said,” Mr. 
Warwick continued, “‘In addition 
to that I expect you to turn over 
to us any and all ideas or anything 
else of any kind that you ever sub- 
mitted to us during your associa- 
tion with us.’ ” 

Mr. Warwick objected. Subse- 
quently, he testified, he received 
a letter on May 23 from C. R. 
Whitmer Jr., Schick ad manager, 
stating that the new agency (Ben- 
ton & Bowles) had come up with a 
cotton test idea. 

“While Benton & Bowles pre- 
sented this idea without any 
knowledge of our prior talk with 
you, and with some distinct ampli- 
fications, I thought I would like to 
check it out with you, particularly 
in the light of our termination 
agreement. 


= “So just to cover all the bases, I 
would appreciate your assurance, 
if we decide to, that we can pro- 
ceed to use this approach, without 
any claims on your part...” 

Mr. Warwick gave no such as- 
surance, replying: “We cannot in 
justice to our own business give 
away such an idea, on which we 
have spent considerable time and 
money, without some adequate 
form of compensation or return to 
us.” 

Schick subsequently filmed a tv 
commercial using the cotton test 
idea, and Warwick & Legler ap- 
plied for the injunction. 

Further tv commercials were 
stopped, but the injunction pro- 
ceedings were not quick enough 
to prevent publication of a color 
page in Look using the idea. 


WARWICK COMMENTS 
ON COURT DECISION 

New YorK, May 9—Comment- 
ing on the issuance of the per- 
manent injunction against Schick, 
Paul Warwick, president of War- 
wick & Legler, today told Apver- 
TISING AcE: “.. .Warwick & Legler 
sued Schick for breaking a special 
termination agreement which ex- 
isted between the two parties. 

“In the advertising agency 
business for many years it has 
been the customary practice upon 
termination, for the agency to re- 
main the owner of all unused, 
unpublished, and unpaid-for ad- 
vertising plans and ideas prepared 
by the agency for the client. 

“Schick made the abnormal re- 
quest that anything and every- 
thing Warwick & Legler ever sub- 
mitted to them, regardless of 
whether or not it was used or 
paid for by Schick, be turned over 
to them at termination of our re- 
lationship. This, of course, we re- 
fused to do. 

“A special agreement between 
Schick and Warwick & Legler be- 
came necessary. Under the terms 
of this special agreement, Schick 
agreed that any unused, unpub- 
lished, or unpaid for ideas sub- 
mitted to them by us remained 
our property. When Schick broke 
this special agreement, Warwick 
& Legler brought suit.” + 


Last Minute News Flashes 
McWade, Widowit Resign from Skil Corp. 


Cuicaco, May 9—Carl D. McWade, director of marketing services, 
and Adolph Widowit Jr., advertising manager, announced jointly to- 
day that they have resigned their posts with the Skil Corp. Mr. Mc- 
Wade, formerly advertising manager, moved to the marketing post a| 
year ago. 


Quaker Shifts Latin Brand to National Export 


New York, May 9—Quaker Oats International has given National lj 


Export Advertising Service, New York, an additional product—Fres- 
cavena, an oat drink now marketed in Puerto Rico, Venezuela and 
Central America. McCann-Erickson is the previous agency. 


Conn Organ Moves Account from Buchen to BBDO 


ELKHART, IND., May 9—Conn Organ Co. has appointed Batten, Barton, 
Durstine & Osborn, Chicago, to handle its account effective immedi- 


ately, replacing Buchen Co. Advertising for Conn’s band instrument | | 


division remains with Juhl Advertising Agency, Elkhart. 


Pittsburgh NIAA Likes Amendment; May Vote Again 


PITTSBURGH, May 9—Harold Hoffman, president of the Pittsburgh 
chapter of the National Industrial Advertisers Assn., has called a spe- 
cial directors meeting for next Thursday to take another look at the 
ISIM plan, which has been amended. The amended plan will allow 
all members in good standing as of June 30 to remain in the new or- 
ganization. Mr. Hoffman said the group will try to determine if the 
previous vote “was a sufficient mandate” (AA, April 7) and indicated 
that the membership may be polled again, this time by mail. 


Sun Oil Hikes Budget $1,000,000 for Custom Blending 
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1,001 PRIZES—H. J. Heinz Co. will 

kick off the promotion for its May 

through July Relish Twins Contest 

with this two-color page in Life, 

May 26. Maxon Inc., Detroit, is the 
agency. 


P. 0. Liberalizes 


PHILADELPHIA, May 9—Sun Oil Co. has boosted its annual advertis- 
ing budget $1,000,000—to more than $7,000,000—to promote its new 
custom blending system, which permits six different octane blends 
to be supplied from one pump. Newspapers, network radio, spot radio 
and tv and trade publications will be used. William Esty Co., New 
York, is the agency. 


Fitzsimmons Resigns from Burdick, Becker 

New YorK, May 9—Donald F. Fitzsimmons, vp, treasurer and co- 
founder of Burdick, Becker & Fitzsimmons, ethical drug agency, has 
resigned, with the explanation: “‘We failed to achieve complete har- 
mony on policy matters and simply agreed to disagree.” 


NTA, National Theaters Discuss Merger 

New YorK, May 9—Merger talks are going on between National 
Telefilm Associates and National Theaters Inc., the country’s second 
largest movie theater chain. 


Porter Adds Account Duties; Other Late News 


e Arthur Porter, vp and director of media at J. Walter Thompson Co., 
New York, has been named to take on the additional duty of account 
sesponsibility for Pond’s. Dick Jones has been named manager of 
Thompson’s media department, a new post. 


e Charles R. Longsworth, formerly with Campbell Soup Co., has joined 
Ogilvy, Benson & Mather, New York, as executive on the Pepperidge 
Farm account. 


e C. M. Ritchey, formerly eastern division manager, has been appoint- 
ed director of advertising and merchandising of Willys Sales Corp., 
Toledo. He succeeds C. W. Grinstead, who has resigned. 


e Ac’cent-International, Chicago, a division of International Minerals 
& Chemicals Corp., is marketing Sauce-Quik, an instant white sauce 
base, through institutional jobbers and wholesalers. Following testing 
since May, 1957, in Minneapolis and St. Paul, Sauce-Quik is being in- 
troduced in New York and Chicago. It will bow in Miami in June and 
nationally in the fall. Ad plans and an agency assignment have not 
yet been decided. Needham, Louis & Brorby, Chicago, handles the 
company’s Ac’cent flavoring product. 


e Arthur B. Modell, vp of L. H. Hartman Co., New York, has been 
named exec vp of the agency and a member of the executive commit- 
tee. Before joining the agency five years ago Mr. Modell headed his 
own company, which produced tv programs. 


e Kahle Engineering Co., North Bergen, N.J., designer and builder 
of industrial equipment, has moved its account from Conti Advertising 
Agency, Ridgewood, N.J., to J. M. Hickerson Inc., New York. 


e Erwin Wasey, Ruthrauff & Ryan, New York, has consolidated its 
eastern operation, bringing its Cincinnati, Philadelphia and Washing- 
ton offices into the New York orbit. Previously the Cincinnati office 
was under the Chicago operation. The move was reportedly aimed at 
strengthening creative services. Coupled with the move were resigna- 
tions by Whitney Hartshorne, vp and office manager in New York; 
Fred Clarke, vp and copy director, and Fred Reynolds, copy supervisor. 


e Commissioner Robert T. Bartley encountered no serious obstacles in 
a hearing before the Senate commerce committee this week and his 
confirmation for a seven-year FCC term is expected to be a formality. 


e Western Union Telegraph Co., New York, will launch an advertising 
campaign in five business papers May 12 to promote its new survey 
service for business. Telegrams accompanied by ads and other material 
will go to presidents of agencies throughout the U.S. Benton & Bowles 
is the agency. 


e Ekco Products Co., Chicago, has named Gordon & Hempstead to 
handle advertising for its bakery units—Ekco Engineering Co. divi- 
sion and National Glaco Chemical Corp., an Ekco subsidiary. The ac- 
count formerly was handled by Dancer-Fitzgerald-Sample. 


Enro Shirt Co., Louisville, manufacturer of shirts and Faultless 
pajamas, has appointed Blaine-Thompson Inc., New York, to handle 
its advertising. The previous agency was Harris & Co., Miami Beach. 


° William A. Chalmers, vp in charge of the Los Angeles office of Cal- 
Kins & Holden, has been assigned to the New York office as vp and 
account group supervisor. He will be succeeded in Los Angeles by 


Robert J. Black, C&H vp, who has been West Coast manager of the 
agency. 


Rules Affecting 
Publication Ads 


| 

WASHINGTON, May 9—Liberali- 
zation—combined with some 
tightening—of postal regulations 
relating to advertisements in pe- 
riodicals was proposed by the 
Post Office Department today in a 
move to make mailing rules con- 
form to modern advertising tech- 
| niques. 

Proposed changes were pub- 
lished in today’s “Federal Regis- 
ter,” and mail users were given 
until June 15 to submit written 
views to Edwin A. Riley, direc- 
tor, postal services division, bu- 
reau of operations, Post Office De- 
partment, Washington 25, D. C. 

Section 132.49 of the “Postal 
Manual,” covering what may be 
mailed at second class _ rates, 
would be changed to read as fol- 
lows: 

“Advertisements. All advertise- 
ments in periodicals must be per- 
manently attached. Page numbers 
in sequence must be allowed for 
all advertisements if the periodi- 
cal carries page numbers. An- 
nuals, directories, catalogs, year- 
books or other types of separate 
publications may not be accepted 
as advertisements. 


s “The physical makeup of adver- 
tisements may include such fea- 
tures as the following: 

“1. Different ‘ advertisements 
may occupy the same space in 
separate copies of the same issue. 

“2. Advertisements having cou- 
pons or application or order forms 
occupying more than one-half of 
the page as permitted by ... this 
section may not be smaller than 
one-eighth of the size of the reg- 
ular pages. 

“3. Advertisements larger than 
the regular pages may be pre- 
pared for folding out horizontally, 
vertically, or both. 

“4. Advertisements may be die- 
cut or deckle-edged. 

“5. Multiple-page advertise- 
ments may be prepared for de- 
tachment as permitted by ... this 
section, and may be held together 
by staples or other means sep- 
arate from and in addition to the 
regular binding of the periodical. 

“6. Advertisements may include 
‘statements that they are printed 
on the product or by means of 
the product of the advertisers.” + 


Peters, Griffin Boosts Sias 


John B. Sias, assistant vp and 
assistant to the director of tv at 
Peters, Griffin, Woodward, New 
York, has been appointed vp by the 
radio and tv representative. 
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Chapter Is Crux 
of NIAA, Wardell 
Says, Hitting ISIM 


(Continued from Page 3) 
much opposed to ISIM. The board | 
voted last night to instruct the 
chapter’s delegates to the national 
|convention to vote against adoption | 
!of ISIM, but the delegates will be) 
instructed to recommend to the 
convention that such parts of the} 
ISIM proposal as are feasible be| 
|salvaged and incorporated into! 
| NIAA. 
Harrison M. Rainie, vp, Stewart | 
Dougall & Associates, a member of | 
the NIAA task force that developed | 
the ISIM reorganization plan, out- 
lined the details of the proposal 
,and answered questions from the 
| floor. 
|@ The discussion centered on the 
| assumption that the task force had 
|not given adequate consideration 
| to the fact that NIAA is an organi- 
|zation of chapters, and that the 
local level is the operating level for 
| most members. 
| Charles Wardell, director of ad- 
vertising, Hyatt Roller Bearing di- 
vision of General Motors Corp., a 
director and former president of 
the New Jersey chapter, led the 
discussion on this point. He em- 
phasized that when members join) 
NIAA they join at the local level | 
as members of a chapter, and that 
the national organization is merely | 
a by-product of membership in a/| 
local organization. 

The local chapters, he said, are 
clearing houses of information on 
local industrial advertising matters. 
“They are meeting places,” he said, 
“for an exchange of ideas, news 
and gossip among people in relat- 
ed businesses with common prob- 
lems in a particular area.” 


® Criticism of NIAA chapters be- 
cause they are merely meeting 
places for buyers and sellers, Mr. 
Wardell said, is unrealistic. “I have 
never been pressured by any pub- 
lisher’s salesman or by any sup- 
plier’s salesman at any NIAA 
meeting, and I don’t know any- 
body who has been. 

“But I have learned a lot from 
publishers’ and suppliers’ sales- 
men that has meant a good deal 
to me in business, and I have made | 
some enjoyable and worth while 
friendships because I had an op- 
portunity to get to know certain 
men at meetings of this chapter. 
The fellowship, round table dis- 
cussions, exchange of ideas with 
people with common problems, 
such as we have at these local 
meetings, cannot be evaluated cold 
bloodedly, as seems to have been 
done by the task force in its ISIM 
proposal.” 


® Kenneth Mehrhof, vp of G. M. 
Basford Co. and also a director of 
the New Jersey chapter, pointed 
out that the original name of the 
chapter was Industrial Marketers 
of New Jersey. He said the empha- 
sis of the group had “always been 
on advertising and promotion as 
integral parts of the over-all mar- 
keting concept. The advertising 
manager,” he said, “is a specialist 
or technician, in much the same 
sense that an engineer is, and needs 
an organization that will help him 
as a specialist. ISIM could not do 
this.” 

Mr. Mehrhof urged that the good 
points in the ISIM proposal be sal- 
vaged and that ISIM be used by 
NIAA members “to improve our- 
selves, but not to dissolve ourselves 
as an industrial advertising organ- 
ization.” 


# Milo E. Ziegenhagen, advertis- 
ing manager of Worthington Corp., 
a member of the original task force, 
emphasized that the task force had | 
considered all aspects of the prob- 
lem as objectively as possible, but 
he conceded that perhaps the tim- 


ing was open to criticism, as ap- 
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executives in a toast at the opening of Dr. Pepper’s new Tulsa 
bottling plant. The gentlemen are Wesby R. Parker, Dr. Pepper Co. 
president; Sheldon Washburn, president of the Dr. Pepper Tulsa 
Bottling Co., and Grant executives Greg Sherry, vp, Dallas, and 


Chris Cross, 


vp, Chicago. 


parently too much was being at- 
tempted in too little time. 
Comments from the floor criti- 
cized ISIM as “trying to be all 
things to all men,” as “impractic- 
al,” “too much in advance of its 
time,” and as “wishful thinking.” 
However, several speakers agreed 
with Mr. Mehrhof that NIAA 
should salvage such parts of the 
ISIM plan as are feasible for in- 
corporation into NIAA. 


NIAGARA NIAA UNIT 
ASKS ISIM DEFEAT 

BuFFALO, May 8—A _ special 
committee of the Niagara Frontier 
Advertisers Assn. (Buffalo area 
chapter of the National Industrial 
Advertisers Assn.) has recom- 
mended voting against the propos- 
al to change the national organiza- 
tion to an International Society 
for Industrial Marketing. 

The committee report, released 
today, says: “If adopted, the 
proposed ISIM would completely 
alter the character of NIAA. It 
is this committee’s opinion that 
the change would not be beneficial 
to the majority of the present 
membership. Personnel in large 
organizations will gain . .. but 
they represent only a small per- 
centage of NIAA membership. 
The interest of this group cannot 
dominate an organization of which 
they are... a small part. 

“Advertising . . . is sufficiently 
complex and challenging that it 
warrants an organization . . . de- 
voted to its vertical interests. 


s “From this view (NIAA as an 
impersonal entity) we recommend 
voting against the proposal. ISIM 
may have merit for certain NIAA 
members, and (we) urge these 
members make up their own 
minds and cast minority votes.” 

Clayton Stahlka, chapter presi- 
dent, commented: “I do not feel 
the current revisions to the pro- 
posed ISIM will affect Buffalo’s 
stand. 95% of all manufacturing 
industries have sales of less than 
$2,000,000 a year. I doubt that 
there would be more than four 
companies who would join ISIM 
in Buffalo. 

“A principal advocate has stated 
that if ISIM is not accepted, the 
NIAA is dead. We do not believe 
this. We believe the industrial 
advertising manager has a vital 
and growing place in the over-all 
marketing concept. He needs his 
own organization . . . devoted to his 
own specialized needs .. . offering 
him the companionship of persons 
related to his professional duties. 

“If the NIAA cannot prosper 
and grow in the face of the chal- 
lenge of tomorrow, then it should 


|die. It has outlived its usefulness. 
|I doubt there is one member who 
| will grant this premise. Yet, we 
|are asked to kill it . . . commit 
|suicide by voting it out of exis- 
tence . . . on the premise that it 
| will die at some future date. This 


logic escapes me.” + 


Y&R Gets Chrysler 
Account in Puerto 


Rico, Venezuela 


New York, May 6—Young & 
Rubicam has landed the Chrysler 
Corp. account in Puerto Rico and 
Venezuela. 

Y&R offices in San Juan and 
Caracas succeed McCann-Erickson 
offices there. 

McCann-Erickson recently re- 
signed its Chrysler business to 
take on Buick. Leo Burnett Co. 
succeeded McCann on the institu- 
tional and export account, but the 
Chicago agency does not have of- 
fices abroad. 

Y&R became a Chrysler agency 
at the same time, succeeding Mc- 
Cann on the Chrysler and Imperial 
divisions. 

Y&R also announced this week 
that its Caracas office has been 
appointed to handle advertising 
for Luz Electrica de Venezuela. 
The electric utility is a subsidiary 
of American & Foreign Power Co. 


# Also on the Y&R international 
front, the agency reports its Mexi- 
co City office has been named to 
handle advertising for Aladino 
peanut butter, marketed by Ander- 
son, Clayton & Co. Earlier this year 
the Mexican office was assigned 
Anderson, Clayton’s margarine ad- 
vertising. A leading advertiser in 
Mexico, Anderson, Clayton up to 
now has been placing most of its 
advertising through McCann-Er- 
ickson. # 
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shipping 
package for Pepsi-Cola Co. point 
of purchase materials bears this 
slogan and a hand lettered address. 


Advertising Age, May 12, 1958 


10 Firms in 
New Puerto Rico 
Agency Group 


(Continued from Page 3) 
Rubicam. 

John Zerbe, manager of Young & 
Rubicam, was elected the first 
president of the association. Other 
elected officers are Samuel Badillo, 
vp; Rivera Bernacet (Astra), sec- 
retary-treasurer; and Carlos Riano 
(National Export) and Richard 
Friese (J. Walter Thompson), di- 
rectors. 


= There have been several at- 
tempts in the past to form an 
agency association here, but these 
efforts were always frustrated be- 
cause of wide areas of differences. 
In settling these differences now, 
the 10 founder agencies have 
agreed on a code of standards 
similar to that of the Four A’s. 
There are, however, a few local 
modifications. 

One of the most important pro- 
visos is this: Member agencies 
agree to divest themselves of all 
properties in which they were act- 
ing as “media brokers” within a 
period of two years. Up to now, 
some leading agencies here have 
bought radio and tv rights to such 
events as baseball games and horse 
races and then recold them. The 
agreement to end such practices 
represents an important step to- 
ward the complete separation of 
agency and media functions in 
Puerto Rican advertising. 

The association has invited all 
agencies which can meet its quali- 
fications and subscribe to its code 
of ethics to join. Membership 
qualifications, patterned after the 
Four A’s, exclude house agencies, 
agencies which have any special 
interest in media and agencies 
which rebate commissions. 


= Formation of the agency body is 
another sign of the rapid economic 
progress the commonwealth has 
made in the past 20 years. In 
1940, average family income was 
$660 per year; today it is $2,400. 
Last year, for the first time, the 
value of industrial production in 
the island surpassed that of agri- 
cultural production. 

Sam Badillo, head of the Badillo 
agency, estimates total annual ad- 
vertising expenditures in Puerto 
Rico at nearly $20,000,000. Of this 
sum, some 70% passes through the 
hands of agencies, he said. Badillo, 
with a staff of 45 and annual bill- 
ings of $1,500,000, is the largest 
agency on the island. 

Mr. Badillo told ApvERTISING AGE 
this week that by 1975 Puerto Ri- 
cans should be enjoying the same 
standard of living Americans are 
enjoying in 1958. “While ten years 
ago the facilities which agencies 
could afford to offer in Puerto 
Rico were quite limited, today 
most agencies are staffed to give 
an efficient advertising service to 
their clients,” he added. “Some are 
prepared to provide marketing 
services which go well beyond 
straight advertising.” # 


NBP, AAW Sponsor Contest 
National Business Publications 
and the Advertising Assn. of the 
West are sponsors of a competi- 
tion for distinguished business 
publication advertising with $100, 
$50 and $25 being offered as first, 
second and third prizes, respec- 
tively in two categories: Page or 
spread and less-than-page ads. 


Spire Opens in Florida 

William M. Spire, formerly a vp 
of Sullivan, Stauffer, Colwell & 
Bayles, New York, has opened hi: 
own agency (AA, April 14) at 61 


Giralda Ave., Coral Gables, Fla, 
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“Advertising Age 


keeps me 


says ROWLAND BURNSTAN 
President and General Manager 
Borg-Warner International Corporation 


ROWLAND BURNSTAN 


Mr. Burnstan brought an extensive academic oe 
and business background to the Borg-Warner 


es 
International Corporation when he joined that “Advertising Age keeps me informed on 
firm as president in 1954. Born in Scranton, Pa., 
Re RAR eps Sees coven enbveneiin ae current marketing activities. Although 


taught economics here and abroad, and is the 
: author of books on taxation and economics pub- 


o 
| lished both in English and German. He also was export markets are my prime interest, 
? the youngest member of the League of Nations 
comnanlease 00 Cady Ga oenehntnn <6 pane ae Ad Age’s accurate, concise reporting of the 


the business world, Mr. Burnstan has been presi- 
dent of the Lawrance Aeronautical Corp. and 


o 
the Indian Motorcycle Co. Prior to joining Borg- domestic and international scenes helps 
, Warner International, he spent five years in 
. . * 
: Bump, <0 Geet of Busapenn eperecnes Se give me a well-rounded view of all marketing.” 


the Pepsi-Cola Company. 


Today, Mr. Burnstan guides the overseas activi- 
ties of his concern in more than 80 countries 
from its offices in Chicago. B-W International is 
engaged in exporting, licensing, manufacturing, 
distributing and serves as a representative of 
other American marketers. Among the products 
it handles are appliances, automotive com- 
ponents, heavy hardware, pumps and industrial 
refrigeration and air conditioning. 


3 impottaut te 
impottouit people 


200 EAST ILLINOIS STREET + CHICAGO 11, ILLINOIS 
480 LEXINGTON AVENUE - NEW YORK 17, NEW YORK 
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An Important Sales-Building Fact To Remember For 1958: 


ecause more than a million 
copies are being read 


any day in the month— 


MCall’s is working for its advertisers, as well as its 


readers, all the time—every day in the week, 


every week in the month, 


Research shows that on any given day more than a 
million copies of McCall’s are being read —which 
means that McCall’s offers advertisers the advantages 
of a substantial daily audience, as well as continuing 


exposure opportunities throughout the month. 


Because every issue is dedicated to the enjoyment \ tan 
and betterment of today’s family living, McCall’s, 
the magazine of Togetherness, is used regularly as an 


authoritative guide by women who are the chief 


purchasing agents for more than 5,400,000 families. 


Why not let McCall’s work for you? 


Hi 


' 
ji 


Z 


\ 


CHECK THESE ADDITIONAL WAYS McCALL’S PROVIDES EXTRA SELLING EFFECTIVENESS FOR YOU: 


(0 Probing Consumer Wants to Guide Mar- 
keters. 
(Mapping Consumer Buying Patterns in 
Food, Groceries, Drugs and Toiletries. 
(CO Endorsing Use-Tested Products at Point- 
of-Sale. 

(0 Conducting Manufacturer-Retailer Forum 
of Sales Ideas. 

(0 Educating Teenagers on Fashion and 
Grooming. 

(Getting Products Considered by Super- 

market Merchandising Committees. 


(0 Guiding Home Economists on New Trends 
in Food. 


CZ Aiding Planners of Department Store 
Promotions. 

C] Training Retail Salespeople. 

C Supplying New Sales Ideas to Children’s 
Wear Buyers. 

CO Providing Advance Fashion Information 
for Retailers. 

(Coordinating Drugs and Toiletries Dis- 
plays with Advertising. 


(2 Alerting Supermarket Buyers to Manufac- 
turers’ Plans. 


C— Helping Health and Beauty Aids Buyers 
in Supermarkets. 

1 Encouraging Better Retail Food Advertis- 
ing in Local Newspapers. 

(7 Channeling Facts on Home Appliances to 
Home Economists. 

(J Working with Top Appliance Retailers. 


(2 Briefing Retail Buyers of Home Furnish- 
ings Products. 


McCall’s, the magazine of Togetherness...circulation now more than 5,400,000 
f 


C) Encouraging More Effective Retail Selling 
of Appliances. 

() Researching Consumer Preference for 

and Use of Products. 


C Serving the Building and Home Improve- 
ment Field, 


For complete information on any of these 
additional selling services, see your 
McCall's representative, or write on your 
business letterhead to: McCall's, Dept. 
NHT, 230 Park Ave., New York 17, N.Y. 
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